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The ABC's of Diamond Selling 


To Help You Capitalize on the JIC Promotion) 
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SHOW 


THE HOLMES & EDWARDS 


COLLECTION 


ALWAYS... FOR MORE 


SALES 


MORE EASILY, MORE PROFITABLY 























This Collection Display Unit designed for counte 
window use for presentation of patterns. Made of 


acetate... providing dust, dirt, and tarnish proof dis 
Price $1.75 net, f.o.b. Meriden including 5 teaspoom| 
is less than the cost of teaspoons alone). Ordet 
C782. International Silver Co., Holmes & Edwards} 

sion, Meriden, Conn. _ 
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NEW KIND OF WATCH STRAP DISPLAY BOOK MAKES 
WATCH STRAPS EASY-TO-HANDLE, EASY-TO-SELL! 


Now ... every dozen Kon-ite Straps comes to you in its own 
individual book-style folder, so you can immediately place 
before a customer an assortment in the price and quality he 
wants, for quick selection. 

Prices and styles are identified by attractwe panels on the 
covers. Every strap is set in its own recessed frame for richer 
fo] ) oT-Telgelala-Meeolale MM ol-sii-1am oleelicvailelan 

Get these new Kon-ite books on your counter now — get 
them selling for you! 
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This month JC-K puts full emphasis 
on diamonds in a 22-page "merchan. 
dising book" for retail jewelers on 
how to increase their sales of dig. 
monds. See pages 83 to 108. This 


MERCHANDISING AND PROMOTICN 
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Promise of things to 
come—this elegant 
watch case... Fore- 
runner of a new series 
of case masterpieces, 
designed by Marce 
and executed with the 
consummate skill that 


has always character- 


ized WBO creations. 





WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 














33 WEST 60th STREET W() NEW YORK 23, N. Y. 
BYU, 








A Subsidiary of the Gruen Watch Company 
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GIFTS for MEN | 


@ STERLING JEWELRY « NOVELTIES 

@ STERLING BELT BUCKLES 2 
@ STERLING COMB and FILE SETS - 
@ STERLING TIE CLIPS © PICTURE jl 
@€ STERLING CUFF LINKS” . PILL | BOXE: 














Don’t Miss Felmore’s 
ee Offer! 










STERLING pray TIE BAR 


Fie: 
KEYSTONE 


Wide selection of the popular new “SHORTEE” Tie 
Bars available plain or engine-turned from $1.00 to 
$2.00, Keystone. 


Tie Bar for $1.00, Keystone is a terrific Sales Stimu- 
lator for prizes, advertising and for Father’s Day. 


tae _ Gift carded, 6 to a card. 
* 7 Cordassortment .°. . . %7.20, Keystone 


ORDER TODAY 
1-10-100 or 1000 


CATALOG ON REQUEST 
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For Unlimited Supply of Rings and Findings 


You'll find incomparable variety in the 
unlimited supply of Finished Rings and 
Findings by Karlan & Bleicher. Superbly 
designed, meticulously crafted, because 
they are easy to assemble, KB complete 
Rings or Findings are your key to bigger 
sales with better profits every step of 
the way. Specify K & B Die Struck Rings 
and Findings . . . and be sure. 


KARLAN & BLEICHER 


FINDINGS GIVE YOU 


URABILITY 
Srvie 


Tiffany Mountings 

Melee Side Mountings te an 09874) 
Matched Sets a | 

Shanks and Settings a , WR. 44055/222 
Clusters and Box Bases 

Dinner Rings 

Gents’ Diamond Mountings 

Gents’ Stone Rings 

Ladies’ Stone Rings 

Initials 

School Rings and Signets 

Side pieces and Trims 

Tops—ete. ... 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —IT’S 


FALCON STONE RING MANUFACTURING COMPANY, Inc. 
A DIVISION OF KARLAN & BLEICHER 
| ( » ING. 








( reat sudlhsjucrsdtabaiileilodag 
188 WEST FOUBTH STREET NEW YORK 4.8 ¥ 
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simmons 


men i This beautiful gold filled necklace and earring set by 





Simmons, makers of Simmons quality gold filled jewelry, 


has been fashioned by our master craftsmen to appeal to the most discriminating. 


Baguettes in earrings and necklace are available in simulated crystal, as shown, 
or in amethyst, ruby, sapphire, rose, emerald, topaz or aqua color. The round stone at 


center of necklace is available in simulated crystal only. 


Here’s a set styled to sell on sight . . . order today. 


| # 
R. F. —Snumons— COMPANY 


ATTLEBORO, MASS. 





Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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SHTAIL ILLUSION MOUNTINGS 





WEDDING RING 











Maze in jewelry palladium, gold and 


palladium-gold combinations, these find- 






ings for fishtail illusion mountings and 






wedding rings make diamonds appear 






larger than they actually are and any of our 






settings can be used with the mountings. 

















We supply only the unassembled parts. 





For selecting the styles and sizes you need, 


4230A/599 we think you will find the table very handy. 4240B /597 





Knife Edge Knife Edge Half Round Half Round 
iWedding Rings.| Mountings. {Wedding Rings.| Mountings. 
No. of Stones. | No. of Stones. | No. of Stones. | No. of Stones. 


7630A — 9 4230A — 6 7640A —9 4240A — 6 











3 each side 3 each side 
7630B — 8 .7640B — 8 
7630C — 7 4230B — 4 7640C — 7 42408 — 4 

2 each side 2 each side 
7630D em 6 7640D saan 6 ae 























THESE FINDINGS TAKE DIAMONDS FROM 
100 PER CARAT TO 40 PER CARAT 











113 Astor Street, Newark 5, New Jersey ' 


New York San Francisco Chicago 





-~ 
» 


FOR May, 1952 7 





REE 


Vanity Display 
141,” high, 21” long, 
7," deep, 6"x9” mirror 
































THE EARRING 
DISPLAY-DEAL THAT 
IS BREAKING 
ALL RECORDS 


JMS JEWELRY MANUFACTURING CO., 





DIAMOND RING SETS 
WITH FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices 


FROM $36.50 RETAIL 
FROM $79.50 RETAIL 
FROM $99.50 RETAIL 
FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 


Princess Rings and a 
varied line of Diamond 
Wedding Rings, set part- 

way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 
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We manufacture one of the most complete 
lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 


RINGS ENLARGED 
TO SHOW DETAIL 


NEWSPAPER MATS AVAILABLE 


y 


lk ft oy / / 4 / F [= 
VINS FUfeV, FARACQON OTN 


wl 


BRISTOL SEAMLESS RING COMPANY «+ 71 NASSAU STREET, NEW YORK 7, N. Y. 


FOR May, 1952 9 























Here’s another Catamore first! 

A unique idea to help increase your 

sales volume. These rosary and prayer 
book sets have been designed with the same 
care that distinguishes all Catamore goods. 
The rosaries are available in sterling or gold 
filled with a wide variety of beads. The prayer 
books are beautifully bound with simulated 
pearl covers both beautifully gift boxed as a 
set. Ask your wholesaler about these new sales 


builders. 
\ 


CAINNORS 


vad 


\ 
ae) aha STREET * PROVIDENCE 3° Re I> 





Shown with the rosary No. R42 is the “Key 
of Heaven”. Directly above is the “Marriage 
Sacrament”. Either book is available in the set 
with any of the many Catamore Rosaries. 
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mork, on request. 


STYLE > 
WORKMANSHIP. p> 


PROMPT DELIVERY } 
FROM STOCK 


WHOLESALERS AND MANUFACTURERS 


Seamless Wedding Rings at 
Lowest Pennyweight (dwt) Prices 


We are One of the 

Largest Producers 
of Seamless Gold 

Wedding Rings 
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Series H 


Pot. No. 156712 





Series FM 


PRECIOUS METALS SPECIALTIES CO., INC. 


117 113 
Owt. 3 gr. 1 dwt. 11 gr. 


112 


dwt. 


1] 


gr. 


11- Vincent St., Newark 5, N. J. Phone: MArket 2-4287 


Series LK 
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“ITF FOR CATALOG SHEET ILLUSTRATING THE COMPLETE LINE OF PREMESCO “‘Fit-Rite”’ SOLID SHANKS. 








ad! 





eS ae 
EGER LENE OAT TS OE 


OD PAT ESRC 








WORLD’S STANDARD OF VALUE ; 





Jewelers have always recognized the superior construction of J-B watch bands 
... the careful, exacting craftsmanship . .. the popular, distinctive styling. 


But J-B offers you even more--a BIG PLUS VALUE-- 


GB) FOR MORE VALUE 


J-B never has gone off the gold standard! J-B expansion bands feature a 
heavier overlay of gold—more gold than most other manufacturers use for 


their higher-priced bands. 


FOR MORE WEAR 


J-B expansion bands carry a top shell of precious 1/15-12 Kt gold instead 
of the usual 1/20-12 or 10 Kt. This “extra” layer of gold protects the points 


of wear for a longer period of time. 


J-B extra gold overlay construction means longer lasting beauty. ..superior 


value at a lower price—a strong, proven selling point for your customers. 











JACOBY BENDER, INC 
161 Avenue of the Americas 
New York 138, New York 
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a4 Hoyle Heite 6071 (above) 


Beautiful combination center expansion band with ex- 
quisitely carved Dew Drop links. Available in yellow 


or white. $7.50 etait FTI 


Champion 7002 (right) 


A deeply fluted, full-expansion watch band, classically 
designed for good looks...and good taste! Available in 
yellow only. $10.95 retait Ft! 


Value in Watch Bands 











Diamond fem 6019 (left) 


In all the world, there isn't a more magnificently 
fashioned watch band! Hundreds of highly polished 
facets catch the light to give this band a rich and 
brilliant beauty. Full expansion. Available in yellow 
or white. $9.95 retail Fr 


Dow Sete 6069 (below) 


Elegantly graceful full-expansion band. Each link 
fashioned like a pair of richly polished cabochon 
gems. J-B End-O-Matic Ends. Available in 
} . yellow or white. $8.50 retail Fr! 
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Deal With Us 


and 


Be Secure 


| FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SGRAP 


| i CONTAINING 


—_— IRIDIUM - GOLD - —_ 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 
































KARAT = |S WREFINERS & SMELTERS | JEWELERS 
e0LDS FOR HALF A CENTURY PALLADIUM 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 e New York 19, N. Y. 
FOR May, 1952 , 15 




















Mr. A. Edward Fisher 


0A nnounces 


That he has withdrawn from 
A. Edward Fisher & Co., ine. 


and is now established in his own 
business of 


Loose Diamonds in All Sizes 


and also Mounted Diamond Rings 


His new firm will be known as... 


A. Edward Fisher, Inc. 


Est. 1911 


665 FIFTH AVENUE NEW YORK, N. Y. 


Mr. Fisher’s many friends and customers, during the past 
4.1 years, know of his honest dealings and assistance which 
he has always maintained. This policy he has pledged to 


continue. 
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‘Beautiful 

> plush-lined 

"plastic trays 

designed to fit 

display counter 
s es. All 
have easel 

» backs for 

window 
displays. FREE 
with every ten 
BRETTON bands. 


extra A profitable ways 


ne 


~~ 
7 





Sales... to display and sell 


B retton oy Be 
oe 
bands _—Breting 


Extra 





profits... 





with 


More than ever before, BRETTON bands 
are priced for faster turnover- 

and greater retail profit! These hand- 
some displays will help you sell more 
BRETTON bands with less selling effort. 
Simply choose the BRETTON display 
best for your store. 3 


Attractive selling displays for your counter or 
window. Free, with three men’s or ladies’ bands 
(above), or with six ladies’ bands (lef?). 

Here's another way you can choose to sell 


. BRETTON. An ingenious presentation gift box 
et opens into a self-contained display (below). 





Bretton Bands are sold 
through leading wholesalers only. 


BRUNER-RITTER, INC. 
630 FIFTH AVENUE 
NEW YORK 20 








for the 

modern way 

to merchandise 
wateh bands 
turn baek 


one page 


* 


Bretton 


Again—we are serving the Armed Forces by devoting our specialized skill and part of our production facilities to 


the making of precision defense materiel...items that meet the highest quality standards in the world. 




















17) 10K Rolled gold plate 
steel back case 
33.75 Retail 

33.90 Keystone 








17) 10K Rolled gold plate 
steel back case 
33.75 Retail 

32.90 Keystone 





No. 104] 
19J 10K Rolled gold plate 
yellow or white case 

39.75 Retail 
37.90 Keystone 





No. 2044 
19J 10K Rolled gold plate 
steel back case 
39.75 Retail 

37.90 Keystone 
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No. 1130 
19) 10K Gold filled 
yellow or white case 
expansion bracelet 
49.75 Retail 
42.10 Keystone 


Built Right! 





Styled Right! 
Priced Right! 


Feature these beautiful, new Waltham 
Watches for your spring graduation 
and wedding business. 





Consumer recognition and accept- 
ance for Waltham Watches is high! 
Only one hundred years of quality 
reputation and service can contribute 
such a vital factor to watch sales. 


Waltham retail prices start at $29.75. 
* x - * 


Waltham Watches are sold through 
a select list of Wholesalers. Order 
your Waltham Watches from your 
Waltham Wholesaler. | 


_Ask him for free newspaper mats and 


window displays. 


WALTHAM © 


WATCHES 





No. 2141 
19J 10K Gold filled 
steel back case 
expansion bracelet 

49.75 Retail 
43.10 Keystone 






19J 10K Gold filled case 
expansion bracelet 
59.50 Retail 4 
49.90 Keystone “ 


aN 
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No. 2223 
19J 10K Gold filled case 


expansion bracelet 
59.50 Retail 
50.30 Keystone _ 








19J 14K Gold 
yellow or white case 
silk cord 
71.50 Retail 
60.50 Keystone _. 






No. 2335 
19J 10K Gold filled case 
expansion bracelet 

71.50 Retail 
55.90 Keystone 


WALTHAM WATCH COMPANY, WALTHAM 54, MASSACHUSETTS 


WALTHAM WATCHES ARE SOLD THROUGH AUTHORIZED WHOLESALERS 





FOR May, 1952 


17 























To irreproachable 
quality, we add the gracious 
styling that outlives the years. 


Its been that way since Igro. 
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The Finest Name in Watch Bands 


KOMEIT 





GENUINE SNAKE CHAIN 


KOMFIT GRAND 





U. S. Patents 
2,015,308 
2,184,319 
2,333,048 





KOMFIT STANDARD 


KOMFIT continues to set the pace with superb crafts- 
manship and the greatest idea in instant adjustment 

the KOMFIT snap clasp. There’s no equal, either, 
for KOMFIT thinness or KOMFIT flexibility on the wrist. 


For men: the KOMFIT Standard and the KOMFIT 
Grand, for larger watches. 


For women: the slender Lady KOMFIT. 


JEWELRY'S NAME FOR QUALITY 





Two more hits in Ladies Watch Bracelets: 
Finely spun Milanese Mesh and Genuine 
Snake Chain— designed the modern Forstner 


way for elegance of style and superior wear. 


FORSTNER CHAIN CORPORATION 
IRVINGTON 11, NEW JERSEY 
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exciting array of diamond jewelry. 


From 1 Carat to 50 Carats you will find color, 





fartalauetetematlandeislcc an velit anti lels! exacting 


requirements — yet priced to defy competition. E /, 


Now as never before, you can enjoy our complete diamond 


facilities as a valuable adjunct to your business. ay 
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THE JEWELERS’ CIRCULAR-KEYSTONS’ 


* ox oe . ‘ 
* = 


4 


Ay 
@ *% oe x . ' 
.. Fag eal Peat ee LAL S! 
5 a a» - “al wt € ‘ \ \ 
ee A OE | 
ers Pn PY ? 
SY eee FS 
: » 4 » Fe ae os : 3 ; 
ee eS oad | 3 | 
= ee : a *. * sd - 4 nm 
) ) as 2 ~ . ; al wt 
ae al . y> Fa 
nS Lx ; 
ANE EES 
SAREE 
ety 


a» 
Pn 
ate > 


3 * 
‘ ‘te 
3 


= ‘ ¥° . 
ae . 


a ee ; 
t ‘: t% * i 
. ‘ cs 


RAs 


ks & 


¢ 
A 


x 














> ry" " ak 7 
rt FINN OIA 
eee. Se . 
é pt PE OO 
a de oe 
CSP a et ae oe ? : 
y - 


se te 


ee 
Ce 


Se 


Rit. 


r POF 0 















... WORLD'S ONLY SPECIALIST 


ia, 













IN “WORRY-FREE” WATCHES! 









. WORLD’S ONLY 
OO) i ad 8 Be 
O} ae) -5 ee A OE ce 


Sf v.12 eo 4-1-1 -1ele) ae 
ames SHOCK-RESISTANT 
Ha 


ANTI-MAGNETIC WATCHES. 
4] a OVER SO DIFFERENT 
STYLES FOR MEN & WOMEN! 


FROM $4975 £ 1.1. 


® £L 
LTIFORT 
mlIratrlomauc 





@ Thinnest Self-Winding, Waterproof~ watches made. 






@ Smallest Self-Winding, Waterproof” watches made. 
@ Greatest advertising program in America devoted exclusively 


to Self-Winding, Waterproof” watches. 


i you waut to see rection... See Wide 


LOUIS AISENSTEIN & BROS., INC. - Sole U.S. Distributors: 16 £. 40th St., New York 16 
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3 of distinction 


setting ,_ ] NEW, DIFFERENT 
that counts Qa | |. DEFINITELY IN DEMAND 


Skillfully designed 
mountings do two im- 
portant things for dia- 
monds: they magnify 
the size and enhance 
the brilliance of each 
stone. K and P fine 
mountings do that—and 
more —fto assure you 


extra beauty and value. 


NTNITIORRG ATTN 


MARKERS O F OrSsavrnecrrtV < MOUNTINGS 


15 WEST 47th STREET*¢ NEW YORK 


KH K NO WRN FOR Swart Y 


FOR May, 1952 








COMING TO YOU FREE FROM THE 
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what this famous slogan 
means to you 








The New Campaign 
f Switzerland 


of The Watchmakers 0 
o The Quality Jeweler 


supp ortin 
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‘| WATCHMAKERS OF SWITZERLAND 





Now, for the first time, a full-color preview of 


your whole year’s campaign—with tie-in plans for 


extra profits every month! 


Watch for this big 11 x 14-inch campaign book. You'll receive it FREE, 
as a guide to profitable tie-ins with Watchmakers of Switzerland advertising 


from July, 1952, to Graduation, 1953. 


You'll be able to stage tie-in promotions for every ad in advance. You'll 


learn about FREE tie-in window displays from ‘The Watchmakers of Swit- 


zerland. And there’s even a special Quality Jeweler Calendar with important 


trade dates marked—to help you plan ahead. 


In addition, this colorful book explains all the valuable services which 


The Watchmakers of Switzerland perform in your support. It shows how 


not only Advertising, but Merchandising, Sales Aids, Public Relations and 


many other supporting activities help increase your prestige and profits. 





Another sales aid from The Watchmakers of 
Switzerland is this “Know Your Jeweler’ Promo- 
tion Kit. It shows you step-by-step how Quality 
Jewelers in towns from coast to coast got together 
to boost traffic by promoting their exclusive serv- 
ices to their own communities. Shows, too, how 
you can profit from their success. This new kit 1s 
available FREE to officers of your Guild or Asso- 
ciation. They need only address their requests for 
the kit to The Watchmakers of Switzerland, Dept. 
KY], 730 Fifth Ave., New York 19, N. Y. 





Chronograph Technical Sheets are now avail- 
able through jobbers to help your Repair Depart- 
ment give quick, profitable service on the main 
types of Swiss Chronographs. And for your Horo- 
logical Guild meetings, send for the FREE 
Chronograph Series of Speaker's Kits: they cover 
The Dial, Split-Second, Pillar Wheel, or Non- 


Pillar-Wheel Mechanisms ... another service of 


The Watchmakers of Switzerland Information 
Bureau. Whatever your problem, don’t hesitate to 
write. The address: 730 Fifth Ave., N. Y. 19, N.Y. 








ANNOUNCING: THE NEW OMEGA 


Gop 


Rare indeed is the watch with a story behind it so signifi- 
cant... so timely. 


For the Olympic is born of proud achievement; the 
selection of Omega for the fourth consecutive time ag 





official timepiece of the Olympic Games. 


Again and again, by unanimous choice of the compet- 
ing nations, Omega has won this most coveted of honors: 
in 1932 at Los Angeles... in 1936 at Berlin... in 1948 
at London ... and now, once more, in 1952 at Helsinki. 


This imposing record sets before the world the clear- 
cut superiority of Omega—as further attested by its con- 





tinual victories in international observatory competition. 
No other watch has ever found such universal acceptance. 


Hence the Olympic, to commemorate an historic occa- 
sion—the 1952 Olympic Games—and to pay tribute to the 
important part played by split-second Omega timing. 


Like every Omega, in every price range, the Olympic 
is a watch you can recommend with confidence and sell 





with assurance—knowing the great heritage from which 


WORLD RENOWNED SYMBOL ” 
OF ACCURACY it stems. 


OMEGA 


NORMAN M. MORRIS CORPORATION. 655 MADISON AVENUE, NEW YORK 21 
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Automatic, Water-Resistant, Calendar Watch 


The Olympic by Omega—symbolizing the Olympic 
spirit of fine competition—in 14K gold. . . with 
sweep-second hand ...and automatic calendar 
adjustment for the days of the month. Packaged 


in magnificent presentation box . . . $300. retail, 
Federal tax included. 
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ore and more jewelers are sellig 
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Local tie-ins bring 
extra excitement... 
extra traffic... 
extra sales 








Window at Bates Jewelers, Washington, D. C L. 
during “‘Advertised-in-LIFE” promotion. 





N°’ the peak of the gift-giving season—more LIFE can bring you eztra excitement, eztra traffy 


and more jewelers are enjoying more and more _ eztra sales, because... = 


business with “Advertised-in-LIFE” promotions. 23,950,000 Americans read LIFE every week. Anda 
To quote Stanley M. Freedman, of Peter’s Jewel- _in the course of 13 issues—LIFE is read by over} | A 
ers, Bound Brook, N. J.: the nation.* - 
6¢Advertisers spend many dollars in LIFE. I put Take advantage of this vast readership right now 


. . . ° = bd ° + ‘6 : 
these dollars to work, too—tieing in our windows, Get more gift business in your store with “Adve 


store interiors, newspaper ads, and direct mail. We tised-in-LIFE”’ tie-ins. 


have tremendously increased our volume in the Note the great number of exciting gift items h 
last three years and are looking forward with _ will be advertised in LIFE during the months of Mj 
confidence to our future growth with LIFE.” and June. , 


These are the LIFE-advertised products to tie in with during thi}. , 


JEWELRY, CLOCKS Movado Watches International Sterling Silverware 
& WATCHES Seth Thomas Watches 1847 Rogers Bros. Silverplate 
Swank Men’s Jewelry & Accessories 1881 (R) Rogers (R) Silverplate ker 


Artcarved Diamond & Wedding Rings 
Croton Watches 

Cyma Watches 

Dason Rings 


Trifari Jewelry Wallace Stainless Steel Tableware fPY*! 


Vacheron Constantin Le Coultre reaffe 


Watches & Atmos Clocks Ps ys coal alert 
Wadsworth Watches care’ 





De Beers Diamonds icattincisteass cif tines Argus Camera 

Elgin Watches Wiest Ansco 

G-E Clocks ao Ascot Lighters bxtos 
Hickok Men’s Jewelry Eastman Kodak nls | 
Keepsake Diamond Rings SILVERWARE Ronson Lighters 
Marvella Pearls Community Silverplate Zippo Lighters nbe- 


Hear Robert Montgomery, “‘A Citizen Views the News’’“—each weeka snin 
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ADVERTISED 


fore and more gifts with LIFE 














“Advertised-in-LIFE’ promotion at 
Morgan’s Diamond Shop, Minneapolis, 
Minnesota. 


thi 


it-giving period. 


STATIONERY REQUISITES 
 -Brker Pens 
re @Yal Typewriter 

eaffer Pens 

aterman Pens 

earever Pens 





9 Rockefeller Plaza, New York 20, N. Y. 


OTHER 


Ixton L ° 7 « ° *. . ° 
sl — First in circulation First in readership 


hick Shaver : First with retailers 
nbeam Shavemaster s 


*From A Study of the Accumulative Audience of LIFE, 
i. by Alfred Politz Research, Inc. 
=, on your NBC radio station. 
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Ni She Aoose 


If she’s one of the great majority, 
shell buy the piece whose charm is 
enhanced by chain! Almost everyone 
who comes into your store is already 
wearing chain jewelry. And yet, 
almost everyone is a customer for 
more . . . because chain jewelry is so 
easy to sell. One of the most useful 
and versatile elements in jewelry 
design, chain’s “customer-appeal” 


is universal! 


Ingenious machines produce millions of feet 
of jewelry chain each year, in literally 
thousands of different appealing designs... 
at prices anyone can afford. The objective of 
the membership of the Machine Chain 
Manufacturers Association is to maintain 

the highest standards in chain-making... 
and to ensure continuing progress in both 
manufacture and design. 


ERS ASSOCIATION 


Please address inquiries or requests 
for free reprints of this advertisement 
to Machine Chain Manufacturers 
Assoc., Providence 5, R. I. 
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‘‘My experience has 
proved PRESTO Promotions really 
do pay! Every time I run a PRESTO Product Promotion 
L increase business for the entire store. PRESTO’s fine line 
of appliances, which are backed up with solid mer- 
chandising and sales making advertising, have 

proved a good source of revenue for me.” 






























7 Out of 10 Pressure Cookers 


Sold—or to be Sold— Are Presto Cooxers! 
Aggressive credit jewelers everywhere know it pays to 
feature the leader... the line that leads the field . . . Presto 
CooKERSs. Backed by consistent, hard-selling national 
advertising, there’s always a steady demand for 
these “‘best-of-all’’ kitchen helpers. Cash in 

on these sales-and-profits leaders in the field. 


at oer 









quiet i ae op 
F ecesenieed by® 
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Jumbo Fry-Basket Means Bigger Sales for You! 
No other deep-fryer on the market offers so many sales 
making features! Jumbo fry-basket, double ordinary size, 
ends ‘‘two batch frying’’, gives the new PRESTO DEEP-FRYER 
terrific sales appeal. Order your supply of 


YD eatitas 0 fast-selling PRESTO DEEP-FRYERS today! 


AUTOMATIG 


Deep-Fryer 


TRADE MARK 


ASTOMAVIG 


Vapor: Steam [rom 
“The Most Amazing 


AD Steam-or-Dry Iron Ever Invented!” 
cts ELERS 
pit yew ys a sen” Packed with sales features that make all other irons 
mats, s - rod obsolete. Uses ordinary tap water, no distilled water 
oducts: Kt \ needed! IRONS most clothes without sprinkling... 
PRESSES without pressing cloths! Cash in on the 
tremendous steam-or-dry iron market now with the 
sales-and-profit making PRESTO VAPOR-STEAM IRON! 


Mee wan 
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—the oldest and largest firm 
of its kind in the United States 
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Sees oa 


You may feel Gordon Brothers 
need no checking up on. You may 
know us from personal contacts or 


our reputation may seem sufficient. 


Boe Bes the mew issue of the Confiden- q : 
o tial Reference Book of the Jewelers’ pees 
ae Board of Trade is just out. And in 1s | 

. “anything 80. major as selling or liq- ae 

uidating a business, it doesn’t hurt , 

to check and double check. It so - 

happens our rating tops all the ~ 

others in our field. However, even : 

if this were not £0, w ed invite your 2 

check up. If you. do not have direct | 


access to the book, you may write 


‘for a report to the Jewelers’ Board 
of Trade either in Providence rome 
New York City. Or you may do | 


: this through your own bank. 
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UNRIVALLED FOR BEAUTY 


UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 





Hand Carved 


A0CL 
Vitaly 


Matched Wedding Ring Sets 











Designer Fred Barel has added to his ex- 
tensive line several new hand carved origina- 
tions that are more beautiful than ever... more 
exciting than ever ... more irresistible than ever. 


Brilliantly conceived and created in the re- 
nowned Fred Barel tradition, BAREL BRIDAL 
Matched Wedding Ring Sets are outstand- 
ing for their exceptional quality and au- 
thentic originality...the exclusive choice of 
discriminating people from Coast to Coast. 


exclusively 


designed by Sold Directly To The Retailer By The Manufacturer 
Mats Available Free Upon Request 


ZZ ob. Gare? 24-Hour Service On All Special Orders — 


BRIDAL RING CO., Inc. @ 87 Nassau Street * New York 38, New York 
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Each emblem in this new 
I & R De Luxe Line is beauti- 
fully packaged in this specially 
designed F. H. Noble hinged 
Steel gift box. 











Emblems Illustrated Oversize 






culfured 


in palladium and gold... 


to sell the fine quality gift market! 


Excitingly new . . . exquisitely 
made... the new I & R De Luxe 
Line is designed to sell the quality- 
minded buyer . . . looking for that 
“different” gift. 


All the skill and craftsmanship 
of almost a century of leadership 
in emblem manufacturing is com- 
bined to produce this extremely de- 
tailed line of unusual beauty, weight 
and thickness . . . and only in 
palladium, and 14 Kt. gold. 


TRONS & RUSSE 


ret) na 


Emblem Manufacturers Since 1861 * THROUGH YOUR WHOLESALER 
CHICAGO e PROVIDENCE e- SAN FRANCISCO 


as For May, 1952 


Té MU Mow De Luxe Line of Emblems 


Here is every jeweler’s answer 
to anew gift suggestion for the man 
who “has everything” . . . for birth- 
day, anniversary, Christmas. . . for 
every occasion where fine gift- 
giving is desired . . . this line will 
create new sales. 


The De Luxe Line consists of 
over 175 distinctive pieces of 
popular selling fraternal em- 
blems in a wide range of prices... 
and every emblem gift packaged! 





Company 











For Volume Sales All Year ’round 


PRICED FOR RAPID TURNOVER. Every woman is a prospect for these 
beautifully made rings. Always in style, always in season—they lend 
color and brilliance to a wedding band or may be worn for their 
beauty’s sake alone. You’llsell them singly ...intwos and threes. Their 
superb quality and modest price leave no room for sales resistance. 





In Sterling Silver or 














1/20-12K Yellow Gold Filled « y 
Ss <A) 
NINE BRILLIANT COLORS 00-00 
Ruby Garnet NX Sa es. y 
Emerald Topaz RR 
Sapphire Amethyst 
Crystal Jet SancueRier.3ccreerenenn. seam SexramneeruNmi 
Aquamarine SSemmem ToT nea sAOR SIS 
DORE AE ELLIE LE LEDED NE AEL LPEEE LOGGER 
Seemann unaretemnansanenetaeeanencweanenetee 
IEEE AES NE DCNLS ELLEDES LA ALEVE ELE EA LLL, AE 
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NEW ADDRESS: 37-31 57th Street, Woodside, N. Y. 


THROUGH WHOLESALERS EXCLUSIVELY 


IN LOS ANGELES: Harry Diamond, 215 West 5th Street 
‘ IN CHICAGO: Fred N. Whitney, 31 No. State Street 
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to retail at about 


$Q00 


each 
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STERLING od 
CRYSTAL 
COASTERS 

or ASHTRAYS 
have proved their 
PROMOTION MERIT! 
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VOLUME! 
PRICED FOR $ can 


YOUR cost ee ~ packed 













\ Dot- 
; Ss t. 
\ minimum Shee se , $2.40 os 
' ‘iustrate 
\ xed in set of pre se! 
\ acke in. 
\ piso P Min = 
\ <n cammeme apie ins sumnsohSenesse, scniin:auoaiags wees, Ginn ashe <iaiads cee tieian secmenin. Sonal UU 
: [ 
Ex \ | A. COHEN & SONS CORP. i 
ase June trae in | your store. | 27 West 23rd Street, New York 10, N. Y. 1 
. Hach chupan ia.) A ‘1 Please enter our order for .............. dozen Sterling |) 
Koren? thir tt agee thee Gate ing I and Crystal Coasters @ $7.20 per dozen. | 





meavess ..... Sterling and Crystal Coaster Sets @ $2.40 
quantity per se? 


Dealer 5 ae... enuere oneenere een ere eneeuneeee ae 6 F © | 


A. COHEN & SONS CORP. 


: 

27 WEST 73rd NEW paola 4 10, N. Y. oe ASE kaa : See ae stacene ot 
I 
] 


ATLANTA OFFICE FANCY GOODS DIVISION 


23 BROAD ST., $.W., ATLANTA, GA. ° 47 W. 23rd ST., N. Y. C. 


Cay..;... PLE REELS RL ERASERS RES SRS SSCSSPSSCFSE KRESS SSS SHEER SESS HHS RHEE REESE HR Be 


Terms Net 30 Days—f.0.8. New York 
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‘Perpetua UNITED'S New 
ANNIVERSARY 

TYPE 
ELECTRIC CLOCK 


Retails at 5 9% 


* Plus Tax 


ITS ELECTRIC 
IT OSCILLATES 
ITS QUIET 


; 
4 
% 
z 
% 
$3 




















catured My: 


A. COHEN & SONS CORP. 
NEW YORK 


and leading Jewelry, Hollowware 
and Novelty Jobbers throughout 
the U. S. and Canada 


ey 2 


protean 








+980 
GOLD ELECTRO FLASH PLATED—EXPOSED ROTOR TWO-WAY OSCIL- 
LATING PENDULUM—1!2!/,," HIGH 734"" DIAMETER BASE 


UNITED CLOCK CORPORATION 


Division of 
UNITED METAL GOODS MFG. CO., INC. 


379 DE KALB AVE. BROOKLYN 5, N. Y. 
Established 1905 
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SUCCESS 





NATIONALLY ADMIRED 
NATIONALLY DESIRED 








This will not — | 


with FEATURE LOCK RINGS 


ALWAYS IN 
PERFECT POSITION 
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Nationally advertised to 88,000,000 readers 
in Life, Look, Vogue, Charm, Seventeen, Pho- 
toplay, Modern Screen, N. Y. Times Magazine, 


True Confessions. 


SOLD ONLY THRU AUTHORIZED DISTRIBUTORS 


Window and Counter Displays, 


aRalina: Ring c*@., Tre Mats, Brochures, TV Films, Ra- 


dio Scripts, ‘‘Enchantment of 


126 West 46th St., New York 19, N. Y. Rings’* Booklet, era 


Flasher Displays. 











This lovely Eastern Star Ring, featuring a genuine cut center diamond 
. complimented by the surrounding hand enameled 
points in authentic colors... is fast moving 
merchandise and will show the jeweler a good profit. 
Order today. 


MADE TO RETAIL FOR 34? 


Makes of Cline fewelry Since 1904 
42 W. WASHINGTON ST., INDIANAPOLIS 4, IND. 


Diamond enlarged to show defoil. 
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BRIDAL BELLS | 


and charm in religious gi 
Mother-of-Pearl Bridal Set a Ot 


as such a lovely rosary pray 





BRIDAL BELLS 











F. WHITAKER CO. 


50 ALEPPO ST., PROVIDENCE 5, R. I. 






LA SALETTE 





ARDAGH 





MONTSERRAT 
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$s No. R-110. One 
pr numbers in this 


12 
price . Approx. 
retailer $3.95. 




















Style No. 03-6. 
: FA. omer ones one 
Style No. GF-139. , : aS numbers in 


Over 36 other id z Fes | : 
filled numbers to select — | $855." retaife 


> 


AMERICA’S No. | PACKAGE HOUSE 
presents AMERICA’S No. | LINE FOR FALL 


...and refreshingly different, Anthony Creations presents an 
entirely new line of ladies fashion jewelry. Over 16 intriguingly 
different and individually packaged lines of America’s most 
fashionable ladies gift jewelry. These Paris Inspired creations 
are now ready at your leading wholesalers. 
Anthony Creations Distributed Thru America’s Leading 
Wholesalers only. Write Today To Your Wholesaler 
For Your Copy of the Anthony Catalogue. 
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~ GIVE YOUR CUSTOMERS THE STYLES THEY WANT. | 











FEATURE AMERICA’S GREATEST ASSORTMENT Of 
PROMOTION SPECIALS BY 


XL LAN LL 


AMERICA’S GREATEST DIAMOND RING VALUE 


1, vad J! RAWAL SAVY LEO) 40g 20, Mal ol: \ Ap / ie 
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JOSEPH 


Manufacturing Jewelers a! 
6 WEST 48th. STRE 


You can't build top volume with two or three 
promotion specials ... you need the complete as- 
sortment of ring styles that only BERLAND offers at 
such pin-money prices! BERLAND promotion specials 
include engagement rings and bridal sets, total 
weight sets 4 to 1 ct., friendship and cocktail rings, 
all in 14 Kt. yellow or white gold with full cut center 


stones and carefully selected side diamonds. Feature 


a full assortment of these TOP VALUE promotion spe- TO BRING IN CUSTOMERS FOR 
cials by BERLAND...and watch your SALES go to town! BERLAND PROMOTION SPECIALS — 


write for your set today 
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BERLAND 


Viamond Importers for Half a Century 
NEW YORK 19, N.Y. 
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THE WORLD’S NEWEST... FINEST TRIBUTE 


ro tHE DIAMOND! 


THE BRILLIANTLY DESIGNED 


Y, 9eaT 9. Mounting 





eQEATED BY THE HOUSE OF rl 


By 
e > 
* I- 
wer AI « ring mounting 
sd 


fashioned to do justice to the glory 





of the diamond . . . a masterpiece 

of originality that will be admired for 
itself alone! It’s a brand new style 
creation in diamond ring mountings and 
will prove to be a real stimulant to 


diamond ring sales and profits. 


Enlarged to Show in Detail 
the Masterful Craftsmanship and 


Elegance of “Tapestry” Mountings. 


Sold Through Authorized 
Wholesale Distributors 


OF FISHTAILS 


bron Ca 


130 WEST 46th STREET 
NEW YORK 36, N.Y. 


REPRESENTATIVES 
PATTY (A. W.) COHEN 
A. B. GRODMAN 
CHET MANDELBAUM 
IRWIN GOLDSTEIN 
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SELL YOUR CUSTOMERS  ~—_| 
_ WESTINGHOUSE ELECTRIC HOUSEWARES... 























Get ready for the big gift buying months ahead .. . get 
set to sell your share of the total market potential in your . 
trading area... here’s what that potential is nationally— 


19,000,000 fathers who will be buying 
Mother’s Day Gifts. 


6,000,000 husbands who will be buying 
Wedding Anniversary gifts for their wives. 


??,000,000 fathers, mothers, aunts, uncles, 

sisters and brothers who will buy Wedding 

Gifts for 1,800,000 June Brides. : 
Many of these prospects are in your trading area, so 
plan your tie-in promotion now to make sure that you 
sell your share. Remember, you have a head start... 
it’s easier to sell Westinghouse—a full line of fine elec- 
tric housewares. 


YOU CAN BE SURE...IF ITS WESTINGHOUSE ELECTRIC CORPORATION 


; nome Electric Appliance Division . Mansfield, Ohio 
Westinghouse 
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6037SP 


Op siginality of styling in good taste— 


fine quality—priced modestly—value you recog- 


nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2329W 


2413WB 
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STOL SEAMLESS RING COMPANY 





_.LADIUM RINGS 
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50 NEWLY DESIGNED 
WEDDING AND 
ENGAGEMENT RINGS 


250 OTHER 
BRISTOL DESIGNS 


The Bristol Craftsmen have really 
outdone themselves with this beautiful 


new line in precious palladium. 


And they did it with an eye on cost 
so that palladium jewelry can become 


a prized possession of every bride. 
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ENGAGEMENT RINGS 
WEDDING RINGS 


Many years of experience and all the artistry of 
Bristol’s fine craftsmen have gone into the creation 
of this new line of palladium rings. 


Palladium was selected because its brilliant 
whiteness faithfully reflects the true color of the fine 
diamonds set in these rings. Palladium’s strength 
and durability hold the gems securely. 


Bristol’s skillful design and superb workmanship 
make the smallest diamonds look their best. 


Robert Kronstadt, in telling 
why Bristol Seamless Ring 
Company had brought out 
this new line of palladium 
creations, wrote: 


‘Palladium is the natural choice for any jewelry 
manufacturer who is proud of his name. Our 
craftsmen who have been with us for years, and who 
have used all jewelry metals, prefer to work with 
palladium because it enables them to produce their 
finest work. The workability of this beautiful 
precious metal lends itself to delicate piercing and 
carving. Furthermore, it sets off the gems and holds 
them securely. We at Bristol are proud of our 
palladium line and we feel confident the public will 
like it, too.” 





Bristol Seamless Ring Company 
71 Nassau Street 
New York 7, N. Y. 


Please send me your new catalog illustrating 
the new designs in palladium. 


eT a ee, 


Address_ 











HERE’S WHAT’S BEING 


DONE TO 


Webp Drtrecae 


JURE. 


Filladivm Glet 


Retailers who stock palladium jeweiry benefit from 
astrong and continuing campaign. Striking two-color 
| 


consumer advertisements constantly inform 

customers about the newest jewelry in beautiful and ; 

durable palladium. These advertisements are | @ 
appearing in such magazines as: 

PALLADIUM 


VOGUE * HARPER’S BAZAAR * GLAMOUR Re 
CHARM « SEVENTEEN ¢ NEW YORKER ¢ TRUE Avago panly 


An extensive publicity campaign, including items 

by leading fashion authorities in magazines and 
newspapers and timely announcements on both radio 
and television, is making the jewelry-buying public 
more palladium-conscious than ever before! 


MANY DEALER HELPS, TOO! 


Many helpful “Point of Sale” aids are available to 
make your selling job easier, including the following 
booklets and displays: 


THE EIGHT PRECIOUS METALS ~— a pocket-size 
booklet for sales people describing all the 
precious jewelry metals — their properties, 
applications and advantages. 


PALLADIUM, A PRECIOUS METAL FOR FINE 
JEWELRY —a booklet for your customers telling the 
interesting story of palladium. 


NEWSPAPER MATS—RADIO SPOT RECORDINGS 
—LOCAL RELEASES ~ hard selling and newsworthy 
material ready for use with the addition of your 

name and address. 


WINDOW AND COUNTER CARDS — handsome, 
plasticized, easel-mounted displays and metal-faced 
silhouette type signs are available on request. 


Tie in your store with palladium’s national adver- 
tising. Write us today. 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street « New York 5, N.Y. 








The Coast-to-Coast Sales Sensation 


No. 3446 
With Expansion 
$12.95 


The Finest Watch 


$12.95 


| \ ES TEN MADE a 4 1 . \  . << No. (438 Rist-Komfort 
SS _ @¢ Dae Ae Double Safety Clasp 
; ee 


Say KESTENMADE To 
Your Wholesaler 


KESTENMAN BROS. MFG. CO. 
Providence 3, R. I. 


Prices include Federal Tax. U.S. Design Pats. Nos. 163,981 — 163,982 
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LATHIN WATCH COMPANY 
580 FIFTH AVENUE NEW YORK 36, N. Y. 
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— Your Materials Get the 





_ « 
—_ 
« 


fi Ya 
at General Plate 4 


General Plate quality gets an all-important uniformity check through 
our green-light warning system. This visual double-check on our 

automatic controls, engineered by General Plate to cut costs, works 
to-day to save critical materials for the jewelry industry. General Plate 

does everything possible to protect schedules — another reason 


why its pays to buy General Plate products. 


GENERAL PLATE DIVISION 


Metals & Controls Corporation 


Attleboro, Massachusetts GENERAL PLATE 





OFFICES: Attleboro » New York « Detroit « Chicago « Indianapolis « Los Angeles and Mansfield, Ohio 
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EXCLUSIVELY 
DISTRIBUTED BY 


I. ALBERTS’ SONS, Inc. 
Boston - Syracuse 


BALDWIN-MILLER CO. 
Indianapolis 


S. H. CLAUSIN & CO., INC. 


Minneapolis - Spokane 
Salt Lake City 
EDWARDS & CO. 
Kansas City, Missouri 
J. ENGEL & CO., INC. 
Baltimore 
THE GERWE BROWN CO. 
Cincinnati - Dallas 
A. C. POSSIN CO. 
Milwaukee 
E. W. REYNOLDS CO. 
Los Angeles - Phoenix 
San Francisco 
Honolulu 
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CALVERT Watch National Advertising now includes these 
two great magazines reaching into every city, town and 
cross-roads of the United States. 


Wherever your store is located, your customers will read 
these advertisements. 


Be prepared to show them a representative assortment of 
CALVERT Watches. 


The Profit Story of CALVERT Watches is worth knowing. And 
our effective merchandising and advertising plans produce 
sales for you. 


lf CALVERT Watches are not in your store, then write the 
nearest of our exclusive Distributors to call on you. 


CALVERT 
WATCHES 


681 FIFTH AVENUE ® NEW YORK 22, NEW YORK 
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BECAUSE IT’S THE ONLY ONE 


OF ITS KIND IN THE INDUSTRY 


MADE FOR LADIES’ WATCHES— 
EXCLUSIVELY YOURS FOR 


PROFIT AND PRESTIGE 


THE ONE AND ONLY 


APEX 


QUADRA-FLEX 





EXTRA-FINE QUALITY LINE OF LADIES’ 4-WAY 
EXPANSION BRACELETS WITH 1/10-12K GOLD-FILLED 
TOPS AND EXCLUSIVE, PATENTED SNAPOMATIC ENDS. 


MAKERS OF FAMOUS APEX WATCH CASES 


GREENWICH, CONN. ° SOLD ONLY THRU 
THE NATION’S 


| a\ CC c > S oO R i E a c o 6 # i he ¢ 8 ; REPUTABLE 


° WHOLESALE 
° DISTRIBUTORS 











963 
975/3 


975N 


AN EXCITING ARRAY OF 














ALWAYS SOMETHING NEW 






a pment oa THE RING CASTINGS 


TONE OR ALL WHITE SHOWN ABOVE ARE 

ut NS SHOWN A FEW OF GLOBES LARGE 

ee SELECTION OF BEAUTIFUL BRIDGE 
RINGS AVAILABLE IN ALL STYLES AND SIZES RANGING FROM 10 MILLIMETERS 
TO 20 MILLIMETERS. A CATALOG WILL BE SENT UPON REQUEST. SOLD TO 


MANUFACTURERS AND WHOLESALERS EXCLUSIVELY. 
DO NOT ENCOURAGE PIRACY 


FLOBE RING eO.uquuenn sta 
CREATORS OF ORIGINAL CASTINGS 
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HAMILTON BEACH PAYS 
TOP FOOD MINER PROFIT! 


-_ Customers LESS! . ; : 
Pi ays Yi ou MORE | / hue 


At $37.50 retail, less juice extractor, 
Hamilton Beach is the top consumer 
value. There are many more folks in the 
market at this price than at, say, $5 or 
$6 more. Yes, Hamilton Beach’s lower 
price broadens your market. And this 
mixer is easiest to use, regardless of 
price, so it’s easiest to sell. 

Your price sheets prove Hamilton 
Beach pays top profit. Check them 
and see. And in quality Hamilton 
Beach is second to none. More than 

40 years’ experience and 15 million 
appliances are proof. What more 
could any product offer? It’s top qual- 
ity...costs your customers less... 
pays you more! The sweetest profit- 
package you can get. 


N E a RS oo oe Rete ; MERI 
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can es 1 Rape er 7 eM agg : : oe 
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HAMILTON BEACH 


Gives You Most we BARE. 2... 2G 
on Food Mixer Sales: | 
MIXER A’? PAYS Quick- xEW HAMILTON BEACH 
unian Dry ELECTRIC HAIR DRYER ,— 
MIXER “C”* PAYS 










A great new item for the huge home-permanent 
market—the choice of professionals. All metal—no 





MIXER “D" PAYS Ki-PiI-byAmaielail plastic. New Adjust-A-Stand tilts to any angle. : RETAIL 
Dryer lifts off stand for portable use. New heat : 

HAMILTON BEACH 38.18°/, PROFIT control at top. Light, easy to handle, yet durable. 

MODEL “‘G’’ PAYS : 2 Two switches—‘‘On-Off’’ and ‘‘Hot- 





Cold.”” AC-DC. Handsome light-ivory 
enamel. Gift package doubles as attrac- 
tive counter display. 





(Percentages based on List Prices, including tox—os of July 1, 1951.) 
the New 


HAMILTON BEACH 

















The portable with big-mixer features galore! Offers one- 
hand operation. Hand that holds mixer sets speed. All- 
purpose; ideal in smaller kitchens; for lower incomes—a 
i aD big new market! Sturdy Hamilton Beach motor. Three 
la qx “a ® speeds. Hangs on wall or fits in drawer. Smart gift box 
- ~@ 4 serves as a compelling counter display. In price, packag- 

ing, quality ... Mixette is a gift-item natural! 


MMH | a 3 / Over 45 Million National Advertising Messages 
7. on HAMILTON BEACH this Spring! 


MILTON BEACH Food Mixer 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 





$]875* revaiL 


Includes gift box, bracket, 
ond screws for wall mounting. 


*Prices subject 
to change 
without notice. 
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AMERICAN db 


the most revolutionary watch 
advance since the eighteenth century 


BALANCE SCREW STUD 


IMPULSE PIN 


if a BALANCE STAFF 


BALANCE WHEEL 


HAIRSPRING 


BALANCE STUD 


featuring the V-CONIC ESCAPEMENT 


A great 20th Century development—based on American advances in pre- 
cision machining, in alloy metals, and electronic controls. The V-CONIC 
balance shaft is cone-shaped and rests on Armalloy bearings turned to 
5/10,000 of an inch. Unlike traditional watches, you need not handle or 
wind it with great care. It takes abuse and ticks on. 
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Now you can sell a volume-priced watch that is definitely a 
quality watch; a watch with the accuracy of one costing 
several times as much! 


This is TIMEX—a triumph of American mass-production 
techniques and research science. 


With an electronically-tested, precision, non-jewel move- 
ment, TIMEX is not only many times more shock-resistant than 
traditional watches—but actually shockproof by Government 
standards! So low-priced everyone can afford it! It is the only 
watch in the low-priced field that you yourself can time on your 
Watch-Master. 


This is TIMEX—a triumph of American merchandising—the 
most promotable watch in the market today—designed for 
fast turnover and excellent profit. TIMEX is the quality watch, 
nationally advertised, in the low-priced market. TIMEX is the 
traffic-building, volume-building item you need to build 
watch business! 





in time with tomorrow—to sell today 


THE UNITED STATES TIME CORPORATION 
World’s Largest Manufacturer of Wrist Watches 
500 Fifth Avenue, New York 36, N. Y. 





US 


TIME 


CORPORATION 






Cannot be 
4 ) Over-wound 
Checked by the a The balance 
» Electronic ee . shaft is 
-. Timeograph , | frequently the 
An exclusive % ¥ weak spot of 
_ development of 7 a other watches. 


The Ideal 
Sports Watch— 
Stands Shock of 
Golf, Tennis. 


. 7 , Guaranteed 
» * me YU, S. TIME, ; —— eS be In TIMEX, it is ) Shock-proof by 


Government 
standards 





by 4 _ calibrated to the — if incredibly strong, 
.001 of a second. ae i cannot be 
. over-wound. 
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READ THIS 
IMPORTANT 
SALES POINTER! 


Why carry a long line rey osieece) cet muaiesma, Ze) 
or three features each when CITATION 
has all the features your customers want 


... holds everything neatly, handsomely. 


It’s just plain sales sense... 

you save valuable space... 

you tie up less money in inventory... 
you satisfy more customers... 


when vou sell 


e. 
Pp "ovabte 


HH d 
= 7 H i 

WY by Craftsman ff : 

; Hl ith 


as 
In a wide range of leathers and 4 TSS! Ong 
- fifi} Hid Nga) 


colors. rate and non-zip stvles. 
starting at $5 retail. Other 
‘Getacsirtem sibitaciiece 


$2.50 to $20. 


Sold through Craftsman Distributors 


Your 
customers 
will see 
this ad 
Tamece) fo) 
in 

July 
Esquire 





|. SMALLMAN & SONS CO. 
MERS. 


SHOWROOMS: 


47 West 34th Street, N.Y.1 ff | : n , 
} | d | 5 4 : I a 5 
; i “Sg 


. 
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p Jewelers’ Choice | 


- RHINESTONE ENSEMBLE 
EE |Q&ltd for 
Breaking Sales 


Hop on the Medana band wagon 














for winning results. This smash hit 
has won wide acclaim as a real 
sales getter because it combines 
eye appealing beauty with a value- 
giving price that pays off in extra 
profits for you. And it comes with 
ONE YEAR WRITTEN GUARANTEE 
—your assurance of top quality. 


Here’s your perfect promotion for 
Mother’s Day, Anniversaries, Birth- 
days, Graduation, Weddings and 
every gift occasion. 


ade, 

ae 59 an , 2 
oo ‘ a 
Plas 
Fed. Tax 


Including the 
Attractive Gift Box 
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Jewel Romie 

Watch in a smatie 


model. 























| Rings * 9 rec ADVERTISING MATS | 
on - me 
MET] ,"S°mble SUPPI 1ED | FREE | : 


LOUIS AISENSTEIN & BROS., Inc. 233s Coins See 
7 , _ SSS 7 oe \- 2 Column x 10 inch Ad: : 


16 £. 40th Street + New York 16, N.Y. “SGM “Nisan 
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THE COMPETITIVE SYSTEM DELIVERS THE MOST TO THE GREATEST NUMBER 


60 


- since you were knee-high to a hop-toad, 
you've heard about America’s wonderful natural 
resources—the bountiful fertile fields, the towering 
timber growth, the boundless water power, and 
the untold wealth of gold, iron, oil, silver, coal and 
other natural treasures that lie buried in the ground. 


Is it because America has more natural resources 
than any other country that Americans enjoy the 
world’s highest standard of living? No—many 
countries have as much—some have more. 


Then is it because Americans do more with what 
they’ve got? 

Yes! And the reason is as plain as the nose on 
your face. It’s because Americans are free to de- 
velop their natural resources—and their natural 
resourcefulness—in the wholesome climate of open 
and strenuous COMPETITION. 





























ui 








———— jit 41 


COMPETITION—not “regimentation”—is what 
eges a man on to do his best. 


COMPETITION—not government control—is 
what urges a business to give its customers ever 
greater value for their money. 


So let’s say ““NO SALE” to the ism peddlers who 
would have us swap our U. S. A. system of free 
competition for their “planned” regimentation— 
trade our U. S. A. freedom and plenty for their 
serfdom and poverty! 


* ok * 


This report on PROGRESS-FOR-PEOPLE is published by 
this magazine in cooperation with National Business Publica- 
tions, Inc., as a public service. This material, including illus- 
tration, may be used, with or without credit, in plant city ad- 
vertisements, employee publications, house organs, speeches 
or in any other manner. 
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NEWEST ASSORTMENT Of s,,,__ 


EXPANSION “IDENT «”” 


Top Quality 
Fast Moving 
Favorites In 


STERLING SILVER 
and GOLD FILLED 


& 
GRACEFULLY Shaped To Fit 
The Curve of ANY Wrist 

a 

* HAND TOOLED 
* HIGHLY POLISHED 
%& Made To Give Years Of Satisfactory Service 

* 

Luxuriously Packaged In Beautiful Gift Box 


mamma _ 


> “~~ 


x , + 
(ene x 
oe : 
«+ 
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Assortment No. 200K6600 
(Iilustrated) 


8 popular “‘Idents” that build profitable 
YOUR COST sales . . . satisfied customers day-in .. . 


day-out. Available For Immediate Delivery. 
EACH ASSORTMENT CONTAINS: 


@ 2 Men’s Gold Filled “Iidents” 

@ 2 Men’s Sterling Silver “idents” 
@ 2 Ladies’ Gold Filled “Idents” 
@ 2 Ladies’ Sterling Silver “idents” 
@ 1 FREE Display Tray 





Total Retail Value 


$8870 OTHER ASSORTMENTS AVAILABLE 


Ask Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY 


oun FIFTH AVENUE © NEW YORK ty N.Y, 
CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 
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Revised Edition 


THE STERLING FLATWARE PATTERN INDEX 





Actual size of book, 
13" x 9". 


Teaspoons are shown 
actual size in book. 





IMMEDIATE 
DELIVERY 


All new patterns introduced since the late Summer of 1949 by the leading sterling silver flatware 
manufacturers in this country are now illustrated in the up-to-date edition now available. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 


index lists the manufacturer and shows the current status of every pattern. 





Jewelers find THE STERLING FLATWARE binder is of rich black cowhide leather, gold 
PATTERN INDEX absolutely indispensable stamped. These pages are supplied in loose- 


for identifying patterns to be matched—and leaf form, making it convenient and econom- 
for making selling suggestions to customers. ical to insert revisions as they are published 
It contains, under one cover, full-size illustra- periodically. 


tions of more than 1300 sterling flatware pat- 





In daily use by jewelers everywhere, this book 


terns—active, inactive and obsolete patterns. . : 
has proved its value as an essential reference 


Illustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 
and printed on fine coated paper. The Silverware Department. 


With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 
Prices subject to change without notice. 


All books are sold remittance with order. 
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@ Weddings 

® Graduations 

© Gift Showers 

® Vacations 

® Father’s Day 

®@ Bon Voyage Gifts 
© Engagements 

© Birthdays 





THE PERFECT 
YEAR ‘ROUND 
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“TOWN & COUNTRY” — Model 
62L—Plays upright or flat with dial- 
panel tilted open or closed. Extra 
powerful long-life battery, AC-DC 
reception. Gray, Green 4 4995* 


or Maroon plastic case. 


*Suggested Retail Prices. Slightly higher 
South and West. Prices and specifications 
subject to change without notice. 
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“GOLDEN VOIC 





E’ RADIO-ALARM 








““ESCORT” — Model 52B — 
Very compact, light and at- 
tractive in black and silver 


color. AC - DC, $9995" 


battery. 
Battery Only, MODEL 42B—$24.95* 














4 GIFTS IN 1! 
PRICED TO SELL 


GIFT FOR Automatic timer and appliance control, electric clock, alarm IN WALNUT 
ene eo and top quality radio! Appliance outlet, “lullabye” switch-off. $ 9 re 
HOLIDAY Walnut, Ivory, Green plastic. Luminous indicators. AC only. 36 5 
FUN! Model 52C 


_ Motorola portables 
The “Golden Voice” of Radio 


Ea enintcseLNAAE O 





IG 


“PLAYMATE J JR.” Model 52M 
—Enameled armored-metal case 
with Aerovane loop antenna in 
flip-up cover. AC-DC, battery. 


Maroon, Green or $3995* 


Gray, golden trim. 


NATIONALLY ADVERTISED IN LIFE AND POST AND OTHER LEADING PUBLICATIONS 


Motorola Inc. 


4545 Augusta Blvd. 
Chicago 5], IIl. 








UNDER GLASS 


Put on your loupe when you look for findings 
quality. Test the action under magnification. Does the 
safety catch work smoothly? Is the spring tension 
of an ear clip right; not too tight, not too loose? 
Following the lessons learned in the hard school 
of experience, Ballou designers and engineers know 
what jewelry findings have to withstand in a jeweler’s 
factory. All of the operations from soldering to cleaning a 
with chemicals and plating and polishing must be considered. =a 
The extra quality that leading jewelers expect to get in a 
Ballou made item is not there by accident. It is put there for 
the protection of everyone in the jewelry industry whose 
reputation is tied into the working quality of findings. It will 
pay you to make sure that Ballou findings are used on the 


merchandise you handle. B. A. Ballou & Co., Inc., Providence, R. I. 
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For every gift occasion... 


THE WORLD’S THINNEST 
AND SMARTEST 
WATERPROOF™ 


J advertisement 


} will reach 


 23,950,00 


A Since 1870 
— \ QUALITY & ELEGANCE ia 


May 26 Issue 


' sweep-second hand, attractive 
NOTE THE 
Now available — SANDOZ smart, thin 


luminous dial, shockproof, wa- /// 4 ee 
terproof*case with steel back. // THIN NESS ‘“& -waterproofs* in nickel, steel, gold- 
Hii>t} . OF THE filled and with 14 Kt. gold tops — for 


Other Men’s and Ladies’ //Zy SMART men and women. 


Water proof . Models in [= STURDY Sandoz advertising will bring people 
Steel. Gold-Fill | into your store for SANDOZ watches 
, Gold-Filed and 14K - SANDOZ — So don’t lose a sale — Order 
; SANDOZ watches today! Write or 

Gold Cases fr om $39.75 Mi wire for complete information. 


to $125 Fed. Tax Inc. " woh 


unless opened. SHRIRO WATCH INC. 


| Sold and serviced by leading jewelers throughout the world. , TT WEST FORTY - SECOND STREES 
i NEW YORK , N.Y. 


, SHRIRO WATCH INC. — NEW YORK 
Diicesin Switzerland Hamburg- London -Montreal- Hongkong: -Singapore | 


Koho . fi a - inoh .« # ; mr Englargement of Advertisement in LIFE 








There is, or should be, a marking on 


every watch case . . . a marking that tells . 


the true metal composition of the case. 

These markings are in accordance with 
the ““Trade Practice Rules for the Watch 
Case Industry as Promulgated January 
30, 1948” by The Federal Trade Com- 
mission. They are there for your protec- 
tion. They are there for your customers’ 
protection. They are there for the purpose 
of “preventing unfair methods of competi- 
tion, deceptive practices or trade abuses.”’ 
Look for them — show them and explain 
them to your customers. 


RoLLED GOLD PLATE AND GOLD FILLED 
MARKINGS 


If the case is marked ‘‘Rolled Gold 
Plate” it means that the case is plated with 
an alloy of gold of a thickness of not 
less than 1144/1000 of an inch 
throughout after completion of all 
finishing operations. To comply with 
this specification and to insure 
proper Rolled Gold Plate quality 
throughout the finished product, 
reputable watch case manufacturers 
start with stock that has at least 
2/1000 of an inch thickness of 
Karat Gold. 

If the case is marked “Gold 
Filled,” it means that the case is 
plated with an alloy of gold of not 
less than 3/1000 of an inch through- 





oF A Goop WatcH 


out after completion of all finishing 
operations. 

In the above markings, the karat of gold 
always precedes the marking “Rolled 
Gold Plate” and ‘‘Gold Filled.’ The gold 
alloy must not be less than 10 karat. 


YourR GUARANTEE OF VALUE 


When watch cases are marked “‘Rolled 
Gold Plate” or “‘Gold Filled” you can 
assure your customers that they are of 
high enduring quality. Rolled Gold 
Plate and Gold Filled represent the finest 
in plated cases because, in the manu- 
facture of Gold Filled and Rolled Gold 
Plate, a solid layer of karat gold is bonded 
to a strong supporting base and then this 
combination is rolled under tons of 
pressure, producing a hard, compact, 
long-wearing surface of karat gold. 


HARD COMPACT LAYER, : 
oF KARAT GOLD PUY 


SUPPORTING 
METAL Base 








CASE 


OTHER MARKINGS 


Cases having a combination of dif- 
ferent metals ...such as cases with a 
Base Metal Back and a Gold Filled Bezel 
or cases with a Stainless Steel Back anda 
Gold Filled Bezel . . . must be marked as 
to the quality of both back and bezel ina 
manner that will avoid possibilities of 
deception or confusion. 

Gold Electroplated cases of a minimum 
thickness of 114/1000 of an inch through- 
out may be marked “Gold Electroplate” — 
followed by the gold thickness specifi- ~ 
cations. 

When the gold covering is less than © 
1144/1000 there may be no reference © 
whatsoever in the marking to the precious | 
metal on the case . . . it being considered © 
a base metal case. Examples of Base | 
Metal case markings are “Base © 
Metal,” ‘Chromium Plated Steel,” ~ 
“Nickel Plated Steel,” “Stainless 7 
Steel,”’ etc. 


IF THE CASE HAS NO MARKING 


case that bears no marking is in 7 
violation of fair trade practices as ~ 
established by both your industry 
and your government. Have no part 
of them. Sell none of them. To do so 
is ‘to do a serious injustice to you, 
your industry, your customers and 
your government. 


RESEARCH DIVISION OF GOLD FILLED AND FROLLED GOLD DLATE Manuracturers 


PROVIDENCE 7, RHODE ISLAND 
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Beware! Yes, Beware!! Any watch © 








vertised in 








argement 


rtisement 
LIFE 






Sold through Wholesalers Only! 


All watches produced at the RODANIA factory in Switzerland. 


eT sve 
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Appearing in full color in the May 5th issue of LIFE 
































Jewels especially chosen as gifts for Mothers’ Day, June brides and graduates. 


68 JEWELERS’ CIRCULAR-KEYSTONE 





a |S ah Se ~ ch ee i i 
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yULCAIN 


DUSTPROOF 


A a WATCH 







Average jewelers 
experience. Your 
record may be 

6 sales out of 10 
demonstrations, 
8 out of 10, or 
more. 


There is no other watch like the Cricket — combining 


me Sn AA 























= the accuracy found only in the world’s finest watches, 

r § 50 with a precision alarm mechanism that can be set to 
* ring minutes or hours ahead. 
(INCL. FED. TAX) : 
| ce Worn by many famous statesmen, actors, professional 
: acces alc men, world travelers, executives ... indispensable to 
: all busy men. Its price makes it a natural for anyone 
: who wants a fine timepiece... an unforgettable gift. 
Today — show the Cricket, ring it and prove to your- 
_ self how easily you can turn a shopper into a high- 
profit customer — 7 times out of 10! : 

GOLD CAGE 
e Lady’s Swiss import. 
4 Antique design gold 
: cover on delicate 
: square 18K gold 
} 66. 6 kc a $300 
% (F. 7.1) 

VULCAMATIC 

Men’s flat watch. 

Water resistant, 

self-winding, in gold 
Kiled cams. se ce ks $86 
: (F.T. 1.) 
bo : In steel case. .... $71.50 
E (F. T.t) 





Write for promotion material and prices to: 


VULCAIN WATCH COMPANY, INC. 630 FIFTH AVENUE, NEW YORK 20. N.Y. 
WEST COAST: HUBERT A. WOOD, 649 SOUTH OLIVE STREET, LOS ANGELES 14, CAL. . 


2 


Plus a complete new line 
of 18K gold Swiss tmports 
from $120 to $500 retail. 








FOR May, 1952 69 
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Ad to appear 
in June issue. 








INTERESTED MARKET AVAILABLE! & THE “DOLLY DEB” 


With 1/20-12K Gold Filled Fronts, Stain- 
less Steel Backs; Embossed, Mother-of.- 
Pearl, Cloisonne, Hand Engraved 1 and 
3 Tone, Diamond-Set. 





SET BRACELET AND 


In a Choice of Colors... 
Ruby, Rose, Aqua, Sap- 
phire. Same Quality as #P™ 









Bracelet and Locket Sets. . - G Vs A i 
EXPANSION IDENTS “2 FROM $5.25, “MOQAes > ALL BEAUTIFULLY GIFT- 
With Plain, Embossed, “ea LES é. 2 
/ bisa sa — Z ne z ; = 3 ; "9 
‘J one, an aton-Se (Mie 
h Plaques. Same Quality as la 


Bracelet and Locket Sets. 





aS, AND CARRYING THE PARENTS’ COMMENDATION SEAL. 







tia = With Rhodium Front, 
a =e Stainless Steel Back, 
~ Sterling Silver Plaque. 


A VERY MASCULINE IDENT, “JUST 


To help you sell, free newspaper ad-mats and Parents’ counter display cards are 
available. Ask your wholesaler to show you the extensive and varied “‘dolly-deb” 


LIKE DAD’S’’, AT $4.50. line today! ... There’s real profit in it for you! 


ALL PRICES KEYSTONE PLUS TAX 


a“ Dolly-D *? 3 a Product of Manufacturing fewelers Since 1933 


EASTERN OFFICE MID-WEST OFFICE PACIFIC COAST OFFICE 

Harry C. Yakey, Jr. Albert N. Davis Phillip Naftaly & Sons 

68 Columbia Avenue 29 East Madison Street 461 Market Street 
Cranston 5, R. 1. Chicago 3, Jil. San Francisco 5, Cal. 


J.M. HALL COMPANY *& 85 SPRAGUE ST., PROVIDENCE 7,R. 1. 
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Until November 15, 1951, the Swiss Federation of Watch 
Manufacturers ruled that the term “chronometer” was 
descriptive of: ‘A precision watch regulated in different 
positions and various temperatures, capable of obtaining 
an Official Timing Certificate.” On November 16, 1951, 
the Federation modified this ruling. It now reads as 
follows: “A precision watch regulated in different positions, 


HAVING OBTAINED an Official Timing 





ITION OF 


Swiss Government Testing Station or by an Observatory. 
Rolex welcomes this new logical, and clear-cut definition. 
We feel it will prove beneficial both to the public and 
to the Swiss watch industry. {| We have always considered 
it necessary to submit our watches to the impartial tests 
of the Swiss Government. Every Rolex chronometer offered 
for sale has previously obtained an OFFICIAL Timing 


Certificate and bears the words OFFI- 





Certificate.” { In other words, in accord- 
ance with this new Swiss regulation, no 


watch may be termed “CHRONOMETER” 





unless its precision has been proved by a 





CIALLY CERTIFIED CHRONOMETER on the 
dial. This new definition, therefore, vin- 
dicates a policy to which we have 


adhered strictly for a great many years. 





LOOK FOR THE ROLEX RED SEAL, ATTACHED TO EVERY ROLEX CHRONOMETER 


_ Fadi att ae ant cafe sala ; 








byt full page advertcing in 1 National | Media, st 





in the entire watch industry. has 8 adh . . - . 





ROLE X 
Seis Yall, Caifled Whit Camendes 


THE AMERICAN ROLEX WATCH CORPORATION 


FOR May, 1952 


§80 FIFTH AVENUE e NEW YORK 19, N. Y. 
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“Hapervence 1n our watch 
and repair departments 





proves conclusively 


that INCABLOC Is one 


of the most outstanding achievements 
wn the field of watch-making’”’ 


says Clarence Olsen, President, Olsen & Ebann Jewelry Co., Chicago, Ill. 


“The spring-controlled balance jewel settings are absorbers. INCABLOC safeguards the vital balance 
remarkable since they reduce the damaging effects assembly and sustains the watchmakers’ and 
of normal shocks that jar pivots and jewels. Recog- jewelers’ reputations. 

nized and highly praised by competent watch- 
makers, INCABLOC will assure reliable perform- 
ance for years to come.”’ 


Watch manufacturers and jewelers throughout THE UNIVERSAL ESGAPEMENT LTD. 


the world depend on INCABLOC to assure cus- 

tomer satisfaction. Watches equipped with INCA- 9 East 40th Street, 
BLOC shock absorbers minimize repairs and re- New York 16, N.Y. 
turns during the important guarantee period. 

There are over 50,000,000 watches in all quality 

price ranges equipped with INCABLOC shock 


Free promotional literature, tags and smart sell- 
ing aids are available to you. Please send for them. 


incabloc 


Protects the Life of Your Watch 





Incabloc is advertised all year “round in SATURDAY EVENING POST and COLLIER’S. 
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a 
“Consistency 
Thou Art a Jewel”’ 





It is a jeweler who holds the record for 
consistency in advertising. L. & M. 
Kahn & Company has advertised 

in every issue of this publication 


without interruption since it was 


founded in 1869. 


FOR OS YEARS 


IN EVERY CONSECUTIVE ISSUE 


In One Publication 


AN UNBEATEN 
Re RECORD 





Photographic — 

’ \ ——— ° ° . ° 
——— -" This is a dramatic demonstration of 
ment which appeared in 
this publication in 1869 and 
has appeared with only a , ‘ 
slight changes without in- principles. We are justly proud of this 


terruption since then. 


confidence in constructive publishing 


unbeatable record of consistent advertising. 


Advertising messages should be consistent 
—for consistent results can only be had 
from consistent efforts. 


THE 
JEWELERS’ CIRCULAR-KEYSTONE 


A Chilton Publication 


@ ® BP 


100 E. 42nd St. New York 17, N. Y. 








‘*For 83 years the recognized authority and leader of the trade”’ 
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Artcarved gives you the biggest, most 
effective, bridal-season support in 


magazine ads for diamond rings! 


No other ring manufacturer offers support to compare to Artcarved ad- 
vertising appearing month after month in LIF E and LOOK! 

These two top-circulation magazines reach millions of customers— 
many of them in your town! Young people who are best prospects for 
diamond rings—customers who will choose Artcarved diamond rings 
because they saw Artcarved advertising. 

Tie in with Artcarved national advertising during the bridal season 
ahead. Take advantage of the tremendous power that is working to make 
easier sales—exclusively for franchised Artcarved jewelers. 


And—Artcarved gives you the only 
separate wedding ring campaign 


in the entire industry 


Put the power of Artcarved’s national advertising on wedding rings to 
work for you! These top-quality wedding rings share the spotlight with 
diamond rings in every Artcarved national ad, making them profitable 


to display . . . easier to sell! 


Now! Artcarved Wedding Rings Are 


Lifetime-Guaranteed! 


This outstanding sales advantage is featured in Artcarved wedding ring 
ads in LIFE and LOOK! It can be a deciding factor in wedding ring sales 
—the one assurance every customer wants to know about! Be sure to 
tell your wedding ring customers about the Artcarved* wedding ring 
Lifetime Guarantee” —and you'll make more sales more easily! 


Learn how an Artcarved franchise can 
give you 8 advantages that mean more dia- 
mond sales... greater diamond profits year 
after year. Write for information on avail- 


treave mark reg, able Artcarved franchises to: 


J.R. WOOD & SONS, INC. 


216 EAST 45TH STREET, NEW YORK, NEW YORK 
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630 Fifth Ave., New York 
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A jeweler’s “legs” are the profit that he stands on. 





How long should that profit beP Every bit as long as a full mark-up 
provides. The longer the mark-up, the better the profit, the more 
firmly you stand. 


Kreisler can give you a full mark-up, because there’s no one in the 
middle to meddle with your profit. 


What’s more, Kreisler. also gives you big national advertising and a 
complete assortment of effective displays! 


In these days of high taxes, high rentals, high labor and operating costs— 
the jeweler must get both a full mark-up and full-scale promotion 
if he is to prosper. 


We urge you to give serious thought to this when you’re re-ordering your 
brand name watchbands! Consider this and—concentrate on Kreisler. 





Kreisler is on TELEVISION year-round with “TALES OF TOMORROW” 
the thrilling adult science-fiction show. 
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DIAMOND DIGEST 


LARGER DIAMONDS 


- Jewelers who concentrate seriously 
on their diamond business sometimes 
think mainly in terms of popular 
priced diamond rings. However, the 
sale of larger stones, those one and 
one half carats and over, offers them 
a handsome profit they can not afford 
to overlook. 

There are, in the main, two groups 
of people interested in buying large 
stones. The first group is accustomed 
to having diamonds "in their family" 
and value them for their beauty and 
tradition. The second group includes 
people, usually older ones, who did 
not have money in their youth, but do 
now, and realize that the diamond is 
the only luxury of great value that 
will last forever. 

One of our accounts, who has been 
very successful in selling larger 
stones, cautions jewelers that would— 
be customers must be "handled with 
care". "There is a special technique 
to selling large stones," says he. 

First of all, the jewelers must 
determine exactly what the customer 
wants: a round, emerald—cut or mar- 
quise stone. Then he must tactfully 
elicit from the customer what he is 
willing to pay for it. 

Why ask the customer how much he 
intends to spend? Unfortunately, the 
public still thinks exclusively in 
terms of blue-white, perfect stones. 
Chances are then that the prospective 
buyer of a large stone will specify 
these qualifications, not knowing that 
such diamonds are extremely rare and 
far more expenSive than he imagined. 
The jeweler, only as a last resort, 
must apprise him of this, and point 
out that attractive and desirable 
diamonds can be secured for 60% to 75% 
of the cost of the very finest. 

These preliminary steps will save 
the jeweler many heartaches. For if 
he goes blindly ahead and orders the 
blue-white, perfect stone, the cus- 
tomer may be so outraged at the price 
that he will walk out of the store. 

Naturally, jewelers who are anxious 
to sell large stones do not neces-— 
sarily have to stock them. We suggest. 
that they call us collect for these 
larger stones, for reasons of speed 
and for understanding the specific 
needs of the customer. A strong 
source like Arnstein Bros. & Co. can 
supply them with these diamonds on 
memorandum and, of course, at the 
lowest market prices. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS’ 


ENTIMENT is a strong and some- 

times strange emotion. It mani- 
fests itself in a variety of ways and 
by people whom we would never sus- 
pect of possessing an iota of senti- 
ment. 

Many years ago an upstate New 
York jeweler read in the newspaper 
that a certain Mrs. X had passed 
away the previous night. 

You can readily imagine his sur- 
prise when, early the following morn- 
ing, Mr. X called at the jewelry store 
and asked to see some wedding rings. 
The jeweler, naturally, began to put 
two and two together and he didn’t 
find the result too amusing. How- 
ever, business is business and the 
jeweler calmly proceeded to show 
Mr. X a selection of wedding bands. 
After the transaction was completed, 
the somber jeweler remarked, as cas- 
ually as he could, “I’m certainly sorry 
to hear of your loss, Mr. X. I sin- 
cerely hope that the woman you have 
chosen to be the second Mrs. X will 
be as kind and as good as the first.” 

The customer stared at the jeweler 
in amazement. His face fell. Tears 
glinted in his eyes. 

“My goodness, Mr. 1” he 
exclaimed. “You surely don’t think 
—you don’t think I am getting mar- 
ried again? My wife had always 
wanted a wedding ring. Somehow 
I never seemed able to afford one— 
or never got around to getting it. 
But I promised many times that I 
would, sometime. Now, well, it’s a 
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little late—but I’m keeping my prom- 
ise, anyway!” 


(Sentiment is one of the jewelers’ main 
assets in selling diamond rings. Do you 
capitalize on this emotion in promoting 
diamond ring sales? Turn to page 84 and 
see how sentiment can work for you.) 


© © 
WISCONSIN jeweler tells the 


one about a young farmer who 
visited his store some years ago. He 
wanted a diamond ring for his gal, 
he said, because they were planning 
to get hitched. However, the coun- 
try fellow said, somewhat embar- 
rassedly, that he was short of cash 
and could only afford to pay $45. The 
jeweler supplied one at that price 
and the farm lad went away well 
pleased. 

But the following day the fellow 
returned and related a tale of woe. 
He explained tremulously that his girl 
had called him a “cheap skate,” add- 
ing that she wouldn’t have anything 
more to do with a fellow who wasn’t 
willing to spend more than $45 for 
his engagement ring. Consequently 
he wanted to know if he couldn’t get 
his money back. The jeweler ex- 
plained that he would make a refund, 
but suggested that the lad try again 
to win the girl, this time with a more 
costly ring. 

After thinking it over a while, he 
finally decided to do it. By digging 
around a bit, he got $85 in cash and 
bought a ring at that price. 

The following day re-enter farm 
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MAY, 


boy. The jeweler at first had visions 
of putting an $85 ring back in stock. 
Then he saw the broad smile the lad 
was wearing and knew everything 
was all right. It was, in fact, even 
better than he had supposed. 

“Say,” the lad exclaimed. “That 
girl of mine is worth her weight in 
diamonds. She’s going to marry me 
after all. How about exchanging this 
ring for one worth a hundred and 
fifty bucks. [ll pay you the balance 
in installments.” 

No sooner said than done and the 
youth left the store with a $150 ring 
while the $85 diamond was returned 
to the show case, not far from the 
$45 ring which had come so near to 
spelling disaster to a romance. Yes, 
the course of true love never did run 
smooth—and some say that it is best 
lubricated with money (or dia- 
monds). 

(Layaways and deferred payments are 
only two of the volume building methods 
discussed in the diamond selling proce- 


dures recommended in the article on page 
90. Be sure to read it. 


© © 
a couple visited a St. 


Louis jeweler’s store and se- 
lected a size four wedding ring. Sen- 
timent literally bubbled over as they 
cast about for an appropriate in- 
scription for engraving inside the 
band. 

They did not want a trite expres- 
sion. They preferred something that 
would be appropriate of their lasting 
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SEEN IN “LIFE™ 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


LE (OULTRE 


Invention, precision, initiative, and the highest order of craftsmanship, are 
the guiding traditions that have made LeCoultre watches and clocks “The 
Most Exceptional in All the World’’. Today’s LeCoultre products are oy}. 
standing examples of more than a century of achievement, that offer 
exceptional pride of possession. In choosing a gift for any occasion, know 
that the “most exceptional” gift you can give is a LeCoultre timepiece, 


ATMOS —a LeCoultre creation—offers amazing, virtual perpetual motion in a hand- 
some clock! No hand-winding, no electricity — ATMOS runs silently, accurately,® 
powered alone by the unfailing changes in the temperature of the atmosphere! In its 
case of crystal and gilt, your ATMOS adds a dramatic, fascinating touch; a wonderful 
possession for you, a wonderful gift to give. Measures 914 x 814 x 614 inches. $175. 





LE COULTRE WRIST ALARM. For the man THE THINNEST WATCH IN THE WORLD! LE COULTRE FUTUREMATIC -— The Watch of Tomorrow — exclusively LeCoultre; 
too busy to remember, a discreet tiny bell A most exceptional innovation in time- 100% automatic. It has no winding stem. Cannot run down; can’t overwind. Exclu 
on his wrist reminds him. Wakens atrav- engineering. Unbelievable precision in a_ sive Reserve Power Indicator. Engineered to be the most accurate automatic watch 
eler. Gold-filled case, $99.50; moisture- watch with a LeCoultre movement only in the world today. It may be set to the exact second with a back-setting stem, 
proof case, $110; 18K gold case, $235. .0531-inch thick! Platinum case, $1950. exclusively LeCoultre. Hand-finished, gold-filled case, $99.50; 14K gold case, $165. 


INNOVATIONS — BY LE COULTRE. Fine LOOKING FOR A MATE — LE COULTRE ARISTOCRAT M, DUKE AND SULTAN. Strong LE COULTRE CAPRICE AND FLAIR. For 
couturier-styling creates significantly ex- and handsomely masculine in tomorrow’s authentic styles, matching their tiny fem- flattering, imaginative adornment, choose 
clusive sophistication in rich 14K gold  inine twins. Exceptional watches for the man who “knows his way around”, who either impressively fashionable ex 
cases. Vogue, $125. Mignonette, $110. demands precise answers from his time-telling authority. Gold-filled, each $71.50. ceptional watch in 14K gold case, $125. 


LE COULTRE PATTON. Correctly styled for prized KEYED TO THE NEWEST SECOND OF FASHIONABLE STYLE! Enchantingly LE COULTRE CONRAD. A gentlemanly concep 
possession. Its hand-finished 14K gold case en- exquisite in elegant design, created by LeCcultre, for a lady’s excitingly tion of tasteful sophistication. Its refined design 
closes the positive assurance always to be found accurate timekeeping interpretation. The. members of the trio shown _ is equalled only by true mechanical excellence. 
in LeCoultre’s time-engineering skill. $139.50. are LeCoultre Aristocrat L, Dutchess and Sultana. Gold-filled, $71.50. In fine gold-filled case, alligator strap. $71.50. 


HERON & CONSTANTIN-LE COULI 
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love. After some pondering they hit 
upon “Till the Sands of the Desert 
Grow Cold.” 

The jeweler, however, convinced 
them that such a wordy inscription 
was too much for the limited space 
on the inside of a ring. So poetic 
feelings gave way to practicality and 
the ring was engraved in the usual 
manner with only the initials of the 
couple being used. 

No more than a month later—you 
guessed it—the young man returned 
to the store, alone. The desert sands 
of romance had cooled. He was get- 
ting a divorce, he explained to the 
jeweler, and had come to the store to 
see what could be done about getting 
a cash refund on the wedding ring. 


> © 


H° many times have you exper!- 
enced the situation where a 
young man returns to your store with 
a diamond ring and wants his money 
back. In most instances he will say, 
“My girl and I have broken off and 
as a result I’d like to have my money 
refunded. I like the diamond, all 


right, but I have no need for it now.” 


In 99 cases out of a hundred, the 
odds are that some one convinced the 
young man that he could get him a 
diamond ring of the same size and 
quality at a cheaper price. Upset by 
the news, the young man returns to 
the store and seeks a refund. 








One jeweler we know has de- 
veloped a clever and highly effective 
method for handling these pesty situ- 
ations. He lets the customer give 
his excuse for returning the ring, 
knowing full well the true reason. 


After letting the young man com- 
plete his story, he says, “I’m sorry 
to hear that you have broken off with 
your fiancee. But you’re a young 
man and some day you are bound to 
meet a young lady whom you will 
want to marry. Now since you don’t 
have any immediate need for a dia- 
mond ring and yet are satisfied it is a 
good value, I'll tell you what I'll do. 
At no charge to you I will have the 
diamond reset for you to enjoy. Then 
when you do meet the lady you want 
to marry, come back and we'll have 
the diamond put in a ladies’ ring 
which suits the taste of your bride- 
to-be.” 


This method, the jeweler reports, 
is effective 90 per cent of the time. 


(For other useful ideas which will sell 
a diamond—and keep it sold—read the 
series of articles especially assembled in 
this issue of JC-K designed to help you 
get the greatest benefit from the forthcom- 
ing JIC Diamond promotion.) 


© © 


AN ounce of prevention—at the 
expense of a jeweler—is the bur- 
den of the following business exper!- 
ence related by a Minnesota jeweler. 





“I still wanna see it in the light." 


FoR May, 1952 


“A few days before Christmas we 
had a customer for an engagement 
ring. After making his selection most 
carefully, he said, ‘I’ll take this one, 
if I can return it and get my money 
back in case my girl doesn’t like it!’ 


“Since the ring he had chosen was 
a beautiful one, we felt certain the 
recipient would like it, but we agreed 
to refund the money in the event his 
girl wasn’t satisfied. 


“The day after Christmas here 
comes the customer—and the ring— 
back into the store. As we had made 
a promise, there was nothing to do 
but make the refund. 


“*Would you mind telling us just 
what the young lady found wrong 
with the ring,’ we asked.” 


“ “Qh, she never saw that one,’ he 
answered. ‘You see, I had one 
ordered and was afraid it might not 
get here in time to give her for 
Christmas. I got this one in case the 
other didn’t arrive. And luckily for 
me it did. I’m sure I couldn’t have 
gotten my money back on it!’ ” 


“And out he went,” the jeweler 
concluded, “probably without even 


wondering why I stared at him so 
wildly.” 


(Is your store first on the preference list 
of diamond customers? Only confidence 
will make a customer turn to you first 
when he shops for a diamond. Read how 
other jewelers have earned the confidence 
of the public on page 88.) 


© © 
A TIMELY sign in the window of 


a jewelry store in Portland, 
Maine: “If you don’t have the time, 
see us!” 


© © 
Your Letter May Win $5 


Drama, comedy, farce, melodrama 
—all are met in a jeweler’s daily 
routine of meeting the public. We 
have related above some unusual 
business situations as told us by 
jewelers. Drop us a letter (literary 
style is unimportant) telling us about 
your most unusual business experi- 
ence. JEWELERS’ CIRCULAR-KEy- 
STONE, 100 E. 42nd St., New York, 
will pay $5.00 for each story pub- 
lished. All contributions become the 
property of JC-K and will not be 
returned unless requested. Jewelers’ 
names and towns will be used in con- 
nection with the stories unless re- 
quest is made to omit them. 
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WI SIX BIG REASONS 


why youll want to feature 


AMERICAS FINEST SILVERPLATE 
in your Silver Fashion Fetade 


















*America’s best-known, most-wanted silverplate 


and the most popular group of patterns in the business! 
(Proved by hundreds of recent store checks!) 


How to cash in on these Six Big Reasons? 


*® Stock adequately * “Talk up” the five winning 
patterns with every customer 







*® Display in windows 
vor * Advertise these patterns (via 


* Display on counter newspapers, radio, direct mail) 
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Looking ahead 





to bigger 





Diamond profits 
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A JEWELERS’ 
CIRCULAR-KEYSTONE 
MERCHANDISING 
FEATURE 
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yA EMPLOY TIMELY MERCHANDISING—Pages 84-87 
BUILD CONSUMER CONFIDENCE—Pages 88-89 
C FOLLOW PROVEN SALES PROCEDURE—Pages 90-95 


83 


















* 
o * re 
wt 
» 
i~ 
oti 
tO oe 
hw +) 
‘ et’ ‘ 
\ 
a 
tae 5 





s 























one tO eee 





EMPLOY TIMELY MERCHANDISING 


Every jeweler knows when he sells diamonds, he is selling sentiment. 
Human nature can be trusted to turn out plenty of sentiment, but the 
jeweler who is also a merchant does something about converting that 
sentiment into diamond sales—and employing his promotional efforts 


at those times when they will be most effective. 


= jeweler worthy of the name “merchant” doesn’t rely 
on cupid to herd some blissful duo through his door in search of a diamond. 
He doesn’t wait for lightning to strike, he builds a power plant. He uses all 
the power of advertising and promotional techniques to channel the senti- 
ment that floods around him into thoughts of diamonds—his diamonds, of 
course. 


First of all, it is well to impress upon yourself one important fact. That 
is, that the sentimental basis of diamond sales is not limited to the engage- 
ment ring. A recent survey showed that, of the 1951 sales of other diamond 
jewelry for women, 45 per cent were made to men alone and 33 per cent to 
couples. In other words, at least 78 per cent were presumably gifts by men 
to women. And every gift speaks sentiment of some sort. 


To bring more people into your store for diamonds, it is necessary to 
analyze the occasions for emotion that can be translated into diamond gifts. 


DIAMOND PROMOTION OPPORTUNITIES » 
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Engagement Ring Developments 


The diamond engagement ring is a business by itself. 
Most diamond promotion, national as well as local, cen- 
ters about it. Let’s take a look here at the possibilities of 
increasing sales outside the established young-love market. 

What about extending that market? The diamond 
engagement ring tradition is only a little less compelling 
today than the custom of the wedding band. When a girl 
is married without an engagement diamond, it is almost 
always because her young man couldn’t afford to get her 
one at the time. She wants the diamond just as much as 
the girls who got theirs. Indeed, it may well represent 
even more to her through the sting of unfulfilled desire. 
When her husband is earning a little more money, he is 
a prime prospect for an engagement diamond sale. 

In the survey mentioned before, 75 per cent of the 
jewelers said that couples who have been married some 
time represent an important market for diamond engage- 
inent or wedding rings or both, and there was some 
evidence that the volume of such business was higher 
in 195] than in 1950. Yet in spite of the recognition of 
the importance of this potential market, there is little 
evidence of efforts by jewelers to develop it. Here is one 
proven field waiting for your promotion to produce 
profits. 

There is a similar field among those who could afford 
only a very small diamond before they married. One 
large manufacturer (J. R. Wood & Sons) is going into it 
in a very big way with ring designs providing for the 
addition of more diamonds to make a more important 
ring which still holds the original diamond that carries 
sentimental memories of the bethrothal days. The ring 
with the added diamonds is being promoted particularly 
as a gift for an anniversary of the engagement or the 
wedding. 

Another way of using the engagement ring tradition to 
develop sales to couples already married is to promote the 
idea of making the engagement diamond grow. For 
many women, probably for most, the sentiment of the 
betrothal symbol attaches to any diamond worn for that 
purpose even though it is acquired after the wedding. 
Making use of that fact, some jewelers increase their 
diamond sales by allowing the original purchase price 
of a diamond as a turn-in value against the purchase of a 
larger diamond. Often, they place a time limit on this 
offer. But whatever the trading details, most jewelers 
have an untapped well of business to open up in the idea 
of making your diamond grow. 
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Maternity Gifts 


Betrothal and marriage found a new family. Another 
occasion of high emotional content is the day when that 
family grows larger by the birth of a baby. There is no 
time when a man is more likely to feel the urge to give 
a really fine gift to his wife. The high cost of babies 
notwithstanding, he is in a mood both tender and lavish. 
If the rich meaning and enduring value of a diamond 
gift is put appealingly before him then, especially if it is 
made financially feasible for him, he is sentimentally in 
shape to join the traffic through your diamond room. 

Often a grandfather is just as proud of the new heir 
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as the father. The grandmother gets as busy over it as 
the mother—or tries to. And the grandfather is able t, 
afford a more elaborate gift than the young daddy. A, 
an occasion for a diamond piece, the jeweler may profit. 
ably address his appeal to the older g€neration ag wel] 
as to the proud papa. 

By every shade of diamond significance, the maternity 
sift offers a powerful theme for promotion to increase 
diamond sales. It lends itself both to advertising and to 
direct mail. It is a theme which few American jewelers 
have ever exploited in a serious way. Here is another ney 
approach to the most profitable part of your business, 
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Milestone Markers 


The diamond, more than any other gem, is identified 
with the family, with family events and family fortunes, 
It symbolizes the beginning of the family in the pledge 
to marry. From that beginning onward it holds a natural 
appeal as the gift to mark those events which are mile. 
stones in the history of the family and its members. 

One occasion often overlooked is the coming-of-age 
birthday. The eighteenth birthday of a girl or the 
twenty-first of a boy is more than other birthdays, It 
means that a new adult citizen has joined society, ready 
to start a career and another family. The birthstone of 
the month may mark any birthday. For the coming of 
age, only the diamond holds the unique position fit to 
signalize the once-in-a-liftime occasion. 

Other birthdays that invite diamond gifts are those 
for the years recognized as diamond anniversaries—the 
sixtieth and seventy-fifth, of course, and also the thirtieth, 
which is now recognized by the Jewelry Industry Coun- 
cil as a diamond anniversary. 

The jeweler who keeps a careful record of birthdays 
will be in a position to build diamond business by a 
flatteringly personalized approach on such occasions. In 
addition, of course, he can use the idea to invite store 
traffic through his advertising. 


| Nn 

Mme, OS Se 

‘te * eh fe 
Great-Occasion Gifts 


There are special events which call for some recogni- 
tion as enduring as the events are memorable—a great 
step ahead in a career, election or appointment to a post 
of high honor. What gift tells of justifiable pride so 
clearly as a diamond gift? What other gift may a man 
so appropriately give his wife as recognition of her part 
in the teamwork that has brought advancement to him? 

Yet few jewelers go actively after the added business 
that this idea can bring to their diamond departments. 
Every day of the year some husbands and some wives 
are taking noteworthy steps up the ladder of success. 
They are logical, and unusually prosperous, prospects for 
the sale of diamond pieces. The great-occasion gift 1s 
another theme that jewelers can exploit profitably in 
their advertising and also through the personalized ap- 
proach that becomes possible when they follow carefully 
the careers of those who are constantly rising into posi- 
tions of leadership in their communities. 
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This idea can also be promoted with profit through 
‘nstitutions and organizations. Diamond pins for twenty- 
five years of service are presented to employees of many 
corporations. When officers retire, whether they be 
officers of corporations or of clubs or other organizations, 
they are frequently honored with lasting gifts. When the 
one to be honored is a woman, the most suitable gift is 
a diamond piece—as, for example, the outstanding gifts 

resented by Canadian cities to the Queen (then Princess 
Elizabeth) were of diamonds. 

In most cities, the best development of this theme is 
probably through direct mail or personal approach to 
officers, directors or committees of business, social, educa- 
tional and religious organizations in the community. It 
‘s a theme that calls especially for information. Lots of 
women’s Clubs would leap at the idea of giving a diamond 
pin to a popular president on her retirement from office, 
but the suggestion sounds too costly. They need to be 
shown how small an amount it takes from each member 
to buy a diamond gift that will be an object of pride for 
generations in the recipient’s family. 
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The Gift of Enduring Value 


Finally, jewelers will increase the diamond-seeking 
trafic in their stores by greater emphasis in their ad- 
vertising and all other promotional activities on an appeal 
which holds good for every diamond purchase. There is 
more enduring value, more recoverable value, in dia- 
monds than in any other article of personal adornment. 


Diamond sales are based in sentiment, but the choice 
of diamonds as the expression of sentiment is stimulated 
by practical considerations. The jeweler is competing 
for the gift money with merchants of mink, automobiles, 
resort travel and many other non-jewelry items. He has 
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January—tThe gift that marks achievement. Lots of new 
presidents, department heads and other mounting men take 
office here. 


February—The gift of inheritance, mark of family pride. 
The month of Washington's and Lincoln's birthdays invites 
displays from colonial days. 


March—Gifts from the groom and from both his and her 
families to the bride; a fit theme for the opening of the 
spring bridal season. 


April—The diamond birthstone gift. 


May—tThe later-in-life engagement ring, for which Mother's 
Day offers Father a suitable occasion. 


June—Wedding anniversary gifts, as there are more wed- 
dings in June than in any other month. Suitable occasion 
for the later-in-life engagement ring or the enlarged engage- 
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DIAMOND PROMOTIONAL CALENDAR 


one line of appeal to build his diamond traffic that none 
of them can match. That is the appeal of enduring value. 

Not only is the diamond the hardest substance in the 
world and the most enduring of all gems. Not only is it 
a gift whose beauty is literally unchanged by the passing 
of centuries—a quality not matched by any other gem, by 
masterpieces of art, by houses or even landed property. 
But it is also a gift from which the recipient can, if 
necessary, recover more in money than any other cus- 
tomary gift item. 

Good arguments are offered against the use of the 
word “investment” in diamond promotion. To most 
Americans, the word implies opportunity either for in- 
come or for capital gain. Diamonds purchased at retail 
offer neither, except perhaps, over long periods of time. 

Nevertheless, the woman who receives a diamond today 
can get back tomorrow a greater percentage of what it 
cost than she could get from any other ornament or 
article of wearing apparel that could be given to her. 

At any time, that is an important consideration. In 
this time of inflation and economic turmoil, it is an 
argument which no jeweler can afford to neglect. It has 
built diamond sales for many jewelers. It can build many 
more for all. 
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Diamond Promotion Calendar 


The occasions for diamond sales are not seasonal. The 
diamond engagement ring is a year-round staple and a 
hardy perennial, come boom or bust. Jewelers rightly 
promote it as such. They advertise it, display it, feature 
it in mailing pieces every month of the year. 

Promotional themes to build other diamond sales have 
been outlined above. Here is a suggestive schedule of 
diamond gift appeals, in addition to the engagement 
diamond, for each of the twelve months. 


ment diamond or any other diamond gift. 


July—The coming-of-age gift, as it is a month comparatively 
high in the number of birthdays. 


August—The maternity gift, as August has more births than 
any other month. 


September—The same as March for the opening of the fall 
bridal season. 


October—The betrothal anniversary gift, the later-in-life 
engagement ring or the enlarged diamond. 


November—For the beginning of the glamour season, the 
gift that commemorates the career advancement which has 
made it possible. 


December—For Christmas, of course, the gift that tells the 
most of affection. 
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ROLL OUT A RED CARPET OF 


Confidence. 


FOR DIAMOND PROSPECTS 





Personal integrity and knowledge of gems form 


the warp and woof of a carpet of confidence 





which every jeweler can weave; a carpet that 
provides an irresistible path between diamond pros- 


pects and the diamond store of the community. 
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PROPER SALES PROCEDURE 


ly shopping for a diamond, people follow the path 
of greatest confidence. They go first to the store of that jeweler in whom they 
have faith (1) as to his integrity, (2) ‘as to his “know how” on fine gems. 

It is therefore essential that the retail jeweler, in promoting diamonds, 
instill a spirit of confidence in the public. For, the average consumer has little 
if any, knowledge of these gems. He must depend upon a jeweler with an 
established reputation for integrity and a recognized status as a connoisseur 
of fine gems. 

To surround his store with this ideal “climate,” the jeweler must be alert 
to every opportunity offered. He may, like the Webb Jewelry Store, West 
Chester, Penna., emphasize the significance behind the number of years his 
firm has been in business. For instance, in commemoration of its 75th anni- 
versary, the Webb firm ran a full page ad in a local newspaper. Horace T. Webb, 
owner, thanked the public for its confidence in the Webb store. 

In this ad Webb did something else to point up store integrity. He linked 
the name of his store with nationally advertised, highly respected manufacturers’ 
names, whose products he was franchised to carry. And right in the center of 
the ad he planted this important point: “When choosing your engagement stone 
remember that color, cutting and clarity, as well as carat weight, contribute to 
a diamond’s beauty and value. It is important to seek the counsel of a trusted 
jeweler.” 

Publicizing the number of years a firm has been in business is just one 
method of creating confidence. What are some additional ways used by successful 
jewelers? 

Some retailers have inspired public confidence by conducting “educational 
programs.” Such programs tend to pierce the shroud of mystery and ignorance 
that surround diamonds and oftentimes hinder their sales. 

“Nothing you buy has more sentimental value than your engagement and 
wedding rings,” W. F. Broer, Jr., vice president of Broer-Freeman, tells the 
people of Toledo, Ohio, in the firm’s newspaper advertising. “But,” he adds, 
“choosing diamonds wisely requires more than sentiment. Come in and let us 
explain what qualities affect the beauty and value of a diamond—and let us 
show you how these can now be measured scientifically with instruments 
developed by the American Gem Society.” 

Broer-Freeman has and is still telling the people of Toledo the facts about 
diamond quality in an educational program that has not only added to the firm’s 
already high reputation, but has resulted in a sizable increase in diamond sales. 

The basis of this firm’s educational program is embedded in a systematic 
advertising program. The theme of the program is aiding the public to under- 


stand diamond quality. 
(Please turn to page 168) 
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The Answers to these 10 Key 


Let us assume that a jeweler has merchandised diamonds properly. A. He 
has furthered the desire for diamonds among the people in his community. 


B. He has built confidence in his store’s integrity and his technical know!l- 
edge of gemstones. As a result, a prospect enters this jeweler’s store to shop 
for a diamond. Thus, we now find our jeweler facing that prospect across the 
counter. This customer has a desire for a diamond, which for the purpose of 
illustration, we shall assume he wants for an engagement ring. Remember, 
sentiment has caused him to want this diamond ring and confidence in the 
jeweler has induced him to enter this particular store. 


Yet that sale may be a long way from being completed. For there are many 
questions in that prospect’s mind which must be answered. Some of these 
questions may be raised by the prospect; some he may not express. 


Some may not even be in his mind as yet but may be brought up later 
while he is showing the diamond to someone who might belittle its value. If 
the. customer does not have the answers to such criticism, there may rise in 
his mind, real doubt as to the value of the stone he bought. 


Therefore, it is advisable, whether the person wants to make a quick im- 
pulsive purchase or is merely shopping, to follow a formula of selling which 
will answer the ten typical questions which will be found in the minds of most 
diamond shoppers. 
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Most people who start 

out in search of a diamond do so with a 

| Will Get My specific yen in pe This may or may 

not be consistent with what they can afford 

| to spend. However, they generally do have 
Money s Wor th ? a rough figure of what they want to spend. ' 

Although activated by sentiment in want- 

ing a diamond, there is foremost in their 

minds (as in the purchase of anything 

else), the question of whether they will 


get the best in merchandise for the money they plan to spend. 
Despite the fact that the customer evidences his confidence in a particular jeweler 





by coming to him for a diamond, there is still a certain amount of doubt in the cus- 
tomer’s mind that he will get his money’s worth. Having only the most casual 
knowledge as to the factors which determine a diamond’s value, how can he be sure? 

It is here that the jeweler can justify the customer’s initial confidence in him 
by explaining and actually showing him the characteristics of each particular stone 
submitted for his consideration. It is thus that the customer is helped to make up 
his own mind on his final selection, confident that the diamond he chooses is one 
of which he can be proud and one which represents full value for the money invested. 

Such a selling job by the jeweler is one that requires tact and understanding 
of the customer’s perplexity, but it is well worth the time and effort required, for 


the jeweler can be sure that a diamond thus sold, remains sold. 





Questions Sell Diamonds 
AND KEEP THEM SOLD 


Many customers wonder, when they are 
? uN 1. oe shown a selection of diamonds, why one 
. A Large Showy Diamond stone of a certain size costs less than 
another stone that is smaller. He thinks, 
vee “—_ “Should I buy the larger stone which seems 
Of ad Smaller Finer Diamond ? to look just as good to me as the smaller 
stone, or is the smaller stone a better 

value?” 

No jeweler can settle this question for the customer; it is something the cus- 
tomer must (and will) decide for himself. But the customer must not be left to 
reach a decision on the basis of looks alone. For, unless he is given to understand 
the quality factors which enter into the value of a diamond—factors which deter- 
mine its selling price—he is going to leave the store wondering if he made the right 
choice. That is why the jeweler must, step by step, explain to the customer the 
four basic factors of a diamond—(size—cut—color—and clarity )—which determine 


its price. 
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3. Does Size Determine 


the Price of a Diamond ? 


This is one of the most frequent misun- 
derstandings on the part of the public. It 
is common among those diamond customers 
who are not educated in the quality factors 
which determine the price of a stone. It 
is, therefore, incumbent upon the jeweler 
to dispose of this question by an intelligent 
explanation of the fact that there are more 
of the smaller stones found in nature than 
the larger stones and that rarity is a de- 
termining factor in the pricing of precious 
stones of various sizes. 

However, rather than leave the impression with the customer that the relatively 
small diamond his budget requires be considered insignificant, the jeweler should 
explain to him the weight system used for diamonds, emphasizing the point weight 
of the customer’s stone rather than the fraction-of-a-carat weight. It is interesting for 
most small-diamond customers to learn that there are 100 points in a carat. To hear 
“his” diamond termed as “50 points” rather than a half-carat makes it seem more 
important. After all, size is only a means of measurement as to “quantity,” it is the 
quality in that particular stone which determines its precise value. That quality is 
based upon color, cut and clarity. 


Here is a question that the jeweler might 
not consider of too much importance to 
the average customer. However, it is one 
which provides the jeweler with another 


4. What Has CUT (or Make) opportunity to sell confidence in a partic- 


ular stone. Using the round or brilliant cut 
to Do With Value ? for example, the jeweler should point out 
how the stone of best proportions is deeper 
below the girdle than above; that there 
are 33 facets including the flat top of the 
diamond above the girdle and 25 facets in- 
cluding the culet or bottom facet, below. 
When it is explained to the customer that all the 58 facets of his stone were cut to 
minute accuracy according to a fixed pattern of angles, by skilled artisans, to bring 


out its utmost brilliancy, he’s going to have a better appreciation of the beauty of that 





stone and why it is worth what it costs. 

While about nine out of ten diamonds sold, for both men and women, are bril- 
liant cut, the average customer has heard of “square cut” or “baguette,” etc. The 
jeweler should explain these various cuts as part of his selling story. Most men, any- 
way, are interested in learning all they can about an important purchase and these 
additional facts provide an interesting running commentary to the sales talk. Fur- 
thermore, the customer’s confidence in the jeweler is further entrenched by any show 


of knowledge on the subject. 
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The question of “blue-white” is frequent- 
ly going to come up in the diamond selling 
talk, so often has this term been “huck- 


stered” to the public. To answer this ques- 
5 . What About COLOR tion in the customer’s mind calls for a 
, ’ tactful explanation by the jeweler. 
in Diamonds ? The average customer considers a dia- 


mond as a clear, brilliant stone, sparkling 
with many colors. It must be explained to 
the customer that practically all diamonds 
have some tint of color in them and that 


the ultimate in diamond color perfection is one that resembles a crystal-pure drop 
of water. Better than a hundred words of explanation here would be a little tray of 
diamonds of different color grades from which the customer can see for himself just 
how several stones of the same size can differ in color. While the customer is look- 
ing at the tray of diamonds you might tell him that there have been over two hundred 
shades of white identified in diamonds, that the “whiter” whites are more rare and 
because of this command a higher price. 

Point out to the customer the brilliant beauty of all the stones he is looking at 
on the tray; how the light is caught, broken up into its various colors and reflected 
back to give the effect of a rainbow of color; a characteristic of all diamonds, no 
matter the color. The customer is undoubtedly still considering whether to select the 
larger “showy” stone or the smaller one of finer quality. This explanation of color 


in diamonds is going to help him decide which one to choose. 


6. Is My Diamond FLAWLESS? 


This question is another in which a 
simple explanation on the part of the 
jeweler will settle present and future 
doubts in the customer’s mind. This is 
another example of where the customer 
can be shown that the value of the diamond 
depends on the degree of perfection or 
freedom from flaws; that rarely is nature 
absolutely perfect. In diamonds, the 
smaller and fewer the flaws, the greater 
the value from that particular standpoint. 

Here again showing the customer various stones under magnification will do 
much to clarify the point. One look is better than a thousand words. Tell him how 
even the government, recognizing that most diamonds are flawed in some way, has set 
up a standard by which it allows a diamond to be advertised as perfect if it shows 
no flaws under a 10-power magnification. 

Explain to him here, more important, show him, how a tiny flaw that cannot 
be seen with the naked eye, has little or no apparent effect upon the over-all beauty 
of the diamond. Explain too, how the art of the skilled diamond cutter has cut that 
particular diamond so that the flaws—and any effect they might have upon the 





beauty of the stone—are minimized. 

A customer to which this information has been fully and clearly explained is 
going to be sold on the stone he finally selects and is not going to be unsold at a 
later time either on his stone or you as a jeweler to whom he can recommend his 
friends. 


FOR May, 1952 93 








7. Shall | Put All My Money Into a Single Stone Ring? 


Having thus equipped the customers with information which will enable them 
to better understand the reasons for the various prices of diamonds and to conclude 
for themselves just what type of diamond they want, a big part of the diamond 
sale is taken care of. Now comes the selection of a mounting. The customer might 
wonder whether he should concentrate the value of his diamond purchase into a 
single stone ring or whether it would be better to buy a mounting set with additional 
smaller stones. 

This again is a matter of personal taste and should be determined only by the 
customer; that is if the jeweler is interested in having that customer remain happy 
with his choice. 

Here the jeweler might explain that on the basis of past performance, the 
intrinsic value of a larger stone is likely 
to be maintained or increased in value over 
the years, more so than many smaller 
stones of the same total carat weight. On 
the other hand, if the customer is in a 
position to buy an “important” piece, 
baguettes or other cuts in smaller stones 
add much to the beauty of the solitaire. 
Of course, in the case of a diamond dinner 
ring, where the design of the ring suggests 
the use of smaller stones, additional sur- 
rounding diamonds are virtually a_ne- 


cessity. 





This may be an important consideration 
of the engagement ring purchasers. Should 


8. Should i Reserve Some they put the bulk of the money they in- 


tend to spend, into a single diamond or 





should they select a smaller diamond for 


of My Money for a the solitaire and put the difference into 
a diamond paved wedding ring? 
Diamond Wedding Ring? Inasmuch as the wedding ring is gener- 


ally considered to have a longer period of 

sentimental attachment (in its original 

form), many people prefer to have an 

elaborate diamond wedding ring and anticipate the purchase of a larger solitaire 

at some later date. However, the skillful handling of this question, plus the sug- 

gestion of extended payments, will enable the salesperson to make both important 
diamond sales. 

Again, this is a personal question which must be determined by the customer. 

It is advisable that the jeweler bring up the issue during the course of the sale so 

that the customer cannot at a later date be confused by “catty” friends or other 

merchants who might attempt to belittle their judgment in the investment they have 


made. 
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Another question which should be set- 
tled to the lasting satisfaction of the cus- 
a What Metal Should one is the matter of the metal -_ we 
ring. In order that they come to an intelli- 
gent and self-satisfied conclusion, the vari- 
Select for the Mounting ? ous characteristics and qualities of the 
different precious metals should be ex- 
plained by the jeweler. 

Explain to them that the diamond looks whiter in white metals such as platinum 
and palladium and white gold. Explain to them what platinum and palladium are, 
of what they are composed and what their qualities are. (See the article on page 
118 of the February, 1952 issue of JEWELERS’ CircuLAR-KEYSTONE.) On the other 
hand, there are many who feel that yellow gold is “sweeter and more sentimental” 


and matches the romance and tradition that surrounds the wedding ceremony. 


10. What Type of Mounting and Which Design is Most Attractive? 


This also is a matter of individual preference on the part of the customer but 
the jeweler should explain to them something about the various types of mountings 
—the tendency of some to increase the visual impact of the diamond, the question 
of the type of stone and its size in relation to the size of the person’s hand, ete. 

Though the jeweler may become a bit 
blase about the importance of design in 
a diamond engagement ring, inasmuch as 
it occupies such a small area, the owner 
of a ring derives a lot of satisfaction and 
pleasure from a design that pleases them. 
By the same token, a girl can become dis- 


satisfied with a particular design and be 





forever unhappy in wearing it. 


Conclusion 


Any diamond ring purchaser who has been taken, step by step, through the 
above procedure will not only be well suld on his diamond but should stay sold 
on it. Such purchasers will leave the store not only completely satisfied with their 
purchase, but fortified against “catty” doubt-raising remarks made by “friends” 
or sniping statements of competitive merchants. What’s more, the consumer’s 


satisfaction and confidence in the jeweler will be transmitted to friends who 
are prospects for diamond rings. 


In addition, intelligent sales of diamond rings, occurring as they do at a time 
just before the establishment of a new household, virtually assure the retail 
jeweler of continued business not only for wedding rings but also for household 
requirements, such as silverware, china, glassware and electrical appliances, 


which every newly-formed family must buy somewhere. 
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Don't Overlook HANTION 


in Your Diamond Merchandisin 





All diamond merchandising is not technical in nature 
New designs, new ways of wearing and new trends ip 


by WINIFRED PARKER wedding and engagement rings, especially this season, 


Illustrations by Dorothy Burke provide emphasis to create increased interest and sales, 


J UNE 5 to 14 is the period when jewelers the 
country over will join in the annual concerted diamond 
promotion—the JIC Diamond Exhibit. One of the 
strongest means of making these promotions successful 
is through the emphasis of fashion. This season in par- 
ticular, new designs in diamond jewelry, new ways of 
wearing diamond jewelry, and new trends in wedding and 
engagement rings provide plenty of style stimulus to 

(Continued on page 98) 








FASHION NOTES 


New diamond jewelry continues to be gossamer. 


Diamond settings are minimized, no metal 
shows. 
Diamond bracelets are finely flexible. 








Diamond earrings feature button styles. 
Diamond necklaces circle natural throat line. 
(lavish collars, side drapes, asymmetrical de- 
signs.) 

Smart way of wearing diamonds is to mass 
many together for fabulous effect. 


Diamond wedding and engagement rings fea- 
ture: 


asymmetrical styling 
trend toward slightly more tailored desizns 


gold settings in popular price jewelry 
some baguette set bands 
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Princess gown with gracefully flowing lines features 
delicate lace panels and bodice. It is worn with a 
short bridal veil and sparkled with diamond jewelry. 
Bride's going-away suit follows Princess lines with a 
softly-moulded long jacket highlighted with diamonds. 
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| 
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@® Nation-wide surveys prove that May-June 
gift candidates prefer Ronson Lighters 4 to 1 
over all other makes combined. Powerful 
Ronson full-color pages in LIFE, LOOK, THE 
NEW YORKER and THE SATURDAY EVENING 
POST will tell this compelling Ronson story to 
millions of gift shoppers. Ronson’s “‘Star of 
the Family’’ network TV show and TV spots 
will pre-sell millions more, from coast to coast. 





ALL YOU HAVE TO DO !IS BE READY! 


A recent mailing offered these and other powerful sales 
aids to thousands of Ronson dealers. If you’ve sent for 
yours, put them to work as soon as they arrive. If you 
haven’t sent for them, write for yours today — the supply 
is limited! And above all, have plenty of Ronson Lighters 
on hand-it’s going to be a great gift season! Ask your dis- 
tributor to show you the exciting new Ronson models. 


Write: Ronson Art Metal Works, Inc., Dept. 51, Newark, N. J. 











ONSO 








FOR May, 1952 











WORLD’S GREATEST LIGHTER 


P.S. Make sure you have 
ample supplies of Ronsonol: ® Fuel 
® and Ronson Redskin®'Flints’ 
and Wicks in stock too! 
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Empire gown with brief jacket of weblike lace is worn 
with short bridal veil and diamond jewelry. Bride's 
going-away suit follows Empire styling in brief flared 
jacket with diagonal closing and diamond jewelry. 


create increased interest and thereby sales of diamonds. 

Since weddings are the basis for such a large per- 
centage of diamond sales, it is important for jewelers 
to take a look at wedding fashions and to know what 
type gowns are being worn this springtime. Not that 
the type of gown will be apt to influence a bride’s choice 
of style in her wedding or engagement ring, but your 
knowledge of fashion will give added authority to every- 
thing you say. Almost all brides are bubbling over with 
plans for their bridal and trousseau clothes, and longing 
to talk about them. Your understanding of the com- 
plete style story will inspire confidence in you, and help 
to clinch your jewelry sale more quickly. 

There is another opportunity for selling diamonds in 
connection with weddings that is almost unexplored; a 
follow-up on all weddings at anniversary time by making 
diamonds as important for anniversary gifts as they are 
for engagements. Just think, every bride who was mar- 
ried in 1951 will have an anniversary in 1952, and every 
bride of every past year, ad infinitum! With the right 
kind of promotion, all of these women can be repeat 
diamond customers. The older group probably can afford 
to buy expensive diamond jewelry that was out of reach 
at the time they were married; the younger group should 
be delighted with the idea of an anniversary diamond 
to be given each year . . . it could mean the immediate 
joy of owning a lovely jewel, building toward a dream 
of a fabulous piece of diamond jewelry. It seems to me 
there’s blue clay in anniversary diamonds well worth 
digging into! 
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BRIDAL FASHIONS FOR 1952 


Spring bridal fashions are following the leading trends 
of the season, and the three favorite silhouettes ar 
Princess, Empire, and Ballerina. 

Ihe Princess wedding gowns have long, 
slender lines. 

Ihe Empire wedding gowns have high waistline: 
slender skirts, and brief jackets of fragile lace. 

[he Ballerina wedding gowns have full skirts, natural 
waistlines, scoop necklines, and oftentimes, short puffed 
sleeves. 

Short length gowns are increasingly popular, espe- 
cially with young brides. 

Long length gowns remain the traditional favorite. 

Sleeves are mostly billowy and puffed with all the in. 
portance of sleeves in general this season. 

Trains tend to be short. 

Veils are most often short in length and frothsome as 
a pretty cloud. 

Color is being seen more and more often, and is carried 
through from head to foot in the most delicate of pastels 
—ice blue, ice green, and shell pink. It is smart for the 
bridesmaids’ dresses to all carry through in the same 
shade. 

Convertible gowns are still very much in vogue, which 
means there’s still a bright eye on economy. These are 
usually short length dresses over a long flounced petti- 
coat, and when the petticoat is removed, a pretty dance 
dress remains. Many of these short overdresses slant 
smartly to one side. 


€ called, 


gracefully 


NEW 'SLANTS' IN BRIDAL JEWELRY 


The slant of a thing is one of the major style tricks of 
the season. Millinery news says the spring silhouette is 
slanted . . . to a hat! Skirtlines often slant fullness to 
one side, suit jackets and coats slant smart diagonal 
closings; bodices drape sideways to a slant, and all of 
this “slanty” styling is summed up in the descriptive 
term, “asymmetrical.” Wedding and engagement rings 
are not free from this influence; they too are coming 
through with a new slant to their design! In these new 
betrothal sets, the engagement ring has its center stone 
set forward from the line of the ring, leaving a curved 
semi-circular line inside. The wedding band follows the 
same contour and fits snugly into the engagement ring. 
This has a practical value too, for it resists the turning 
of the rings and resultant friction against each other. 
Also there is the double sale value to this design since 
the two rings are designed to be sold together. I saw 
these examples of ingenious design at Karlan & Bleicher, 
Inc. 

In recent reviews of current fashions, I have referred 
to visits made to leading diamond ring houses, such as 
J. R. Wood & Sons (Artcarved), Harry Winston, Bristol 
Seamless Ring, etc. Later we shall cover other outstand- 
ing firms. This month we hopped on a Syracuse bound 
plane to visit Robert Pond, president of Keepsake Dia- 
mond Rings, who is alertly interested in every phase of 
this tremendous ring business, particularly to the tiniest 
of fashion details. In talking about stvle trends, he said 
that dramatic diamond solitaires remain high on the 
list of favorites with their customers. Also yellow gold 
settings, which blend such a nice feeling of warmth with 

(Please turn to page 132) 
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andsome, eye-catching 


~----------------------------------------------------) 


diamond 
displa 
cards 


for your windows and counters 





“A diamond is forever” is the selling phrase 
working for you in the diamond advertising 
in national magazines. You're invited to 
use it, too, on these handsome cards, to tie 
in your own promotions with the national 
effort . . . and to draw attention to your 
diamond windows, and your diamond 
department. 

@ A striking card, in handsome colors, may be used in 


your window or on your counter, at any time of year. 
Size 7" x 10”, easel backed. 


A chaste and simple card, for window and counter, 
right in any setting, at any season. 5%” x 32”, 
tent card. 


€ A rich photographic card, in full color, for use in your 
window or on your counter during the Christmas 
selling season. Size 9’ x 1242’, easel backed. 


Limit, 2 free sets to a store. Enclose 
25c to cover postage and handling. Order 
from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th 
Street, New York 17, N. Y. Additional sets 
available at 50c each, plus 25c for postage 


on entire order. 
2 sets FREE ... SEND FOR THEM NOW 


Tie in with the all-out diamond promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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In-Store Displays 


Are Important to the Diamond Presentation 


by VIRGINIA DIXON 


D {SPLAY, both window and interior, can be 

a major factor in the selling of diamonds. Its effect is 
more apt to be cumulative than immediate because the 
purchase of a diamond is such an important one, but 
it is none the less effective. Both window and interior 
displays can build prestige for the store which is one 
of the most important factors in selling diamonds. They 
can arouse interest and the desire for possession. They 
give the prospective buyer an opportunity to examine a 
selection of stones and settings at her leisure without 
the pressure of a salesman’s presence. A well-thought 
out, long-range program of diamond displays will pay off. 
Although the diamond engagement and wedding ring 
business is not the only market for diamond sales by 
far, it is still the largest and will be promoted to a 
greater degree by most jewelers than any other. A sug- 
gested display for a diamond bridal display is shown on 
page 102—with a full description for assembling and 
installing it. As with other merchandise, the display of 
diamonds inside the store must be a presentation of the 
full line of merchandise for the customer who is ready 
to buy. But in the case of diamonds, especially, there 
should also be interest and attention-getting spot displays 


for those who are not yet ready to buy—but logically ” 
will be at a later date. The brides of the future are the — 
teen-agers and young women who now come in your store | 
for shower gifts, charm bracelets and watch repairs, © 
Make them diamond conscious in your store now and © 
they will return to you when their own big moment | 
arrives! Technically, of course, the groom-to-be does 
the purchasing of the wedding and engagement rings, — 
but it is seldom done without the influence of the | 
bride-to-be! 
Several suggestions for counter displays are sketched © 
with this article. Diamonds generally are—and should” 
be—shown as close to customer eye-view as possible and — 
for this reason are rarely shown in wall cases unless 
these are along an aisle through which the customers © 
pass, and not behind the counter cases. 
The first counter case display is designed to tie-in 7 
with the suggested window display. A heart-shaped cut- 7 
out frame is covered in white satin and used to display 
a selection of diamond rings. It is raised from the back © 
so that it tilts slightly. Diamond-shaped pads or panels © 
display a selection of wedding rings on the right and 7 
(Please turn to page 134) 4 
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In-store displays are an effective and important means of in- 
creasing diamond consciousness among regular store customers. 
Above, left: Counter-case display tying in with the suggested 
window display on page 102. Above: Three-tier, fabric-covered 
elevation is focal point of this counter display. Right: 
White satin wedding slipper sets the theme for rings displayed 
on three pads. Right, above: Rings are shown on fabric- 
covered upright dowels to bring them to eye-level in wallcase. 
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White satin-covered elevation against a pale blue background provides an excellent color setting for this June bride diamond display. 


A Bridal Window 


To Initiate Your Diamond Promotion 


A LOVELY bride framed in a white satin 
heart with a pair of hovering love-birds makes the central 
unit of this bridal diamond display planned for your 
participation in the diamond promotion sponsored by 
the J.I.C. for June 5th to 14th. 

Low elevations covered in white satin display a quan- 
tity of diamond wedding and engagement rings. Group- 
ings of diamond jewelry are made on diamond-shaped 
pads on either side. Heart-shaped copy cards carry the 
selling messages and small bridal nosegay bouquets are 
scattered across the background. 

Try your local photographer for a bridal portrait 
which can be enlarged for this background unit. If they 
have nothing available, it may be necessary to order a 
picture from one of the large commercial studios which 
have stock negatives available (Underwood and Under- 
wood in New York City). Have the picture enlarged to 
a good size, mounted on heavy stock and cut in heart 
shape. Cut a heart-shaped frame to fit it from beaver 
board or compo board and cover with white satin. 

For the elevations, panels of %4-in. plywood can be 
cut in graduated widths to form a step unit such as the 
one sketched. These should also be covered in white 
satin. Such elevations can be used again and again, 
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MATERIALS NEEDED TO 


Compo board or beaver 
board for making heart 
frame 


Plywood panels for eleva- 
tions 


Photograph of bride - 


Fabric for covering frame 
and elevations 


Love birds — paper sculp- 
ture, plaster or papier 
mache 


Flowers — artificial bridal 
nosegays 


Ribbons 
Heart shaped copy cards 


ASSEMBLE THIS DISPLAY 


Lumberyard 


Lumberyard 
Local photo studio 


Department store or display — 
supply house 


Make, borrow or purchase de 
pending on what is avail- 
able 


Department store or display 
supply house , 


Department store 
Show card writer 


a 





recovering as desired. Being of plywood, they should : 


not warp. 


Small panels are cut for the two merchandise group: | 
ings on the floor to the right and left of the elevations. | 


Cover also with satin. 


For the love birds, you may be able to borrow 4 
(Please turn to page 171) 
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Building Contidence 


Confidence in a store means more diamond customers. This Yankee jewelry firm 
goes about inspiring public confidence by a systematic educational advertising pro- 


gram that offers customers an opportunity to understand what diamond quality is. 





ivihenenes in 1920 by Adelbert H. Ca- 
doret, Woonsocket, R. I., this jewelry business had done 
practically no newspaper advertising until 1945 when the 
sons, Roland A. and Raymond H. Cadoret, returned from 
military service and assumed management. While their 
mother and father. were vacationing in Florida, the 
Cadoret brothers fan their first newspaper advertising. 
“From those first ads we learned better ways of copy- 
writing,” explains Roland A. Cadoret. “Our advertising 
was always attractive, featured good illustrative mate- 
rial, and did a more or less conventional job of keeping 
our name before the public. It was effective to some 
degree, but we soon realized that we had been adver- 
tising diamonds and selling people the idea of owning 
and enjoying diamonds without telling them WHY they 
should come to Cadoret Brothers for their diamonds. 





‘cc . ° e ° o 
: With this ——- _ in mind, we changed our capywin- By letting customers see various stones under instruments, the 
ing technique to give people factual reasons why they factors which determine diamond quality are better understood. 
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by MILDRED SULLIVAN 


should come to our store for diamonds. We began to 
feature the fact that my brother and I are both registered 

jewelers of the American Gem Society; we began to tell 

about our training and our precision equipment—the dia- 

mondscope, diamolite, refractometer and dichroscope. 
We started to emphasize the fact that we are jewelers 
rather than dealers.” 

Newspaper copy began to feature such themes as 
“Choose a qualified jeweler—Know the four basic quali- 
ties that determine the value of a diamond,” “Take the 
mystery out of your diamond purchase,” “Select your 
diamonds as we do, with the Diamondscope.” “See the 
diamond clearly under proper magnification,” “Our Dia- 
mondscope will make it easy for you to examine the 
quality of your diamonds under proper magnification,” 
“Instead of trying to judge diamonds by comparing size 

and price, let Cadoret Brothers explain why some dia- 

monds have more brilliance and beauty than others-—let 
them show you how you can choose wisely and well” and 

“You are invited to note the exquisite precision cutting, 

the brilliant intensity of color in our diamonds. See for 

yourself why there is a special prestige in wearing a 


diamond from Cadoret Brothers.” 
Newspaper advertising is used in the Woonsocket Call 


every Friday with a stepped up schedule to include Tues- 
days and Fridays for the Christmas, Easter and June 
holiday seasons. Diamonds are featured exclusively in 


more than half of the ads. 
They have been additionally promoted during Septem- 


ber and October in a similar series each week in the 


106 





he 
"SB Couey 

"y we 
ite ring go ee 


Woonsocket Sunday Star. In addition to the series, dia- 
monds are featured from time to time in the Sunday 
newspaper in one column 6 in. ads. 

“While we cannot measure the result of this copywrit- 
ing change, we know for a fact that it is much more 
effective,” says Mr. Cadoret. “People mention our ads, 
the copy themes and the equipment for examining dia- 
monds. Many people tell us they never realized that there 
are scientific means of selecting diamonds, that they had 
always tried to compare stone sizes and prices. 

“Because it is an educational activity, it has effec- 
lively offset the idea that size and price are the measure 
of a diamond's value; it has helped a great deal to meet 
the frequent offers to get diamonds ‘at wholesale,’ and 
it has given the diamond purchaser factual information 
to assure his peace of mind when he is exposed to 
remarks of friends that he should have bought the ring 
somewhere else or that he should have obtained a larger 
stone for the money. 

“People generally do not know about diamonds but 
they are eager to learn the real facts. They realize they 
don’t know so, they are firmly sold when they buy on 
the basis of facts they can see and understand. 

“Diamonds have been developed in our business to the 
point where they produce the largest annual dollar 
volume of any of our lines. This has been accomplished 

(Please turn to page 138) 
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BAUMGOLD BROTHERS 










A great array of fine gems in all sizes and shapes. 
The full brilliance of these exquisite stones, 

from the world-famous Jaegersfontein Mines, has 
been preserved for all time by the master 
craftsmen in our own shops working 

under the guidance of Baumgold Brothers 

three generations of diamond cutting experience. 











“BAUMGOLD BROTHERS, INC., 62 WEST 47s ‘STREET, N. WY. 
| Diamond Tool Research Co., 304 East 45th Street, N.Y. 
Dallas. 311 South Akard St. + Los Angeles, 220 West 5th St. * Melee Plant, 305 East 45th St., N.Y. 





The ABCs 





of Diamond Selling 
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by GRIER LOWRY 










Sales presentations by Ben Noble, 
right center, accent details which 
enlighten customers. Examples of 
newspaper ads are shown at right. 
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By publicizing reliable information about diamonds and 






precious stones in the firm’s radio and newspaper adver- 


tising, Ben Noble has succeeded in establishing his jewelry 






store as a headquarters for fine gem jewelry in his town. 






A RADIO promotion, coupling informative, 
carefully written, ad-copy with good music has proved 
a productive force in promoting fine jewelry sales at 
Ben Noble’s, in downtown Houston, Texas. 

Diamonds and precious stone jewelry, priced upward 
to $25,000 but with the bulk of the volume falling in the 
$500 to $1,500 category, is the stock and trade of Ben 
Noble, Sr., and his son, Ben, Jr. 

“Almost everybody wishes to own a diamond ring 
or some other piece of fine jewelry,” Noble, Sr., con- 
tends. “If a jeweler endeavors to enlighten the public as 
to values and advise what features to look for in deter- 
mining values, people are more apt to consider that 
jeweler when they are planning to buy jewelry. 

“Our 30-minute radio show, ‘Gems and Music,’ ” he 
continued, “is combined with continuous newspaper ad- 
vertising in telling the public of this trade area the true 
facts about fine jewelry. Both the radio program and our 

(Please turn to page 148) 




























108 THE JEWELERS’ CIRCULAR-KEYSTONE 





IT TAKES MORE TH 


Perr 


ee ee : WEDDING BELLS TO M 
= * «YOUR CASH REGISTER RING 
It takes service too—prompt delivery of a wide assortment of 


diamonds .. . thoughtful selections . . . to satisfy individual 


tastes and to fit every purse. At this time, romance may 
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bring you diamond prospects. Kionka's dependable service - 
can help you turn these prospects into profits. We've been 
doing it successfully for over fifty years. Try our service— 
and you'll know why. 


& H.C KIONKA & CO., Inc. , 


- 
o 


ESTABLISHED SEPTEMBER 1900 
15 MAIDEN LANE NEW YORK 38, N. Y. 


FoR May, 1952 
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Unset as well as set diamonds for the June bride were featured by Carl Greve, Portland, Oregon. 


une Accents on Rings 


Getting the June wedding ring business requires dramatic window displays 
and a planned promotion program. But, remember, wedding ring shoppers 


are out looking over diamond offerings well in advance of the month. 


A: THE first sign of Spring a young man’s by W. B. STODDARD 
fancy turns lightly to thoughts of love. But, comes June, ; 
and the odds are he will turn seriously to thoughts of showing the photo of a young couple who were to be 
matriage. | married in June, giving their name and address, and 
Since June is the traditional month of marriages. date and place of the wedding. This human interest 
jewelers invariably capitalize on this custom by promot- touch attracted instant attention. The ad read, “She is 
ing diamond rings in their window displays, newspaper starting out on a new life in a new home, a home of 
advertising and by other media. Diamond ring promo- which she will be proud. For any bride wearing a Ben- 
tions are usually initiated well in advance of June. Here’s nett diamond is on her way to create a lovely home. 
how other jewelers have accented rings for June brides. Girls with the discrimination to select the finest stones 
Claude S. Bennett, Atlanta, Ga., came out with an ad possible will surely continue to plan their future with as 


A bride figure with veil, surrounded by scores of diamond rings, domi- 
nated this window display created by Hartman Bros. of Salem, Oregon. 
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much care. By selecting their diamonds at Bennett’s 
brides-to-be will show him that they prefer quality and 
value.” Nine diamonds were shown in the advertise- 
ment, at prices ranging from $150 to $2,950. At the 
bottom were shown three gold wedding rings for men, 
with the heading “His only permanent possession—the 
bride’s gift to the groom, with name and date inscribed.” 

Hausmann’s, New Orleans, La., used an eight-inch, 
double-column ad, showing four types of rings, and say- 
ing “Wedding Belles will ‘ring out’ with joy at the pres- 
entation of one of Hausmann’s diamond engagement 
rings whether it be the least expensive or the most costly, 
for the name Hausmanns is a mark of quality, integrity, 
leadership.” Two engagement rings were shown, and a 
wed-lok engagement and wedding ring combination, so 
that the rings could be worn as one or two. The firm’s 
window, complementing the ad, had a card “June sug- 
gests wedding bells and diamonds.” Attached to a pillar 
covered with white satin was a cluster of white bells and 
narrow white ribbons. In the center was a mound covered 
with blue satin, over which a white veil was thrown. At 
each side were silver candelabra. On the mound were 
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Above: a sentimental theme was used by Leo Miller, New 
Orleans, featuring bride and groom figures within a 
cardboard wedding bell surrounded by diamond rings. 


Left: "June suggests wedding bells and diamonds," read 
a card in the window of Hausmann's, New Orleans. White 
bells and ribbons with ring displays set the motif. 


Below: green silk curtains formed a backdrop for the 
bride figure, right, the wire heart, left, and bouquet. 
At the base of the display was a variety of diamonds. 








diamond brooch and earrings on white velvet squares. 
Down front were a row of diamond rings, each on a 
blue velvet square. 

The Diamond Palace, San Francisco, Calif., used as its 
slogan, “Rings of Happiness.” A stepped-up ring win- 
dow showed at the top an 18-inch bride and groom 
and a pair of bridesmaids. On a deep blue mound were 
shown three red plastic hearts pierced with a golden 
arrow; on the hearts were laid an engagement ring, 4 
wedding ring, and a man’s wedding ring. A card advised 
“Three rings are better than two. Come in to see our 
lovely trios.” Another card suggested “For that dream 
girl of yours—an engagement diamond will help to make 
the answer ‘yes.’” Two linked hearts of red showed 

(Please turn to page 151) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 
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NEW YORK 20, N. Y. 
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STAR SAPPHIRES 
RUBIES » EMERALDS + STAR RUBIES 
SAPPHIRES « PEARLS + CAT’S EYES 


We have a large stock of Precious. 

Stones, mounted and unmounted from 
which to make your selection. Let us 

cooperate with you on your special calls. 
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Color: Usual Shapes: 
Predominantly white, delicately tinged with pink Round or spherical, pear-shaped, baroque (irregu. 
or blue, to the gunmetal shade called black. lar shape), button (half pearls, flat on one side) and 
blister pearls (half-round, sometime irregular pearls 
Visual Characteristics: which form on the shell of the oyster). 
Opaque with iridescent sheen called luster or 
“orient.” Astrological Significance: 
-" The gem of the moon, the pearl is queen to the king 
Wearability: of gems, the diamond. Its significance as a birthstone 
Pearls are soft and are easily scratched, therefore is to impart the gift of health, longevity and vitality 
care in handling and wear is advisable. Acids, heat, to its wearer. Zodiacal sign for the month is Cancer. 


water and perspiration are harmful to pearls, destroy- 
ing the luster which, once lost, cannot be restored. Romantic Background: 


Pearls are believed to improve with wear and cer- Pearls were very likely the earliest gems known 
tainly, with reasonable care, remain a thing of beauty and valued by man. 
for years. There are many superstitions attached to pearls, 


especially as to their origin. The Hindus believed that 
pearls were solidified drops of dew; that the oysters 
came to the surface and opened their shells to re- 
ceive the drops of dew which were consequently 
solidified by the sun’s rays. Particular medicinal 


qualities were ascribed to pearls which were crushed 
to powder and drunk. They were also used as a 


mark of high esteem when drunk in a toast. Cleo- 
patra was supposed to have quaffed a pearl eardrop 
in a toast to Antony; in Queen Elizabeth of England’s 
time, one of her courtiers pledged her health in a 
cup of wine into which a pearl worth £15,000 had been 
crushed. 

On the more practical side, pearls have always been 
regarded as a mark of wealth and power. The Roman 
soldiers, affected doubtless by the splendor of the 
Asiatic courts, learned to regard the pearl as a royal 
luxury. Their leaders vied with one another in the 
effort to add to their collections. The Emperor Cali- 
gula decked his favorite horse with a necklace of 
pearls; his wife was so bedecked it was said “she 
glittered and shone like the sun as she went.” Young 
men of fashion in Athens and Rome took up the 
Persian custom of wearing a pearl in the right ear, 

_ hung as a clapper in a small metal bell. So strong 
and general did the desire to wear pearls become that 
Caesar forbade unmarried women and women below 
a certain rank to wear them. But women were not 
long in overcoming this ruling and through the Mid- 








This suggested newspaper ad is a reproduction of an | : 
ad mat prepared especially by Metro Jewelry and . dle Ages and in the courts of Europe pearls became 


Optical Service, 80 Madison Ave., New York, producers 
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he stone of the month 


ALEXANDRITE 


Color: 

Technically termed “dichroic,” or having the prop- 
erty of showing two colors, alexandrites look green 
in daylight; red or red-violet under artificial light. 


Visual Characteristics: 
Clear, transparent, brilliant and colorful stone. 


Wearability: 
Hard and durable stone, just below the sapphire 
and ruby in hardness. 


Usual Cuts: 


Faceted in octagon, emerald and round shapes. 


Astrological Significance: 

The Jewelry Industry Council has brought this 
beautiful stone into the lists of the birthstones as an 
alternate with the moonstone to the pearl. Being a 
new stone for the month of June, the Alexandrite 
will henceforth signify the natal month for those 
born under the sign of Cancer. 


Romantic Background: 


The history of alexandrites is only a little over a 
hundred years old. It was discovered first in the 





Ural Mountains of Russia in the emerald deposits 
there. The discovery occurred about the time of 
the birthday of Czar Alexander II in 1833 and the 
coincidence of the colors of this new stone being the 
same as the national colors of Czarist Russia—red 
and green—the stone was named in his honor. An- 
other source of the stones was later discovered in 
Ceylon. These two locations are the only sources of 
alexandrites at the present time. 


MOONSTONE 





Color: 
White to light bluish gray. 


Visual Characteristics: 


Translucent and opalescent with light reflected from 
beneath its surface to give the effect of a soft sheen. 


Wearability: 


Relatively soft. 


Usual Cut: 
Cabachon. 


Astrological Significance: 
Considered to be in close affinity with the moon, 
(Please turn to page 164 


CARAT 


WINDOW DISPLAY 


Shells and fish net appropriately spotlight this 
month's birthstone display for ie A large 
conch shell is placed to the left on a circular dis- 
play pad with a narrow ribbon of lettered copy 
extending from it. Pearl rings are arranged in 
their holders around the edge of the circular pad 
with small clam shells held upright behind each 
ring. (A small gob of modeling clay is good for 
anchoring the shell in position). Additional copy is 
lettered on a shell shaped card to the right and a 
short length of fine fish net is draped around the 
display. Color might be a soft shade of rose or a 
very pale bluish green. 
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A Short Course in Gemology 






The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


-_ are a number of minor stones that 
are of some importance to the jeweler among the old 
semi-precious group, before we conclude with quartz and 
its innumerable varieties. Among the most attractive and 
expensive of these are the spinels, a strangely little known 
stone which is of more importance for its synthetic role 
than in its own right. 

Spinel is an oxide, a compound of magnesium, alumi- 
num and oxygen. In this respect it resembles the corun- 
dum gems ruby and sapphire, and last month’s chryso- 
beryl. Like them, it is very hard, having a hardness of 
8 and shows considerable resistance to wear, without the 
directional weakness inherent in a plane of easy cleavage 
that sometimes appears in even such a durable stone as 
diamond. Like diamond, spinel crystallizes in the cubic 
system, in perfect octahedrous (Fig. 1). Two halves of 


Fig. 1. Spinel crys- 
tallizes in the cubic 
system like diamonds. 


an individual often grow together in a characteristic way 
known as twinning that is identical in appearance with 
the diamond “macles”; in fact, this manner of pairing 
goes under the name of “spinel twin.” (Fig. 2). 

The color of spinels covers quite a range, from very 
pale lilac to orange brown, almost ruby-red, grayish, 
amethyst-purple, and grayish sapphire-blue. With the 
exception of the ruby-red stones, however, they rarely 
attain any great value; seeming for some reason, never 
to have reached real popularity. The explanations for 
this are probably manifold; the smaller stones are likely 
to be cut for best size, with the result that in spite of 
their relatively high refractive index (1.72) they are lack- 
ing in brilliance. Often they do not seem to be com- 
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Part XII 


by Dr. FREDERICK H. POUGH, Ph.D. 
Curator of Mineralogy and Gemology 
American Museum of Natural History. 


pletely clear; this is especially true in the orange-brown 
stones, so that for this reason too, they lack brilliance, 
(Incidentally, clarity as a property of fine jewelry stones 
is a factor that has never been considered; too often the 


Fig. 2. Twinned spinel 
crystal which has 
the same appearance 
as a diamond "macle." 


assumption seems to have been made that all transparent 
stones were completely and equally clear; when one con- 
siders how lifeless spinels often look, one comes to realize 
that a high refractive index. isn’t the whole story in 
gemstone brilliance). Lastly, since they are low in dis- 
persion they show little fire, and the more intensely blue 
stones absorb so much light that little comes back to 
the viewer. 

Large spinels are rather unusual, the “Black Prince's 
Ruby” of the British Crown jewels is a most exceptional 
stone, as are the “three Balais Rubies belonging to his 
Majesty, transparent quite through,” described by Taver- 
nier in 1678. The American Museum of Natural History 
has recently acquired a square, 71.15 carat emerald-cut 
red spinel which is probably the largest in an American 
public collection. The average stone seen in the trade is 
rather small, only a carat or two. Twenty to thirty carat 
spinels approach the class of unusual stones. The small 
ones of the common colors retail at $10 to $50 a carat, 
while fine small red ones may sell for $50 to $200 4 
carat. Larger stones command fancier prices, commen: — 
surate with their beauty. However, a large and really F 

(Please turn to page 142) 4 
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X-ray identification of pearls, natural or cultured, which has superseded all 


Pearl Testing at Gem Trade Laboratory 


other means of identification, has brought to light many interesting facts 


at laboratory operated by Gemological Institute of America in New York. 


S INCE 1940 the Gem Trade Laboratory has 
had as its major function the identification of pearls— 
namely, separating cultured and natural pearls. Since 
the Gemological Institute of America assumed the oper- 
ation of the Laboratory in 1949, more than 100,000 
pearls have been identified. It remains the only labora- 
tory for gemstone and pearl identification available to 
both the trade and the public, not only within New York 
City, but also to clients who submit items by mail. 

The present staff feels that there are certain factors in 
pearl identification which every jeweler should know. 
Among these are the type of instruments used and tests 
applied, the nature of both cultured and natural pearls 
and additional information which can be learned from 
X-ray photographs of certain pearls. X-ray has super- 
seded all other methods of pearl identification, because 
whole necklaces may be tested at one time, accurately 
and quickly. 

Most jewelers are aware that a cultured pearl is essen- 
tially a mother of pearl bead which is coated with nacre 
to a usual depth of a half millimeter after insertion into 
the body tissues of certain molluscs (pearl oysters) in 
Japanese waters. In general, the average cultured pearl 
might be compared with an orange—the skin of each 
having similar relationships to the bulk of the center. 
(Fig. 1.) A natural or wild pearl is entirely made up 


Fig. 1. X-radiograph of a cul- 
tured pearl showing the average 
nacre deposition on a cultured 
pearl from the waters of Japan. 





of concentric rings of nacreous material. (Fig. 3.) To 
the eye, fine cultured pearls are ordinarily indistinguish- 
able from natural pearls. 


X-ray identification of pearls depends upon the fact 
that in a cultured pearl, the pearl oyster first deposits a 
comparatively heavy layer of conchiolin around the 
mother of pearl pellet when it is first inserted in the 
mantle. This material is more transparent to X-rays 
than the mother of pearl pellet and the nacreous deposit 
on the outside of the pearl and shows up as a dark ring 
in the radiograph. 

In the natural pearls there may be a series of these 
conchiolin layers throughout the entire pearl. These are 
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Fig. 2. Specially adapted medical unit X-ray used by the Gem 
Trade Laboratory showing automatic timer, pearl tray, the lead 
glass protective cover and accessories used in X-radiography. 


generally much thinner than the one in the cultured 
pearls and are deposited by the mollusc during periods 
of unfavorable water conditions during the formation 
period of the pearl. 

The mother of pearl core used in cultured pearls is 
somewhat more opaque to X-rays, hence, if properly 





Fig. 3. X-radiograph of a section of a natural pearl necklace 
showing one imitation pearl, third from left above letter M. 


prepared for photographing, the core shows up on the 
film somewhat lighter than the uniform grayishness of 
the natural pearl. (Fig. 4.) Furthermore, if properly 
oriented, the straight bands of the mother of pearl core 
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are sometimes seen. Seldom, if ever, is anything seen in 
the center of a natural pearl to give any indication as to 
the causative agent which started the pearl formation. 





Fig. 4. X-radiograph of a necklace consisting of 18 baroque 
South Sea cultured pearls and three baroque natural pearls, 
seen in horizontal line, left to right, as all-gray shapes. 


For X-radiographing of pearls an X-ray unit capable 
of generating a type of X-ray beam which will just pene- 
trate the less dense areas of a pearl and nearly be ab- 
sorbed by the denser areas within the specimen is re- 
quired. This difference in X-ray transmission then will 
show up in a special sensitive X-ray film and give the 
answer as to the origin of the pearl. 

Recently the Gem Trade Laboratory acquired a new 
X-ray unit especially adapted for pearl X-ray work. It 
replaces the original unit which finally “gave up the 
ghost” after years of use in identifying hundreds of 
thousands of pearls. The new unit, a specially adapted 
oil and blower cooled machine, makes possible long 
exposures and very critical X-radiographs. (Fig. 2.) 
Because of a new immersion technique developed by the 
Laboratory, small pearls in a necklace show up as clearly 
as the larger pearls. 

In conjunction with the actual X-ray photographs of 
pearls, a test for fluorescence or luminescence when ex- 
posed to a stronger X-ray beam is essential. It has 
been observed that fresh water pearls and cultured pearls. 
the cores of which are almost invariably made from the 
shells of fresh water mussels, will glow in the dark when 
excited by X-rays. This test is used as an indication 
only and is always correlated with the radiograph. 

Several valuable facts may be learned from an X-radio- 
graph of certain pearls in addition to the nature of origin. 
The thickness of the nacre coating of cultured pearls is 
one of the more obvious. This is of practical considera- 
tion in that cultured pearls with too thin a coating may 
actually wear through. This type of pearl is often identi- 
fiable by candling with a strong pinpoint of light when 
the straight bands of the core will be seen, Contrary to 
popular opinion, the length of time the pellets are left 
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in the molluscs does not automatically control the thick. 
ness of nacre as growing seasons may vary considerably, 
Occasionally, large cultured pearls from the pre-war 
South Sea culture beds are identified. These pearls haye 
exceedingly thick nacre, as the warm water was cop. 
ducive to nacre deposition throughout the year. Pear}; 
as large as 15 millimeters have been radiographed shoy. 
ing clearly cores as small as 6 millimeters. (Fig. 5 


Fig. 4.) 


Fig. 5. X-radiograph of a 15- 
millimeter South Sea cultured 
pearl. This pearl illustrates 
the so-called Chinese drilling. 





X-radiographs of baroque pearls, both cultured and 
natural, occasionally show internal voids with very thin 
nacreous coatings in spots. Knowing this, a designer 
might avert future damage by mounting the pearl so that 
the thin spot will not be required to withstand great wear. 


(See Fig. 6.) 


Fig. 6. X-radiograph of baroque 
South Sea cultured pearl showing 
a large internal void with very 
thin nacre deposition at one end. 





Cultured blister pearls, known as 14, 4, or % pearls 
or by the older term “Japan pearls” were made by in- 
serting a pellet of mother of pearl or even a baked clay 
pellet next to the shell of the animal rather than within 
the animal tissue. As a result these “pearls” form at- 
tached to the shells. When prepared for market, either 
a mother of pearl core is inserted as a backing or a 
combination of cement and mother of pearl back is ap- 
plied. If the coating of nacre over the pellet or cement 
filler is too thin, the durability of the piece is seriously 


affected. (Fig. 7.) 


a 


Fig. 7. X-radiograph of a pair 
of cultured blister pearl ear- 
rings showing the thin nacreous 
coating, dark cement layer and 
large mother-of-pearl _ inserts. 





Imitation pearls usually are very opaque to X-rays. 
Ordinarily they are readily detected by other means, but 
occasionally a few will be found scattered here and there 
in a necklace predominantly cultured or even of natural 
pearls. (Fig. 6.) 


Occasionally it is necessary for a jeweler to know 
(Please turn to page 166) 
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by ERNEST W. FAIR 


Interior appointments and dis- 
plays in Smith store are kept 
in neat arrangement in keeping 
with the dignified approach in 
firm's jewelry merchandising. 


Dignity is Best Approach 


For Small Community Jeweler 


66 
= is the key to successful jewelry 
merchandising even in America’s small towns. If you 
seek to sell better jewelry in the higher price ranges for 
more profit, it is best never to forget that people expect 
dignified display and merchandising in a jewelry store.” 

That’s the belief of R. H. Smith of the Smith Jewelry 
Store, Coffeyville, Kansas, a southeastern Kansas town 
of 25,000 population where the $200 watch sale is a rule 
rather than the exception. 

“The jeweler who turns his store into a variety and 
bargain store may do all right in the big cities but it’s 
not good merchandising in smaller towns,” Smith points 
out, “for such merchandise is generally purchased by 
your customers in their local drug and variety stores. 

“The $200 watch sale in our store is routine simply 
because we have worked hard at maintaining dignity and 
class in every phase of our operation. Through the 
exercise of merchandising dignity we instill a desire into 
all of our customers to buy and own better jewelry mer- 
chandise than they would have purchased had we operated 
otherwise.” | 

Smith points out that there is always a great deal of 
this class of business in even the smallest city or town 
but that unless the local jeweler does practice merchandis- 
ing dignity, that very worthwhile business will go to the 
neighboring big cities where such stores exist. 

“If you operate a store appealing to the $39.50 cus- 
tomer only, you can hardly expect the customer wanting 
something exceptional to even suppose that you carry 
such merchandise,” he states. 
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It's most important for the jeweler to know his customer by name, 
as well as his likes and dislikes, before he can offer any spe 
cific suggestions on merchandise, believes Smith, here with his wife. 


As a recent example of how this works out in actual 
practice Smith relates the sale of a $2,000 diamond ring 
to a customer who came in to “browse” and was 80 
attracted to the ring that he purchased it for his wife. 

Later this man’s wife came back to have the ring ser- 
viced and before she left had purchased a $750 mounting. 
But that’s not all . . . she showed the ring to her friends 

(Please turn to page 165) 
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CULTURED PEARLS 
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e Graduated assortments. 
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Student Designs 
Show Originality 


The work of jewelry design students, recently 
exhibited at the Mechanics Institute in New York, 


was characterized by individuality and creativeness. 


The silver medal award for second 
prize was awarded to Maurice Damast, 
right, while Max Falk, below, was 
given first honor award by judges 
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| = individualistic creations in jewelry 
design highlighted the jewelry exhibit by the students of 
Christian A. Jakobb at their annual exhibition at the 
Mechanics Institute in New York City on April 3. A 
good number of people attended the exhibit, including 
15 students from the Philadelphia Museum School of 
Art. 

The student-designer displays, created during the past 
year, were characterized by originality and individuality. 
One of the outstanding displays were the gold and dia- 
mond necklace and a mermaid pin by Michael P. Arnone. 
In the realm of the unusual and modernistic was the dog 
and lamppost city scene by Maurice Damast, a designer 
whose creations are inclined to small and charming 
detail work. 

The judges committee based its awards on a combina- 
tion of effort, progress and class attendance, as well as 
indiyidual student talent. This year’s winners were: 
Michael P. Arnone, gold medal award—first prize; 
Maurice Damast, silver medal award—second prize; 
Amedeo J. Lasala, bronze medal award—third prize; 
Max Falk, first honor; Anthony D. Magnocavallo, second 
honor; and Emil V. Blance, third honor. The medals 
were given by the Medallic Art Co. of New York. 

The ability and creativeness of the entire class can best 

(Please turn to page 171) 
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An outstanding display was the necklace design by 
M. P. Arnone, first prize gold medal award winner, 





Bronze medal for third prize 
went to A. J. Lasala, above. 


Left, an attractive pin creation 
by student-designer E. H. Merrin. 





A modernistic pin design was 


exhibited by L. E. Wahlgren. 





Jo iatbered. 
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The unmistakable quality 
and delightful, modern 
styling of the new Brogan 
line are your assurance of 
customer preference. 


Your customers appreciate 
quality, and when you add 
the richness and beauty of 
a Brogan styled mounting, 
they cannot resist the urge 
to buy. 


Our unique custom-design 
service is at your disposal 
should your customer de- 
sire something distinctive 
created to her personal 
tastes. 


Write for the new Byard F. 
Brogan catalogue illustrat- 
ing many of our new and 
distinctive designs in dia- 
mond mountings and 
wedding rings, and our 
brochure on Princesse Cul- 
tured Pearls. 
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|. Three new ladies’ watch bracelets by Flex-Let Corp. 
Available in white only; from top to bottom: style No. 
292 retails at $11.95; style No. 291 sells for $12.95; 
and style No. 293 sells at $11.95. Prices include tax. 


2. “Tryptic," an 8-day 15-jewel gilt combination clock 
by Angelus Clock Corp., New York, tells the time, the 
temperature, humidity of surrounding atmosphere 
and barometric pressure. Comes with engraved case. 


3. "Fantasy" watchbands by Jacques Kreisler. Top 
left model, set with rhinestone baguettes, sells for 
$12.95; top right model, sells for $14.95; models at 
bottom are priced at $9.95. All prices include tax. 


4. "The Komfit Royal" has been added to the Forster 
Komfit line. The “Royal” is available both in stainless 
steel at $6.50, retail, and in 1/20—I2K gold filled 
at $19.00. From Forstner Chain Corp., Newark, N. J. 


5. Henry Coehler Co., Inc., 220 Fifth Ave., New York, 
has made new additions to its line of imported clocks. 
Included is the “Mauthe" traveling alarm clock, with 
7-jewels, leather folding case. Keystone price, $13. 


6. Semca Clock Co.'s popular "Convertible" desk- 
boudoir clock is now available in a new model, No. 
731, covered with genuine leather in pig grain. Priced 
to retail for $17.95, plus tax; West Coast prices higher. 


7. The Virtus, made by Oris Watch Co., has a silver- 
radium dial, large sweep-second hand. Packaged in 
individual gift boxes. Model #2185 retails for $8.45. 
L. Harris Co., 665 Fifth Ave., N.Y.C., is distributor. 
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4. 


|. Emphasis is on style in the new Gruen line of self- 
winding watches. Three models of dress styles in filled 
gold are: the Autowind Cavalcade, $71.50, the Auto- 
wind Victor, $97.50, and Autowind Campus, $71.50. 









2. "Olympic," a new automatic calendar watch by 
Omega. In addition to its popular calendar arrange- 
ment, the “Olympic” is water resistant. Cased in 14K 
gold, with sweep-second hand, comes in a gift box. 









3. Two high-fashion Eterna-Matics, to retail at $71.50, 
F.T.1. Model at left has a 14 Kt. gold-filled case 
white dial with raised markers. Stainless steel model, 
right, has matching silver-gray dial and tapered lugs. 

















4. Appropriate for 1952, a presidential election year, 
is the President "D" model by the Bulova Watch Co., 
a 21-jewel wrist watch. It comes with matching expan- 
sion bracelet and a special box. To retail at $49.50. 


5. The "Mona," a ladies’ wrist watch by the Hamilton 
Watch Co., is distinguished by its modern case and its 
dial treatment. The “Mona,” in either 14 Kt. natural 
or white gold, is priced at $87.50, federal tax included. 


6. This Lord Elgin watch features comfortable flexible 
endpieces on a 14 karat natural gold filled case. The 
black suede strap is used to harmonize with the black 
dial. Watch retails for $71.50, federal tax included. 


7. Typical of the Longines-Wittnauer Watch Co.s new 
Spring line of 110 new models are the "Grace," left, 
and the "President Adams," right. All the new models, 
it is said, have been keyed to latest fashion trend. 
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A HANDSOME DISPLAY CABINET! 


($10 VALUE) — ON 30-DAY APPROVAL OFFER 


TO INTRODUCE s = 


THE BRILLIANT NEW LINE 
OF MEN’S “HAND-CARVED” GENUINE MOTHER-OF-PEARL JEWELRY 
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: D * A FREE LUCKY CLOVER CUFF LINK AND 
7 lus TIE SLIDE SET (RETAIL VALUE $4) — 


OUR GIFT TO YOU WHETHER YOU KEEP THE 
DISPLAY UNIT OR NOT! 
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AND GET your FREE Girt ser: 


LOOK AT THE PROFIT! 


This beautiful glass-top display cabinet ($10 value) is yours with order for 
only one dozen sets . . . to acquaint you with SQUIRE — America’s most YOUR COST 
distinctive line of men's jewelry, featuring “hand-carved” Mother-of-Pearl 
in fast-selling designs by the country’s leading stylists! Made by Taunton FOR 12 SETS $27 
Pearl Works — a leader in jewelry manufacture for 50 years. YOU SELL 


Sensational value and markups! We take all the risks to prove to you 
that the SQUIRE Line is best! Reorder from your Whole- FOR $67.75 
saler, and ask for the entire line. (TAX INCLUDED) 


A NEW IS BORN! 


See the distinctive new 3-way display package AS ADVER- 
TISED IN JUNE ISSUE OF ESQUIRE MAGAZINE featuring hand- 
carved Mother-of-Pearl Men’s Jewelry at the price of ordinary 
men’s jewelry! 

MAIL COUPON TODAY! FREE SET OFFER EXPIRES JUNE 30 


[ rounton rar — FREE TRIAL OFFER 

























Send the unit as illustrated. | understand that I can keep it for 30 days 
without any obligation — and that the lucky clover set is a free gift to me. 
Within Saar poe either Mer ape eee be grec. dng 
will send in full payment. (Terms 2% ays. ipped F.O.B. Tau . . 
* TO PROVE TO YOU ee 
that we have America’s best, and Credit my Wholesaler Ey len nnontasercensveianiiics 
to show our confidence in our pro- | Ihren binilledaantsenaeapetapadidiatentaiiastal ii iinscnviccstenieein timing 
duct, the lucky clover set is yours 
‘0 keep with our best wishes ee i 2 COCO OO OOOOH SCE O OOOO ESET EE EE SEES EEE EE EEEEESS _ = PHHHHHHEHHSHSHSHHHHSS ESE OESEEH ESS SHSOHSSEHOSESES® 
whether you keep the_display unit ee ea ee i assisting 
or not! j JC-K 
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WANTED: 


LOOSE DIAMOND 
AND 
DIAMOND 
JEWELRY 
SALESMAN! 


Here’s a job to hang your 
hat on! ) 












This is not just another job 
—this is a substantial position 
with a leading firm. 


We must have a man who 
makes his home in the South 
—who las mature, seasoned 
experience—who wants to 
work hard, and be rewarded 
for it. 


We repeat that this job is 

only for a high calibre 

man who can stand on his own 
feet, and really build. 


All replies will be confidential 
—our employees know of 


this ad. 


Box "C., 217" 


JEWELERS’ 
CIRCULAR-KEYSTONE 


100 E. 42nd Street 
New York 17, N. Y. 
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Fashion 


(From page 98) 


diamond brilliance. As we looked over the many beautj. 
ful designs, I noted an important frequency in diamond. 
set wedding bands, especially when matched in design 
to the engagement ring. There is also a trend toward 
slightly more tailored designs in engagement rings, One 
lovely example of tailored styling featured a radiant 
stream of baguette diamonds flowing from each side of g 
diamond solitaire. 


NEW STYLE-WAYS WITH DIAMONDS 


Fashion is out to make every woman a collector—of 
diamonds! One piece of diamond jewelry is no longer 
enough, say the smart set, and the newest way of wearing 
them is to mass many diamonds together in one area for a 
fabulous effect. A large diamond pin or clip is fastened 
in the hair, close to the top of the ear, while the lobe of 
the ear is decorated with one, or even two diamond 
earrings. (When the hair style is worn to one side, this 
again creates a sideswept look of asymmetry.) Flexible 
diamond bracelets are worn three to a single arm, and 
diamond pins of many different designs are massed in 
one spot with haughty brilliance. 

During the past season women have been wearing 
diamonds close to their faces, because of the flattering 
radiance. They called it, “lighting their faces with 
diamonds,” and this bit of jewel coquetry also continues 
to influence the way jewelry is worn. It is smartest to 
place diamonds high on neckline closings, toward the 
top of lapels, and high on the shoulder. 

The newest designs of one famous house are gossamer 
webs of diamonds. They seem to have no settings at all, 
for no metal shows, not the slightest particle of platinum! 
All of the attention is focused upon the beauty of the 
diamonds and exquisite arrangements of them. This new 
jewelry is so flexible it handles like cloth and conforms 
lightly to the body contour. The bracelets are flexible, and 
earrings are mostly button type. The necklaces circle 
the natural throat line and are as light as their own 
diamond sparkle. There are many delicately lavish col- 
lars, and off-center interest is shown in side drapes and 
asymmetrical designs. 

Fashion is constantly changing, and what a change 
in diamond jewelry from the rigid, geometric pieces of 
a few years back! All of these changes create a natural 
stimulus to buy new diamond jewelry. 





Clever Sign Invites Window Shoppers 
To Enter Store 


At the rear of each display window at Ray’s Jewelers, 
Temple, Texas, a unique sign invariably catches the eyes 
of window shoppers. The message reads, “Thanks For 
Looking In Our Window . . . Won’t You Come In and 
See Our Selection?” 

A surprisingly high percentage of passersby who stop 
to look in the window succumb to the invitation, accord- 
ing to owner Ray Levy. Says Levy, “I wouldn’t hesitate 
to say that at least twice as many people have entered the 


| store since we began using the sign invitation.” 
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The One Way That Really Works! 


: now selling more...more... MORE silverplate in stores throughout the country! 
°| Tie in Now! The King Edward... Silverplate 
Club Plan PAYS OFF! 
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A sales stimulating Free Offer! 


Your customer’s free pierced 
server ($2.00 list price) costs 
you nothing extra. 






take home a set... 
PAY FORIT AS YOU USE IT: 


AYMENT & TERMS // 


America’s loveliest patterns in 
popular priced silverplate. 
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In-Store Display 


(From page 100) 


engagement rings on the left-hand side. A small copy 
card and tiny wedding bouquet are placed in the center 
of the heart frame. Love birds of paper sculpture or 
papier mache repeat the theme of the window. Other 
pieces of diamond jewelry are placed on the counter 
floor. 

The second counter display features a low circular 
elevation arrangement with a wedding bouquet on the 
top elevation. Rings are arranged on the three tiers. 
Additional engagement rings are shown in pads in either 
corner. Wedding rings are displayed on slender fabric 
covered dowels laid on the counter floor. 

A wall case display is suggested with a wedding bell 
suspended from the top of the case with ribbons to the 
floor. Rings are shown on fabric covered dowels which 
stand upright. These dowels are an inexpensive method 
of displaying a quantity of rings and are very effective 


display-wise as they get the rings near to eye level. Use: 


plain wooden dowels from any lumber yard—' inch 
or 58 inch is a good size for average ring sizes. Remem- 
ber the dowels will be thicker after being covered. Glue 
fabric along the length of the dowel, stretch it around the 
dowel and glue again. Sometimes fabric can be stapled, 
but usually the dowels are of rather hard wood and it 
is a little difficult to staple. Fabric can be trimmed 
neatly at the ends of the dowels and the ends painted to 


match the fabric color, rather than trying to cover such 
a small surface. For wedding displays such as these, 
white satin would be the most effective covering. Black 
velvet or colored fabrics can be used for recovering for 
other ring displays. The dowels can also be used hori- 
zontally on a window or case floor as shown in the other 
sketches. When used upright, they will need to be nailed 
to small bases or be weighted with lead weights fastened 
at the bottom of the dowel. 

A third counter display uses a white satin wedding 
slipper, ribbon-tied and flower-trimmed, with three dis. 
play pads of rings. The floor of the case is covered with 
white lace over white or pale blue satin. 


COLOR IS IMPORTANT DISPLAY FACTOR 


Colors most flattering to diamonds are white, gray, 
soft blues, greens and black. These accentuate the desir. 
able blue-white diamond color while yellow, gold and 
brownish tones may cast an undesirable yellow tint on 
the stones. White satin is good for bridal displays, but 
on the whole dull-textured fabrics are better with dia- 
monds than shiny textures. Velvet, especially cut velvet, 
bengaline, faille, crepe and taffeta all make good back- 
ground or floor covering materials for diamond displays. 
These can also be used for covering ring pads and other 
display pads. 

In choosing ring pads, especially for your diamonds, 
try to select designs which are simple enough not to 
overpower the ring itself. It is the diamond you are 
selling, not the display pad. The pad should be large 
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Extensive Selections of 


“Hine | 5 a a _ 


Rubies, Star Rubies, Sapphires, 
Star Sapphires, Emeralds, Catseyes 
® 
Loose—or in exclusively designed 
Platinum Diamond Mountings... 


32 Years of Service to Leading Jewelers 


ROBINSON & SVERDLIK INC. 


OP 

Yy . e, : 

Importers © Cutters Re of Precious Stones 
> —$—$—¥ 4 


610 FIFTH AVE., Rockefeller Center, New York 
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ADVERTISED IN 


Full-page, full-color ads will introduce the Florentine 
dagger to LIFE’s 23,950,000 readers — beautifully timed 


to make the most of their Father’s Day, graduation 
and wedding gift buying! 


By 
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Unmistaka bly _.. the gift 
+o feature NOW | 


Feature Ascot’s newest triumph 
of distinctive styling —the Florentine 
dagger lighter—because it’s born to be 
the sure-fire-success gift item of 1952! 












Smart retailers will make plenty, push- 
ing the Florentine dagger lighter, 
Pagoda, Heritage, Vogue —the entire | = 
distinctive Ascot line. Get your share! 
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IS A BIG SELLER IN OUR STORE’ 


Says Wm. P. Kendrick, Kendrick Jewelers 





“Such rich finery as featured in 
this ad is the reason our Jade 
sales are rising steadily. 


“Through Art-Craft’s complete 
Jade selection, we are selling a 
generous volume of Jade 
jewelry, both over the counter 
and through mail-order. 


This season we expect to reach Wm. P. Kendrick, Pres. 


an all time high in Jade sales.” Kendrick Jewelers Inc. 
Louisville, Kentucky 

















































5205 i 
A unique Jade and ee 
Diamond - stone 

Broach, elegantly hand 
set in Platinum. 


$700. 


J118 


Fine Jade drops in 14K 
Gold mounting. $150. 


J15-15 


fF 14K Gold Jade Pendant and 
Chain enhanced by genuine 
seed pearls in a luxurious 
Gold setting. 
$90. 


ALL PRICES KEYSTONE 


ART-CRAFT JEWELRY CO. 


America's leading Manufacturer of Jade Jewelry 


| W. 47th Street, New York 19, N. Y. 







































enough to make an adequate setting for the ring, but not 
so large that it becomes conspicuous. When rings are 
shown on individual ring pads or in boxes, arrangine 
the pads or boxes in simple pattern formations—gracefy] 
curves or parallel lines will give the window design the 
simplicity and good design that it needs to draw attep. 
tion to the merchandise. Conflicting angles and awkward 
arrangement of the units give the window or case q 
“busy” unpleasant appearance. 

The lighting of the diamond window and the diamond 
display case is of the utmost importance. Fluorescent 
lighting has been found very effective for overall illumi. 
nation of diamond displays, but diamonds always require 
some incandescent lighting—spots or floods to bring out 
their greatest brilliance. Have a good lighting engineer 
work on your overall lighting problem with particular 
attention to the lighting of your diamond window and 
cases. Have a flexible arrangement, if possible, that will 
lend itself to different types of displays, but be sure 
your diamonds are adequately and effectively lighted. 
It is well worth the investment in professional advice. 





Ideas for Creating Father’s Day Sales 


Father’s Day each year can represent a far more 
profitable segment of the year’s sales if the jewelry store 
manager will take time out for Graduation sales planning, 
and devote a bit of thinking to “something for the old 
man.” 

Father’s Day for the most part goes past almost un- 
heeded, and Dad continues to receive the same old tie, 
slippers, or robe. However, jewelers are beginning to 
concentrate more promotion on this holiday, as noted by 
the experience of the stores whose merchandising efforts 
follow. 

In Sacramento, California, a leading jeweler went 
through his entire charge account card file, extracting 
the names of those credit customers whose ages fell 
between 20 and 35. To each of these, all of whose parents 
may be reasonably expected to be living, he sent a special 
Father’s Day Gift folder, listing some 20 choices of gifts 
sure to please the head of the family. A note in the folder 
indicated that the store would be glad to mail out the 
item, thus getting more surprise value when it was de- 
livered on Father’s Day. 

A Denver, Colorado, jeweler hit upon a clever stunt 
last year when he posted a sign lettered “What Father 
Wants for Father’s Day.” Below were shown electric 
shavers, wrist and pocket watches, billfolds, money clips, 
rings, keycases and travel kits. The sign and display 
was used a full 60 days in advance of Father’s Day, and 
served to make up the minds of many sons and daughters 
as to what to give. Incidentally this jeweler had to re- 
move the gift items from the window display before 
Father’s Day to meet the demand. 

In St. Louis, Missouri, an astute neighborhood jeweler 
chose another route to sales success when he ran a news- 
paper ad, headed “ATTENTION FATHER.” Below were 
shown in cuts a dozen suggested Father’s Day gifts, none 
priced or otherwise identified. The idea, of course, was to 
induce the father himself to give some thought to what 
he’d like from the family, and insured that the jewelry 
store would get more consideration for the holiday. Sales 
increased sharply over the previous year’s volume. 
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The old proverb “it’s Father Who Pays” was used to 
identify a case full ot men’s jewelry whicn a Miami, 
Florida, jeweler proffered during earity June. ‘lhe case 
showed its gift theme with miniature gift packages in- 
serted in between each case of studs, cuit links, tie clips, 
etc. All of the suggested gifts were held between $5.00 
and $10.00, which tne jeweler had found is the average 
price ranges for Father's Day gifts. The proverb, it was 
felt, served to remiud younger customers shopping in the 
store that their parents had provided many luxuries and 
privileges, and stimulated the showing of gratitude with 
a handsome gift. 

Hollywood, Calif., was the natural setting for a “Best 
Father Contest” when a retailer offered a prize for the 
local father with the largest number of children in school 
simultaneously. The prize was a handsome matched belt 
buckle, cuff links and money clip, each entrant merely 
sending in a letter with a snaphot of his brood. A father 
with 11 children, all in school from kindergarten to col- 
lege, was the winner. The stunt got a lot of newspaper 
publicity, and brought scores of interested fathers around 
to visit the management. 

A blowup of a Father’s Day card, which filled the 
entire rear of a window display full of suggested gifts, 
got results for a Cleveland jeweler. The 5x5 foot card, 
with a kindly-visaged man’s face in the center, included a 
sentimental verse detailing the father’s unsung praise in 
directing his family, and was signed “Gratefully, Your 
Kids!” Sight of the card stimulated much gift buying, 
and was directly responsible for at least 150 additional 
sales, according to the management. 


Blown up photo stills from the picture “Life With 
Father” heiped another Denver jeweler to get a larger 
share of giit buying. He used ten humorous shots from 
the picture to identify ten separate Father’s Day gift 
suggestions in the window. The fact that everyone enjoys 
looking at pictures helped him to remind many children 
of their father’s “day” ahead. 

A jeweler in Tampa, Florida, has insured that his 
Father’s Day promotion went to people who make it a 
habit of buying gifts for family members. He invites 
every visitor to the store to scribble the dates of wedding 
anniversaries and birthdays of family members on a 
card, which is permanently filed, so that the store may 
send out a reminder ten days before the event. The same 
list is used for a direct mail letter, listing typical Father’s 
Day suggestions, which goes out June 1. Thus concen- 
trated on a list of customers whose sentiment can be 
depended upon, the mailing gets blue-ribbon sales results. 





Penny Cards Still OK for Bulk Mailers 


The day of the penny postal cards ended with the start 
of 1952 but there’s still a way for jewelry stores to ad- 
vertise by mail at the rate of one-cent postage per card. 
And it’s all perfectly legal. 

Under third class mail regulations, it is permissible to 
mail postal-size cards at a penny each. After July 1, the 
third class rate will go up to 114 cents on such cards, but 
for bulk users there will be a saving from the 2.2 cents 
new rate on the U. S. postal card. 











22 West 48th St. 





WANTED! 
DIAMOND RING SALESMEN! 


WM. are rearranging our well established territories 
—KEast, Midwest and Eastern South. We are in need 
of two representatives starting in July. Apply only 
if you are a top notch salesman with a following. 
A wonderful opportunity to make real money. 
Commission with guaranteed drawing account. 


H. HAMBURGER CO. 


New York 19, N. Y. 
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Of course, you have no way of knowing, 
he comes uninvited and unannounced, and 
his visit can be disastrous for you. 


You can be prepared for such losses with 
the most inclusive protection available to 
you—a St. Paul Companies’ JEWELERS’ 
BLOCK ‘POLICY—the most ingenious 
‘“‘burglar-proof”’ protection ever devised. 


The St. Paul Companies have pioneered 
this broader coverage which gives you 
greater security and peace of mind. 


Now you can eliminate the necessity of 
several policies for limited amounts. Let 
ONE St. Paul Companies’ JEWELERS’ 
BLOCK POLICY take care of everyth.. g 
for you. 


SEE YOUR ST. PAUL AGENT OR BROKER 
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EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
90 John Street 111 W. Fifth St. Mills Building 
New York 38, N. Y. St. Paul 2, Minn. San Francisco 6 
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Building Confidence 





(From page 106) 


without the use of price or leader promotions, withoy 
markdown sales and without credit selling. We haye 
charge accounts and a lay-away plan but we do not 
feature credit. We have been able to maintain our bygj.- 
ness volume close to that done during the peak wa; 
years in spite of marked curtailment in the activity of 
the local textile industries.” 

In addition to newspaper advertising, this jewelry 
firm considers its window displays a very important 
source of business. Windows are created and trimmed 
by Mrs. Adelbert Cadoret, whose husband is founder, 
owner and operator of the business. 

Direct mail is used only for the Christmas season, 
when 1,000 pieces are sent out featuring diamonds and 
watches. 


COOPERATIVE RADIO PROGRAM 


Radio advertising is also now being used in co-opera- 
tion with a group of retailers in various lines of business, 
sponsoring a 26-week series. Each retailer pays five 
dollars a week and receives one commercial a week, so 
scheduled as to include various listener groups, and one 
15-minute broadcast featuring an actual visit by the 
station announcer to the store. At the Cadoret store, the 
announcer asked questions that brought out the facts 
about diamond buying, the use of the diamond instru- 
ments, and the fact that size and price alone cannot be 
used as the measure of diamond value. The weekly pro- 
gram is broadcast each Friday afternoon, 5:30-5:45. 

More than a year ago Cadoret Brothers began to 
feature remounting, highlighting four popular styles of 
rings. Copy headings used such appeals as “Is your 
engagement ring outmoded?,” and the text featured the 
fact that “Your precious diamonds will be safer—look 
larger—bring you new compliments when they are re- 
mounted in one of our modern ring settings.” 

During the past year they have sold about 60 remount- 
ing jobs at an average price of $22, for solitaires and 
an average of $30-$40 for those with side stones. This 
side-stone theme alone has induced several women to 
decide on modern mountings. This activity has also 


ee 





Window Display Features Gifts for Dad 
And the June Graduate 





A white pillar of knowledge with climbing ivy stamped this collection 

of desk sets and pens, rings, compacts, jewelry cases, etc., as fitting 

gifts for Dad or the graduate. This display at Long's, Boston, ade- 
quately coordinated two important events. 
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been a source of selling new wedding rings, to match the 
modern diamond mounting. Cadoret Brothers look upon 
this as a fast-growing source of new business that has 
generally remained undeveloped. 

Diamond selling is done in a private office, built when 
the store was doubled in size about five years ago. To 
provide a relaxing and sentimental atmosphere, they 
havé just installed an automatic record player which 
provides continuous and pleasing music for over two 
hours without attention. 


DOUBLE RING SALES 

With the city of Woonsocket predominantly a textile 
center, Cadoret Brothers find a situation that often makes 
it possible to sell two wedding bands for one person. 
Many mill workers are constantly around machines or 
do types of work that make it impractical to wear a fine 
ring during working hours. Many of these people buy an 
inexpensive plain band for work and change to a dia- 
mond band after hours. It is a type of business that is on 
the increase; it offsets much of the sales resistance on 
the part of the customer who says he or she can’t wear 
a good ring at work. 

The company is continually doing more with babies’ 
diamond rings. They find this makes people diamond- 
conscious early in life, and makes the family mindful 
of the sentiment represented. As baby grows, many 
families keep the rings for sentimental reasons while 
others have the stones remounted or turn them in for 
more expensive stones. Here again the Cadorets find a 
market that has generally been undeveloped. 

Another promising trend is that women are buying 
more diamonds for their husbands, that diamonds are 
becoming identified as a man’s ring as well as a lady’s 
ring. 





It Pays to Introduce New Employees 
To the Community 


Arthur Lindquist, owner of Arthur’s Jewelry Store in 
Rapid City, South Dakota, does not believe in hiring a 
new employee and letting the man start from scratch with 
members of the town. Instead, Lindquist makes it a 
policy of formally introducing his new employees to the 
community. 

“After all,” he said, “it’s doubly hard for a new em- 
ployee to step into a new community and a new business 
establishment without some type of introduction.” 

As a result, Lindquist always makes it a point to intro- 
duce his new employee in a special introductory news- 
paper ad. In this ad he includes a photograph of the 
new employee, his name and pertinent information relat- 
ing to the employee’s schooling in the jewelry field, 
former business affiliations and education. He also tries 
to include in this brief introduction such items as hobbies 
of the man, his marital status and personality traits. 

Lindquist usually ends the introduction with an official 
“pat on the back.” For example, he noted that one 
employee “does excellent work as he has personally 
demonstrated to me. Let’s welcome him to our com- 
munity, as he wants to make Rapid City his home.” 

For Arthur Lindquist, it pays to introduce his new 
employees to the community. 
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Outside Lectures Boost Diamond Sales 


A genuine gift for public speaking, plus willingness 
to take time away from the store to address almost any 
type of group, has made Robert Armstrong, head of 
Armstrong Jewelers, Waco, Texas, one of the area’s most 
sought after lecturers. 


































Mr. Armstrong believes that personal cultivation of 
the future market is one of the most important phases 
of operating his business. Thus, he is regularly sched- 
uled to address women’s clubs, businessmen’s associa- 
tions, college undergraduate groups, sororities, fraterni- 
ties, wives’ clubs, church associations, etc., at the rate 
of anywhere from three to seven lectures per month. His 
topic, naturally, is always jewelry. There is nothing the 
least bit intangible about the results effected, the Central 
Texas jeweler points out. “Public addresses of this sort 
start paying dividends almost immediately, and continue 
to do so over indefinite periods,” he indicated. “There 
is no means of ascertaining precisely how many diamond 
sales or watch purchases, for example, are traceable to a 
talk on the subject, but we are certain that the percentage 
is large.” 

Well aware of the necessity for setting aside adequate 
time for such efforts, Mr. Armstrong “books” his lec- 
tures carefully, confers frequently with those who request 
them, and invariably arranges to cover every subject 
in one hour or less. The average lecture is thirty minutes, 
and all are completely extemporaneous. “Jewelers who 
know their business, really have no need for advance 
preparation,” Mr. Armstrong noted. “If the jeweler 





doesn’t know his business, he should not accept speakin 
dates of this nature. The length of time consumed Nay 
lecture depends as much upon the questions asked by 
the audience as by tne preparation ot the speaker, plus 
the number of jewels or exhibits which he has brought 
along for demonstration. Never extend a lecture beyond 
an hour is a simple, good rule to follow.” 

During Febiuary of 1952 this Texas jeweler gave fiye 
lectures. Subjects covered ranged all the way from china 
to watches. As has been the experience of most jewelers 
who have exploited this field, Mr. Armstrong finds that 
the subject of diamonds invariably leads in general jp. 
terest with all types of groups, and thus, his subject 
frequently is “Precious Jewels”’—leading up to “The 
King of Jewels.” However, his subjects cover a ful! 
range, with lectures on watchmaking to men extremely 
popular, as are those on china, sterling and glassware 
for undergraduate college girls at nearby Baylor Uni- 
versity. “Nothing tops the diamond for universal inter- 
est,’ Mr. Armstrong observes, “no matter what the 
group may be. Men display a surprisingly engrossed 
interest in diamond mining, processing, sales, etc., and 
the occupation of the average woman with the subject is, 
of course, traditional.” 

Speaking at luncheons, teas, after-dinner meetings, 
bridge parties, banquets, and even outdoor events, this 
Texas jeweler has fortified the appeal of his lectures by 
taking along plenty of “exhibits” in all cases, which he 
passes through the audience even though an extremely 
valuable diamond may be involved. This provides an 
extra “wallop” which pleases the audience. 
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Results of this program, which has gone on almost 
continuously since the end of World War II, have been 
well worth the extra time, trouble and expense involved, 
Mr. Armstrong is convinced. Frequently he recognizes 
across the counter a member of an audience of a few 
days back, who has made up her mind to make purchases 
immediately. The Armstrong store is bound to be men- 
tioned whenever the subject of fine jewelry comes up, 
simply because in any gathering there are bound to be 
several persons who have been guests at an Armstrong 


ee 
generations ... RACINE 
talk. “The actual results include goodwill, interest, has been the one 
immediate purchases, long-continued traffic with indi- 

vidual customers, and finally a reputation for knowing sure source for 


our own business,” Mr. Armstrong summed up. 
fine TIMERS 
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What Would You Have Said? 


Several years ago a West Coast jeweler broke 
up a lot of brooches and other jewelry containing 
very small diamonds. The gems were then mounted 
in white and natural gold settings and placed on 
sale at the special price of $25. The price, of course, 
gives a fair idea of the smallness of the stones. 














One of the first of these rings to be sold went to 
a young man who apparently lost no time in giving 
it to his girl in token of their engagement. 

A few days later the girl—a stranger to the 
jeweler—brought the ring in and handed it to him. 
“Is that really a diamond in that ring?” she asked 
timidly. She was duly assured that it was a genuine 
stone even though a very tiny one. 

The young lady stood by the counter for some 
time thinking things over. Finally she turned again 
to the jeweler. 

“I think [ll give it back to my fellow,” she an- 
nounced firmly. “I wouldn’t get engaged for a 
little ring like that, would you?” 

Unfortunately for posterity, the jeweler failed to of Timers and Chronographs of all 
inform us how he answered her question. Frankly, 
we don’t think he had to answer it. 
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FATHER’S DAY SUGGESTION — “Remember father 

and please him, too,” read an ad by Fogelquist Jewelers, JULES RACINE & COMPANY, INC. 
Spokane, Washington. “His Day will be a gay one A = 
remember him with gifts that are tops for pops.” The 
Jeatured a tie clip, cuff links, cravat chain, knife, leather 20 WEST 47th STREET, NEW YORK 19, N. Y. 
note book and key chain, each with monograms. 


Specialists in Fine Timers — Since 1890 
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Gemology 


(From page 116) 


beautiful spinel is something most unusual, for the blues 
of sapphire are prettier than the blues of spinel, and the 
red of a ruby i is far more attractive than the red of spinel, 

Spinel is singly refracting, like garnet and diamond. 
Its only abundant source is the gem gravels of Ceylon, 
though red stones are found in both Burma and Siam, jn 
association with rubies. It is very easy to identify by its 
refractive index; and can only be confused with an 
occasional garnet. However, since red spinel fluoresces 
red in ultra-violet light, while pyrope garnet does not. 
it is hardly necessary to make the gravity tests advocated 
by some authorities. 


HIGHER R. 1. IN SYNTHETIC SPINEL 


The synthetic spinels are of more significance to the 
jewelry trade than the natural ones. A distinction between 
natural and synthetic in the spinel group presents no 
problem, for the synthetic stones mimic none of the 
natural stones. The manufacturing process is identical 
with that used in the synthesis of rubies and sapphires, 
the Verneuil oxyhydrogen burner, and a rain of suitably 
impure magnesium aluminum oxide. In practice, a 
modification has been made in the precise formula to 
increase the content of alumina. This has had the effect 
of raising the refractive index to 1.73 and, more sig- 
nificant to the gemologist, has produced weak double 
refraction in the boule. It is this “anomalous double 
refraction” of synthetic spinel which impelled the addi- 
tion of the sensitive tint plate to the Polariscope described 
in an earlier chapter. It will be recalled that a truly 
doubly refracting stone gets light and dark four times 
in a single rotation on the Polariscope, while a singly 
refracting stone stays dark through the entire turn. 
Weakly doubly refracting stones,seemed to lighten and 
darken on such an instrument and could be misleading. 
It may be remembered that with such stones, of which 
synthetic spinel is the chief example, the introduction of 
the sensitive tint plate to give a red over-all color to the 
field, resulted in a change of color to blue and yellow 
in the slightly doubly refracting stones. The doubly 
refracting stones continue to get light and dark as before. 


SYNTHETICS DON'T DUPLICATE NATURAL GEMS 


No attempt has been made on the part of the syn- 
thesizers to duplicate any of the spinels of nature. On 
the contrary, the spinels that come from the Verneuil 
furnaces are far more attractive than those nature made 
in deeply buried rocks. It was found quite early in the 
history of gemstone synthesis that the obvious pigment 
did not always color stones in the way any rational per- 
son would expect. Cobalt, which makes such a beautiful 
blue glass was found not to have that effect at all when 
introduced into corundum, but spinel, on the other hand. 
did become a wonderful blue, closely matching some of 
the finest sapphires. Consequently, it proved easier to 
make a satisfactory synthetic substitute for natural sap- 
phire out of spinel than from the pure alumina. Spinel 
is softer and easier to work than corundum (sapphire) 
and is also sometimes preferred for that reason. Paler 
tints like light blue and light green were made to simulate 
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other stones, hence, we have clear whites and the so-called 

“synthetic aquamarine,” “synthetic zircon,” and “syn- 
thetic alexandrite” all actually made of spinel colored to 
resemble the other stones. The use of the descriptive 
term “synthetic” in this case is misleading, but compre- 
hensible. At least, it implies that the stones have the 
virtue of the considerable hardness of synthetics rather 
than that of the glass that usually is fashioned to resem- 
ble diamonds, aquamarines and zircons. 

Garnet, the third of the singly refracting jewelry stones 
(with spinel and diamond) actually is a mineral group, 
rather than a single mineral. We say this because there 
is an opportunity for great variation in the chemical 
elements that go to make it up, several of the metals can 
replace each other over a wide range of proportions. 
Iron tends to make a stone dark, and since iron is often 
present in garnets, many of them are very dark. Chro- 
mium we have seen, makes for bright colors, green and 
red. In garnet we find it making a brilliant green stone, 
but unfortunately, not one that is suitable for jewelry 
use. ‘So the garnets are actually a complex series of 
minerals, compounds of silicon oxide (silica) with 
calcium, iron, magnesium, or manganese. They have a 
great variety of colors, the commonest being, of course, 
the reds that we associate with the Indian almandines 
and the Bohemian pyropes. But there are many more 
tints, among the nicer being the orange-brown spessartites 
and essonites, and best of all, the bright green Russian 
demantoids, known so long to the trade as “olivines.” 


Garnets crystallize in the cubic system. They are’ 


singly refracting, but the index of most cannot be mea- 
sured on a refractometer, because their indices are too 
high. The great variation in their chemical composition 
gives them a wide range of refractive indices and specific 
gravities (relative weights). Even the hardness is very 
variable, from greater than that of quartz (over 7) down 
almost to that of moonstone (6) in the case of the 





Garnets in schist from Wrangel, Alaska. 
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demantoids, the green and most costly variety of garnets 

Garnets are abundant stones and their value, in the 
case ol the common ones, is low. They are found in map 
localities and are common rock constituents. Many of 
our metamorphic rocks, that is, the rocks that have formed 
as a result of a change by squeezing and heat in the 
earth’s crust from earlier rocks, are dotted with garne 
crystals, like raisins in a slice of raisin bread. (Fig. 3.) 
Small red grains are often found in the rocks of Ney 
York City. These garnets, however, are rarely trang. 
parent and garnets for jewelry are somewhat rare jp 
occurrence. 

A few specific localities known as classic sources of 
garnets might be mentioned. The largest usually seep 
are the great “carbuncles” of almandine garnet from 
India and Burma, dark red in color. Almandine jg ap 
iron aluminum garnet which occurs most often in mets. 
morphic rocks; it is the hardest (744), has a refractive 
index range of 1.75 to 1.81 and a specific gravity range 
of 3.9 to 4.2. It is usually very dark and large stones are 
of little real value because they are too dark. The big 
cabachons are often made concave on the bottom in order 
to let a little more light out. Sometimes we find 4-rayed 
stars in almandine garnet. Madagascar and Brazil are 
important sources today. 

Pyrope is a garnet of igneous rock, rocks that once 
were molten, and its red is less blue than almandine. Its 
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A Tale of Potatoes and a Diamond 


A sack full of Maine potatoes plunk in the middle of 
a jeweler’s Christmas window proved one way to get 
people to stop, look and talk. 





Approached with a request from the local radio station 
in Martinsburg, West Virginia, for a contribution to the 
community Christmas charity program, Melart Jewelers 
offered a $50 diamond ring free to the first person who 
brought 1000 potatoes into the store after hearing the 
offer on the radio. 

Within 22 minutes three sacks of spuds—1000 of 
them—were in the store, brought by a woman resident 
of Martinsburg. The potatoes were placed in a promi 
nent position in the front window and a sign explained 
that the spuds were going to charity. Much comment 
was heard on this window display and the local news 
paper ran a picture of the winner holding her diamond 
as an employee counted the potatoes. 
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hardness is about 744, its refractive index 1.73 to 1.75, 
and its gravity 3.6 to 3.8. A lighter colored, more violet 
variety is jound in North Carolina and Ceylon and goes 
under the descriptive name, rhodolite. The average pyrope 
is very red and the best known are those of the Victorian 
Bohemian garnet jewelry. The stones are very low in 
value. Most are small, but large ones would be likely to 
be too dark to have much value. Pyrope is a magnesium 
aluminum silicate, but it always has enough iron to give a 
rich color. | 
Grossularite garnet, the calcium aluminum garnet 
comes in light colors: White, pale pink (Mexico and non- 
gemmy) orange-brown (cinnamon stone, essonite, or 
hyacinth-garnet) or even granular and green (“South 


- African jade.”). The best cinnamon stones are those from 


Ceylon, but these.are usually neglected, native cut, and 
damaged when we see them on the market. They are 
characterized by a lacy network within the stone which 
reduces the clarity and brilliance. The color, a rich 
orange-brown, is attractive enough to justify local recut- 
ting in the case of fine stones to give them an American 
acceptance. Grossularite is most often found in meta- 
morphosed rocks rich in lime (limestones), but can 
occur in other rocks. Ceylon is the most important 
jewelry source and it is often known there also as essonite 
or hessonite. Its hardness is about that of quartz (7). 
but the numerous flaws and inclusions reduce the bril- 
liance to the point where there is little demand for it. 
Spessartite is a manganese aluminum garnet and as a 
jewelry stone it is far rarer than the essonite. It usually 


occurs in those complex coarse granite seams known as : 
pegmatites, associated with such minerals as tourmaline | 
and beryl. Its color is like that of essonite, but it is ! 
likely to be clearer in some cases; though the best known ! 
spessartite occurrences, Amelia, Virginia, and northern 
Brazil, have a preponderance of flawed stones. Here too, 
large stones are likely to be too dark to have real value, 
and the lighter stones are lighter because of numerous 
flaws and inclusions. Spessartite is high in refractive 
index, 1.79 to 1.81, and specific gravity 4.1 to 4.2; and 
about like essonite (714) in hardness. 
The uvarovite garnet, a chromium calcium garnet of 
a bright green color, is usually mentioned in gem books 
but should not be, because it does not seem to occur in 
crystals which can be cut. The largest so far have come 
from a nickel mine in Finland, and while adequate in 
size for small stones, they are either badly flawed and 
very brittle, or too dark to produce a stone of any merit 
in any case. 
The demantoid garnet, however, a variety of andradite 
garnet, a calcium iron silicate, is well-worth mentioning, 
since it is the most beautiful and the most costly of 
garnets. The finest all came from the Urals, where they 
occur as rounded crystals of relatively small size in an 
asbestos-like material and as waterworn pebbles derived 
from this. The largest are probably not much over 
6 carats, and the price on a fine 6-carat stone might be 
$400 or more a carat. They range in color from dull 
green to brilliant grass green, the latter the more desir- 
able, of course. The hardness is deficient, it is only about 
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614, the refractive index is about 1.89, and the gravity is 
about 3.8. They can be recognized by the single refrac, 
tion and the color and by characteristic inclusions like » 
horse’s tail of the asbestos material in which they groy, 
The dispersion is very strong, so that they are character. 
ized by more than the usual fire of a strongly colored 
stone. 


In conclusion, it should be recalled that garnet is the 
birthstone for January, but that does not mean that q 
customer need be restricted to a red stone. As has beep 
seen, quite a range of garnet hues are available and the 
jeweler might do well to point out to his customers that 
the person born in January is not necessarily confined 
to a dark red inexpensive stone. A good demantoid may 
be hard to find, but its price can be high enough to make 
an interesting sale. 


Tabular Summary of Garnets: All Singly Refracting Stones 
olor ardness elail Value for Availability 


Almandine Violet red 714 ct.: $3-— $10 per ct. mmon; any size 
20 ct.: $15 — $30 per ct. 
Pyrope Red, yellow-red 7144 3ct.: $3— $10 per ct. small, common; 
20 ct.: $20 — £40 per ct. large, rare 
Grossularite Orange-brown 7% 5ct.: $4— $12 per ct. essonite-common 
Pink 74 cabochon only no demand 
Green 74% ~_—scabochon only very low price 
Spessartite Orange-red 74% = 3 ct.:_ $3— $10 per ct. common 
Red-orange 20 ct.: $15 — $30 per ct. —. too dark, or 
awe 


Demanteid Transparent, 614 Small ($10 per ct.) $20- £40. “olivines” common 
bright green 2ct.: $60— £100 per ct. good quality, rare 
6 ct.: $150 — $400 per ct. 





Sell Father First for Father’s Day Sales 


There are many more opportunities for profitable mer- 
chandising at Father’s Day than the average jeweler sus- 
pects—due to preoccupation with the “school graduation 
market,’ according to Fred Russell, manager of the Kortz 
& Son Jewelry store, in Aurora, Colorado. 


‘My experience has been that most jewelers, including 
ourselves, are lax in making the promotional best of the 
Father’s Day gift opportunity,” Russell said. “Since it 
occurs in June, about the time we are gearing up for 
maximum capitalization on school graduation, the usual 
attitude is to let Father’s Day go almost unheeded.” 


Kortz & Son scored an unusually profitable Father's 
Day volume simply through first “selling the gift idea to 
father himself” and second, getting an early start on the 
season, which produced the largest possible number o! 
prospects. 

“We were very pleased with the results of aiming our 
gift promotion directly at the men who will receive such 
gifts,” Mr. Russell said. “Our belief is that most Father's 
Day gifts come as the result of a question from wife or 
children, as to what he would like for the event. In my 
own case, that is precisely the routine which my wile 
and I go through each year. Therefore, we reasoned, we 
would accomplish more from the Father’s Day gift stand. § 
point, by appealing specifically to the men who receive 
such gifts, and implanting firmly in their minds, a desire 
for a specific gift.” 


This “implanting the desire” operation was carried out 
by the Colorado jeweler via newspaper advertising, dis- 
play windows, over-the-counter discussions with younger 
customers, etc. All of these promotional assets were 
aimed directly at “father himself”’—such as newspaper 
ads which pointed out that the most frequently wanted 
gifts by typical fathers included heavy rings, electric 
shavers, and wrist or pocket watches. By advertising 
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steadily during the two weeks preceding Father's Day, 
Kortz & Son believes it caused a lot of fathers to toy with 
the idea of taking up electric shaving, to glance at elderly 
wrist-watches or pocket watches, with the idea of a 
renewal, or to consider a handsome ring, with large 
emblem, etc. Every window display was set up in the 
same way, with a wide choice of favorite Father’s Day 
gift items, under the title ““Attention Fathers.” 

By far the most helpful selling asset was a sign in the 
display window of the store entitled simply “Here’s What 
Father Wants Most!” Below, were a group of typical 
masculine gifts. The attention of those who are a bit 
‘nsecure in their conviction as to what fathers want for 
Father’s Day, was attracted by a small strip sign which 
urged simply “Let Your Jeweler Be Your Guide!” 
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The Tiffany is the only famous diamond in America 
which is readily accessible to the public. Anyone may 
step into the Tiffany store in New York and gaze on the 
great golden gem without so much as asking to be shown. 
It is on display daily. 

The Tiffany came from the famous Kimberley Mine of 
South Africa about 1878. It was cut in Paris and given 
90 facets, 32 more than the standard brilliant cut. In the 
large golden diamond these extra facets add to the effect 
of glowing fire. 

The gem was shown at the Columbian Exposition in 
Chicago in 1893 and again at the Century of Progress 
Exposition in Chicago, 1933-34. But its most elaborate 
presentation was in the Tiffany display at the House of 
Jewels at the New York World’s Fair in 1939-40. Mounted 
in a tall spray and shell design with white diamonds of 
five different cuts, it was outstanding even in an exhibition 
of 14 million dollars’ worth of jewels. Today, it is dis- 
played unmounted, just as seen in the replica, in its own 
velvet-lined spotlighted “stage setting.” 





FATHER’S DAY SUGGESTION—“Give the world’s 
greatest dad the world’s greatest lighter,” was the theme of 
one newspaper ad by J. Ralph Tobin & Son, Springfield, 


Illinois. “He’ll use it and treasure it for years and years.” 
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The MONTICELLO 
with Westminster 
Tubular Chimes, 
retails for $545 
plus tax. 











The R-953, with West- 
minster Chimes, retails 
for $50 plus tax. : 
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One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


Lies? West 47th St. © New York 19, N. Y. © JUdson 6-1666 mmmnl 


DIAMONDS for EXPORT 
BARBER «xo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON. Po 4 
SLUBAR - LONDON 





























CABLES: 


Mm ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 
LONDON, ANTWERP 
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‘Gem-formation’ 


(From page 108) 


































display-size newspaper advertisements appear on Sup. 
days, a time when family groups relax at home and listen 
to the radio and read their newspapers carefully.” 

Copy on the radio show, which is directly responsible 
for 75 per cent of the large increase in new business 
the firm has built up in the past eight months, has two 
primary objectives: 

(1) To distribute reliable general information regard. 
ing diamonds and precious stones. 

(2) To build goodwill for the concern by laying stress 
on the “prestige” features of the operation. 

An extra filip of interest is injected into the radio 
broadcast by making the birthstone of the month a 
featured subject on the first show of each month. His. 
torical data on the birthstones is combined with descrip. 
tions of the features which characterize high-quality 
stones. Listeners are told what to look for in distin. 
suishing color, clarity, cut, etc. 

“One of the several benefits of the birthstone feature 
on the radio show,” remarked Noble, “is an increase in 
sales of colored stones to fashion-conscious women, to 
complement suits, party dresses, and other apparel.” 

A recent “Hooperating” revealed that the store’s radio 
program, prepared by the Houston Advertising Agency, 
in cooperation with Ben Noble, Jr., is tied with another 
show for top-ranking honors in the eight-station Houston 
market. Before the show made its bow last fall, 5,000 





Good-Will Activity Results in Added 
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Charles Richter, left, presents old clocks to Rev. Bryce W. Nichols, 
center, executive director of Goodwill Industries, and Wilbur Long, 
superintendent of the institutes clock department. 


Charles Richter, president of the Richter Jewelry Co., 
Cincinnati, is an adept fellow in creating good-will and, 
at the same time, extra sales. Recently, Richter made an 
appeal on his “Diamond Square Dance” TV show for 
people to donate their old clocks to the Goodwill Indus- 
tries, an organization which aids handicapped persons. 

In response to the appeal, approximately 100 persons 
stopped at the Richter store to donate or trade-in their 
old clocks. Richter remarked, “You can imagine the fine 
comments that were made about our gesture, plus the 
new sales it created.” 
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‘nvitations were mailed to friends of the firm suggesting 
they lend an ear to the “kick-off” broadcast. 

“There are two basic keys to the success of the pro- 
gram,” Noble, Sr., said. “First, the music, a blend of 
classical and semi-classical, is relaxing and suitable for 
the leisurely Sunday tempo, and is keyed to the tastes 
of people who are the best source of sales for fine 
jewelry.” 

COPY HAS THREE AIMS 

“The copy, which is simple and straightforward, is the 
second important factor,” he said. “It has three under- 
lying aims: To build confidence in our firm by stressing 
our long-term reputation for reliability and conscientious 
craftsmanship; to disseminate information which will 
help guide listeners in selecting good jewelry; and to 
explode some of the misinformation the public has 
regarding precious stones.” 

Believing that neat phrases, repeated over and over 
again, are better than 10,000 words, radio copy is inter- 
larded with statements like: “Ben Noble, connoisseur of 
fine jewels”; “Ben Noble, Houston’s first gem specialist 
for 36 years’; “Ben Noble, house of ‘sincere values.’ ” 

To explode some of the common mistakes people have 
about jewelry, copy reads: “Many customers incorrectly 
believe blue-white-perfect to be an established standard 
and that diamonds so described are exactly the same 
quality. Not even an experienced diamond man can 
accurately compare the color of two diamonds unless he 
observes them scientifically side by side and under iden- 
tical lighting conditions. Ben Noble gives a written 
description and the retail valuation with every purchase 
of a gemstone.” 


NEWSPAPER CAMPAIGN BACKS UP RADIO 


Radio promotion is backed by an adroit unremitting 
newspaper advertising campaign. 

Smartly styled advertisements, averaging two-column- 
by-six to two-column-ten-inches feature maximum use 
of white space and simple, concisely written copy. A 
watch ad, for example, covers a description of the watch, 
number and quality of diamonds, and kind of metal. 
Ring advertising describes stones, style mounting, etc. 

“There is also a heavy accent on our free special 
jewelry design service in newspaper ads,” Noble added. 
“We encourage the plan of having old stones set in 
handsome, new mountings, and also endeavor to convey 
to readers the satisfying pleasure that comes from select- 
ing a precious stone from our loose lots and having it 
set in a mounting tailored to individual tastes.” 

“More of our customers are selecting platinum with a 
few requests in white or yellow gold set with diamonds 
and precious stones,”* Noble said. “If a client isn’t 
properly informed on the features which distinguish 
platinum from palladium, we take special pains to point 
out the difference.” 





W hite Bros., New Orleans, arranges periodically a 
series of window displays spotlighting gifts for graduates. 
One year each window had the same setting: a white 
pillar and a rolled diploma with streamers of white rib- 
bon were used. Watches for boys and girls in prices 
ranging from $60 to $290 were featured in one window. 
Two other windows were devoted to rings and costume 
Jewelry. 
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In a Beautiful Display Case with 6 stones from !/5 
carat to 3 carat. . . Total weight 9 carat. 


$49.00 with Case — Free Mat for Advertising 


HENRY 


LAPIDARY, INC. 


73 WEST &47™ ST. PHONES PLAZA 7-451 
” Soa YORK 19, N. Y P 7a 7-481 











Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 


made bracelets 
like this. 


by Qisher 


J. M. FISHER COMPANY, Attleboro, Mass. 
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stands behind their e eye-catching design 
~ 
d.by ARCH CROWN TAGS, INC. 277 Halsey St. Newark 2, NJ 
Improve Your 


A half-century of skilled craftsmanship 
@ supericr materials @ lasting durability 
@ provei. sales-appeal. Send for catalog. 
Knowledge Of G-F-M-S 
Take our course in gemology. Our year 
course covers the basic portion of the sub- 


ject plus individual study of 30 gem stones 
including diamonds. 


Write for our folder on prices, etc. 


Washington School of Gemology 
Harry L. Woodruff, Director 
1404 NEW YORK AVE. — WASHINGTON, D. C. 


























New! Fraternal Rings.... with meaning 


MASONIC RIN G* 


Here's a Masonic Ring with real 

meaning, rich symbolism, elab- 

orate detail, fine craftsmanship! 

10-Kt. gold .. . . $35 

14-Kt. gold ... . $42 
Prices Keystone 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


*Patent No, D-157620. 
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106 ANN STREET 
HARTFORD, CONN. 
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Can You Top This? 


Many years ago a prominent young man-about- 
town visited an upstate New York jewelry store. 
With a great show of secrecy, he led the jeweler 
to the rear of the store and asked if the jeweler 
would do him a favor. 

Not exactly suspicious, but certainly cautious, 
the jeweler asked the fellow what he could do for 
him. With the groundwork established, the young 
man-about-town launched into a one-act play. He 
told the jeweler that he was about to become 
engaged to Miss So-and-So, whose mother was. 
going to give a party that afternoon to announce 
the betrothal. But something had gone amiss. 
The diamond engagement ring, ordered from out 
of town, had not arrived. He besought the jeweler 
to consider the full potential effects of this catas- 
trophe which had befallen him. “Imagine an en- 
gagement party without an engagement ring,” he 
wailed. Just picture Ais intended bride without 
a large and shining diamond to wear at this aus- 
picious function. 

Then after further dramatizing his predicament, 
he put it squarely up to the jeweler, “Would you 
LEND her a ring to wear until the one I ordered 
elsewhere arrived?” 

The jeweler was flabbergasted, to say the least. 
This exhibition of cast-iron gall nearly flattened 
the man. But he managed to rally his failing senses 
and, smiling weakly, said he would try to help the 
young fellow. 

“It so happened,” the jeweler related to us, “that 
we had just repossessed a diamond ring: valued at 
$150. This had not been refinished for stock, so 
we offered it to him. But, no! He wanted to 
examine our entire ring stock. Didn’t we realize 
that this was to be worn by the giri that was to 
bear his name?” 


By this time the jeweler’s patience and under- 
standing were wearing thin. So he told the chap 
that if he wanted a ring he would have to take the 
one offered or look elsewhere for help. The young 
man was visibly hurt and dissatisfied, but he took it. 

To this day the jeweler is convinced that the 
young man feels that the jeweler had taken advan- 
tage of him. 


W rite us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all be- 
come property of JC-K. Jeweler’s name and town will be 
used in story unless request is made to omit it. 
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June Accents 
(From page 112) 


matched engagement and wedding rings for those who 
referred the single ring ceremony. 

The display of Carl Greve, Portland, Ore., had on the 
wall a card reading “Before the music starts.” A half 
dozen types of matched engagement and wedding rings 
were shown. Laid on a square of black velvet was a 
hand upon which were diamond engagement and wedding 
rings. Many other diamond rings and also unset dia- 
monds (which could be set in any mounting desired) 
were displayed on black velvet squares or in little black 


velvet cases. 


WEDDING CAKES IN MOTION 


“Anything in motion always attracts attention,” said 
the manager of Richardsons, Jewelers, Compton, Calif., 
“so we have been very successful with our moving wed- 
ding cakes. These are three-tier simulated bridal cakes, 
covered with white satin and decorated with orange 
blossoms. One is topped with 4-inch figures of a soldier 
and his bride and the other with similar figures of a 
sailor and bride, both under an arch of orange blossoms. 
On the three tiers of the cakes are shown both plain gold 
and diamond set rings, and ensembles of engagement and 
wedding rings. These cakes are set at opposite ends of 
the window, and slowly revolve; while in the center is a 
three-step fixture holding men’s wedding rings.” 

A striking display was arranged by Leo Miller, 
Jewelers, New Orleans, La. Curtains of dove color silk 
hung in the rear. On the top of a four-tier fixture was 
a large cardboard wedding bell of golden hue. The front 
was cut away showing the bell to be lined with red, and 
in the bell were figures of bride and groom. Streamers 
of white ribbon and lace trailed down across the steps. 
At one side was another bell and two white doves. On 
the steps were many heart-shaped pads of fawn-tinted 
velvet on each of which was a diamond ring. At one 
side diamond-studded watches were displayed. 

The half rear window of Hartman Bros., Salem, Ore., 
permitted a view of the jewelry section which occupies 
the front of the store. At the apex of a mound in the 
center was the figure of bride with veil. On the floor and 
on several mounds were scores of diamond rings, each 
in a velvet, satin-lined case. 

Goldbergs, Seattle, Wash., was another firm showing a 
3-foot figure of bride in veil and satin gown. Suspended 
from the ceiling was a white branch with leaves of white 
lace. A number of diamond rings were suspended from 
the branch by narrow white ribbons. A card said, “Here 
comes the bride, wearing our diamonds.” They showed 
many little cases holding matched rings. 

A clever display by Riders, Baton Rouge, La., fea- 
tured diamond rings for brides-to-be. It was backed with 
curtains of green silk and showed at one side the 3-foot 
figure of bride in veil and white gown. Suspended in 
the air was a bridal bouquet, as if it had just been 
thrown, and beneath it a framed card “Here’s the dia- 
mond for the girl who caught the bridal bouquet.” At 
the left side was a large heart of white wire to which a 
cluster of white roses was attached. Down front were 
several rows of diamond rings in little satin-lined boxes, 
some single, some in pairs. 
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6 DIAMOND 


~~ BRIDAL SET 


FULL CUT CENTER 
OF FINE QUALITY 


» 5 fine, white, matched 
side stones. 


0 \ 88 $19.75 


Rings enlarged 
to show detail 








305 East 47th Street 
New York 17, N. Y. 
MUrray Hill 8-2750 




















EXTRA PROFITS! 


No Merchandise to Buy 


THIS 


DISPLAY 
puts you 
in the 
baby shoe 
bronzing 
business 


4 million new 
babies in ‘5! 
means 8 million 
shoes to be bronzed 
in ‘52. Join the 
thousands of lead- 
ing jewelers who 
have for years 
found Bron-Shoe 
not only a_ profit- 
able sideline, but 
a builder of good- 
will thru unsur- 
passed workman- 


BRONZSHOG ——atin"iSont. 


MINIATURE BRONZE SHOE. An exact 
replica of a baby shoe gorgeously 
s 








plated. Write for yours, or pin this ad 
to your letterhead. 


The BRON-SHOE Co. 


262 E. Broad St. Columbus, Ohio 
Quality Silver Replating Since 1929 
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1. THIS IS IT. What we at House Beautiful believe 
is the biggest advertisement ever to be published 
featuring silver holloware. Four consecutive pages 
—pages 5, 6, 7 and 8—in May House Beautiful. 
Built around the theme: ‘‘How to Choose the Per- 
fect Wedding Gift” these pages are timed to hit 
right at the peak of spring bridal shopping. Forty- 





5. HOUSE BEAUTIFUL, more than any other 
magazine, has gained the respect and enthusi- 
asm of America’s leading retailers. More than 
50,000 men and women in retail trades sub- 
scribe to House Beautiful. Advertising in its 
pages gains the immediate attention and sup- 
port ot these retailers. That’s a plus...and a big 
plus too! 


S eedicigtt  ore 


Why Reed « Barton chose | 








seven Reed & Barton items are shown, ranging in 
price from $3.50 to $90.00, as well as complete 
tea and coffee services and sterling service pieces. 
There’s a perfect gift for everyone, from a may- 
onnaise ladle to a reproduction of a Paul Revere 
pitcher ...for the bride who is the “‘favorite daugh- 
ter” to the one who is a casual friend of the family. 


6. THE BRILLIANTLY CONCEIVED TABLE SET- 
TINGS in House Beautiful’s editorial pages are 
one more reason why this magazine has become 
a magnet for those families who entertain at 
home often...and well. Every month a full-color 
spread such as this creates desires in readers’ 
minds...creates buyers at retail counters. 





THE BIGGEST) 
HOLLOWARI 











2. THIS DRAMATIC ADVERTISEMENT will be 
presented to 2,700,000 of America’s most home 
conscious people via the pages of House Beauti- 
ful. These are the people who know and appre 
ciate the best...who have no reason to tighten 
their purse strings when they purchase a gift 
for a bride-to-be. 








7. AND REED & BARTON are great believers it 
“follow through” too. Hundreds of thousands 
reprints of the May House Beautiful advertise 
ment have already been sent to their retail cur 
tomers. They believe in telling these retailet 
what they are doing...and giving them evéfy 
ounce of help they can use in order to capitaliz# 
on their advertising. 





HOUSE BEAUTIFUL MAGAZINE * NEW YORK, 572 Madison Ave. * CHICAGO, 326 W. Madison St. * BOSTON, 1132 Park Sq. Bldg. * CLEVELAND, Hippodrome 5% 
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3. THIS EAGER-TO-BUY AUDIENCE of House 
Beautiful’s—close to three million strong—is the 
principal reason why, for many, many years, this 
magazine has been a favorite advertising me- 
dium for the leading silversmiths of the country 
...for that matter, for all quality products for 
the home. But there’s another reason too... 





8. YES, MANUFACTURERS of ‘at home fur- 
nishings are enthusiastic rooters for this maga- 
zine. They recognize its prestige...its power.. 
and its performance. Today advertising has to 
Pay off,..in cold cash! House Beautiful backs 
your advertising with unbeatable consumer in- 
fluence...and retailer acceptance. 





ATLANTA, Rhodes-Haverty Bldg. * LOS ANGELES, 1709 W. 8th St. 
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4. AND THIS BIG-SPACE MAY AD in May 
House Beautiful is not a “noble experiment.” 
Reed & Barton has tried it before and they know 
— the results will be there! In the April issue of 
this magazine they joined three other producers 
of quality table accessories—Royal Doulton, Fos- 
toria, W. F. Breuss—in a four-page, full-color ad. 
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These manufacturers 
fine table accessories 
have used the pages of 
House Beautiful during 1952 : 
CHINA | 


ae & THOMPSON, INC. 
D. STANLEY CORCORAN, INC. 
DOU co. 









FLINTRIDGE CHINA CO 
LADDING McBEA 
HAEGER i Or eymAcs INC. 
JAC ad IN 
HE ra KupreR 
METLOX MFG. CO. 
MIDHURST IMPORT G Core. 






ED WING POTTERIES 
RICHARDS a gee HAU & CO 







SOUTHERN E 
STEUBENVILLE POTTERY CO. 
SYRACUSE CHINA CO. 
UNIVERSAL POTTERIES, INC. 

WAERTSILA CORP. | 
JOSIAH WEDGWOOD & SON, INC. ) 
WORCESTER ROYAL PORCELAIN co. : | 

ARE 


Nae & PORTHAULT PRODUCT Ss 
BROD Shana AARD & CO., INC. 


CAMBRIDGE GLASS C 
DUNCAN & MILLER GLASS CO. : 
FOSTORIA GLASS CO. | 
HOUSE, INC. 
A. H. HEISEY & CO. 
IMPERIAL GLASS CO 
JUSTIN THARAUD & SONS INC, 
LIBBEY GLASS DIV.—OWENS ILLINOIS 
SENECA GLASS C 
TIFFIN GLASSMASTERS 
VIKING GLASS CO. 
WESTMORELAND GLASS CO. 
WEST VIRGINIA GLASS SPECIALTY CO. 


SILVERWARE 
ALVIN SILVERSMITHS 
AMSTON SILVER CO., INC. 
DIRILYTE CO. OF AMERICA 
FISHER ean ce i. 


GORHAM 
KIRK SILVER 





































PAUL WILKENS, INC. 


MISCELLANEOUS TABLEWARE 
BRANDT co. 
W. P. BREUSS, INC. 
BRIDDELL CO. 
GENSE IMPORT, LTD. 


HE P. 
INTERNATIONAL MOLDED PLASTICS INC. 
KENSING NC, 


QUAKER LACE CO. 
SIMTEX its DIV. OF SIMMONS CO. 
X TAU AUSEND & SONS 
NER MFG. CO. 
WATERT TOWN MFG. CO. 
WEST BEND ALUMINUM CO, 
WILL & BAUMER CANDLE CO., INC. 






































FOR ADDED LOCAL PRESTIGE 


tie-in your Spring promotions 





with products featured in June 


House brauliful 


and the Spring-Summer 1952 


IDE“ BRIDE 













as currently seen in 


House Beautiful mt: 


SEND TODAY « « e for handsome window and coun- B RAND NAME 


— I< SILVERWARE 


<e YOUR , 
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86. WALLACE GRAND BAROQUE 
STERLING 
* WATERTOWN LIFETIME WARE 
87. WARING BLENDOR AND MIXOR 
88. WESTMORELAND ENGLISH 
HOBNAIL CRYSTAL 
89. WEST VIRGINIA GLASS 


91. WORCESTER ROYAL CHINA 
* No counter card available. 
[_] “Seen in House Beautiful’ Mat. 








— 





i 

t For display cards, mounted with June advertisements you want to feature, 

f check any or all of the products on the listing below that are preceded by 

f «a number. For a mat, in which product names can easily be inserted, 

f check the square indicated. Fill in your name and mailing address, mail to: 

§ Merchandising Division, House Beautiful Magazine, 572 Madison Avenue, 

t New York 22, N. Y. 

| 

61. AIRGUIDE PERIOD BAROMETERS 77. BROOKE PARK DINNERWARE 
\ 62. ALVIN STERLING 78. KENSINGTON VASES 

t 63. AMSTON STERLING 79. KIRK STERLING 

[ oo seen 80. PACIFIC SILVER CLOTH SILVERFILE 
. 65 re ~~ CHINA FIGURINE os See 

; = RINES 50. SKINNER PEERAGE BRASS JUGS 
t 66. DIRILYTE TABLEWARE 83. SMOKERS PAL ASHTRAY 

‘ 67. DONNELLY-KELLEY MIRRORS ; 

1 68. FINDERS HOLLIWOOD DEEPFRY 84. STEUBENVILLE POTTERY 

[ 69. ~—FLINTRIDGE SYLVAN CHINA 85. VERPLEX LAMPS 

70. FOSTORIA GLASS IN STARFLOWER 

" 71. GENSE SWEDISH STAINLESS STEEL Name 

" 73. HEDWIN PLASTIC PLACE MATS 

i 74. HEINRICH BAVARIAN GOLDEN ADDRESS 

' HARVEST CHINA 

, 75. HEISEY MOONGLO CRYSTAL city 

: 76. IMPERIAL GLASS 

| 
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ITS EASY! _ Profitable selling power can quickly be added to your 
displays and local advertising by building them around these influential 
publications and the top-quality names on their advertising pages — names 
like the typical best-sellers whose informative trade messages appear 


below! 


Golden-hued DIRILYTE TABLEWARE is made of 
a fabulous solid metal alloy, golden-hued through 
and through, nothing to wear off. It is drama- 
tically colorful, is guaranteed to give lifetime 
service. It brings new color excitement to the 
table, is exquisite in craftsmanship, yet very mod- 
erately priced — Federal tax-free! 

a ° * 


Be prepared for more than exclamations of admi- 
ration when your customers see the Ebeling & 
Reuss advertisement in June House Beautiful fea- 
turing GOLDEN HARVEST Dinnerware. Quick 
sales are certain, too. Golden Harvest is a mas- 
teriece by HEINRICH OF BAVARIA. It’s the one 
and only ceramic Gold Medal winner in the inter- 
nationally famous Milan Fair. Open stock too! 
* * @ 


The June advertisement of the FINDERS MANU- 
FACTURING COMPANY in House Beautiful will 
feature the very popular DEEPFRY from their 
fast-growing, faster selling line of Holliwood 
electrical housewares. The extra-large family size 
Deepfry, fully automatic with a 5-year element 
guarantee, is an ideal gift suggestion for June 
brides and graduates. 
* * * 


This month FLINTRIDGE CHINA features their 
“SYLVAN” pattern. Colored shoulder with gold 
bands. The smart, the adaptable fine dinner china 
pattern in eight sparkling colors, dark teal green, 
light sage green, grey, blue, coral, yellow, pink, 
and sand. Popularly priced at $15.50 a 5-pe. 


place setting. 
> + 


HEISEY MOONCGLO cutting features hand-blown 
goblet and sherbet with salad plate. Many new 
hand-cut table pieces, perfect for gifts, have been 
added to this already popular line. The ad also 


sub-features an Ivy Etching goblet. For news- 
paper mats and folders write A. H. Heisey & Co., 
Newark, Ohio. 


The Sterling division of POOLE SILVER CO., has 
just introduced 12 new items which will be ready 
for the bridal gift market in May and June, 
Ranging from a small whiskey jigger to an elab- 
orate candelabra, these new items will be fea- 
tured in Poole national advertising for the bal- 
ance of 1952. 
* 2 . 


The VERPLEX COMPANY will offer the most di- 
versified line of separate shades; pin up lamps; 
table lamps and floor lamps for the Fall ¢eason. 
Many new and refreshing ideas have been cre- 
ated in both Modern and Provincial designs. We 
invite you to visit Verplex at the forthcoming 
markets. 
s * 2 


WARING announces 2 additions to their complete 
line of mixing equipment: the Waring Duo-Speed 
BLENDOR at $44.50 and the Waring MIXOR, 
a full-power, 3-speed hand mixer at $19.95. Both 
are heavily advertised nationally in color. Avail- 
able to dealers, complete merchandising material 
including: displays, reprints, hang tags, stuffers, 
Waring Products Corp., 25 West 43rd St., New 
York City. 
* e ° 


June House Beautiful brings the enchanting story 
of the WALLACE GRAND BAROQUE pattern to 
the consumer. Every Wallace ‘Third Dimension 
Beauty” pattern is created by William S. Warren 
in a “‘mood of beauty’. The advertisement fea- 
tures Grand Baroque, powerfully displays all six 
“Third Dimension Beauty” patterns and offers a 
special Wallace booklet ‘Treasures in Sterling’’ 


SEND TODAY - «+ for handsome window and counter display 


cards, They’re available free of charge. 


AND HIGHER UNIT SALES... 


which gives the complete story of every Wallace 
“Third Dimension Beauty’ pattern. 


BRADLEY LAMPS — the world’s most beautiful 
lamps are pre-sold to your customers by con- 
sistent big space advertising in America’s leading 
home fashion publications. Bradley’s Spring Guide 
for the Bride ad highlights famous coordinated 
planter lamps and exclusive Hollywood Head- 
board lamps with matching vanities. Tie in and 
cash in with Bradley now! Write for complete 
catalog and dealer selling aids. Bradley Mfg. Co., 
412 N. Orleans St., Chicago, Ill 


FINDERS MANUFACTURING COMPANY is fea- 
turing four of their most popular Holliwood elec- 
trical appliances in House Beautiful’s spring Guide 
for the Bride. Two are brand new — the Barbecue- 
Broiler and the Convertible Broiler-Grill. The other 
two — the Broiler-Oven and the Deepfry are well- 
known favorites. All four are ideally suited to 
bridal giving. 
o “+ 


FRICGAST, HANDWROUGHT DANISH STERLING 
FLATWARE, created by the Frigast Danish silver- 
smith. This handwrought sterling flatware, plat- 
inum finish, featured in five choice patterns by 
Paul Wilkens, Inc. 

+ * ° 


HEIRLOOM STERLING. Damask Rose, “‘one of 
the most beloved sterling patterns of our time’, 
is featured in the Spring/Summer Issue. This is 
the pattern that created a whole new era of 
sterling design. Now available in both flatware 
and hollowware. Key your sales to the bride’s 


choice! 
e * e. 


For over a quarter century REMBRANDT LAMPS 
have graced the homes of countless brides. These 
nationally famous Masterpiece Lamps not only 
provide efficient lighting, they also add immeas- 
urably to room decor. This year’s Masterpiece Line 
is the finest ever produced. mats available. 
Address Rembrandt, 259 East Erie Street, Chicago. 
e . « 


UNIVERSAL’S excitingly different new dinner- 
ware —*“VOGUE’’— makes its debut in the bride 
market. The ware is availab'e in two colors — 
mist green and coffee brown. 16 piece starter sets 
retail for $6.95 (Prices slightly higher Denver and 
West) 














ee 
For display cards, mounted with Guide for the Bride advertisements you want to feature, check 
‘ any or all of the products on the listing below. Fill in your name and mailing address, mail to: 5 
| Merchandising Division, House Beautiful Magazine, 572 Madison Avenue, New York 22, N. Y. 
i 

i 1. ALVIN PRINCE EUGENE STERLING 21. HEIRLOOM STERLING IN 32. FRANK SMITH HERITAGE SILVER I 
i 2. ARABIA OF FINLAND DINNERWARE DAMASK ROSE 33. SPODE DINNERWARE | 
, 3. BACCARAT CRYSTAL 22. HOLLIWOOD ELECTRICAL 34. STARLIGHT CRYSTAL BY REIZART . 
. 4. BARONET CHINA APPLIANCES 35. ROYAL DOULTON CHINA — : 
, 5. BRADLEY LAMPS 23. MINTON ENGLISH BONE CHINA 36. SALADMASTER WATERLESS ' 
: 6. BREUSS “KAYE WALT’ CREATIONS 24. NESCO ROASTER OVEN COOKWARE ' 
| 7. STROMBERGSHYTTAN CRYSTAL 25. NURRE MIRRORS 37. SENAK ORANGE BLOSSOM SILVER | 
j 8. BROOKPARK DINNERWARE 26. ORCHARD DINNERWARE 38. SENECA WATERFORD CRYSTAL . 
9. BUENILUM CHAFING DISH 27. PICKARD FANTASY CHINA 39. TUTTLE HANNAH HULL STERLING 
10. CARVEL HALL CUTLERY 28. POOLE STERLING 40. VIRGINIA METALCRAFTERS j 
' 11. CHELSEA CLOCKS 29. REED AND BARTON FLORENTINE COLONIAL REPRODUCTIONS | 
s 12. CRANE’S PAPER TROUSSEAU LACE SILVER 41. UNIVERSAL VOGUE DINNERWARE i 
i 13. DONNELLY-KELLEY MIRRORS 30. REMBRANDT MODERN LAMPS 42. VOGUE SUSANNE CHINA | 
[ 14. EATON OPEN STOCK PAPER 31. ROYAL NETHERLAND CRYSTAL 43. WALLACE ROSEPOINT STERLING . 
{ 15. FLINTRIDGE MIRAMAR CHINA 
1 16. FOSTORIA DUET TUMBLERS NAME : 
{ 17. FRANCONIA CHINA . 
| 18. FRIGAST DANISH SILVER ADDRESS 
, 19. GORHAM FLATWARE ' 
1 20. HAVILAND CHINA cury 
Be os JCK-G : 
ee ET ee eT 
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—— the aid of high-school teachers in 
several of the schools of the area, Joseph K. Fasold, 
jeweler of Gulfport, Mississippi, has developed a sizable 
and profitable sterling flatware department. 

About five years ago, Fasold, whose 34-year-old jewelry 
store has a reputation as “a Bridal headquarters” in this 
populous, southern gulf coast area, concluded that his 
sterling flatware volume wasn’t satisfactory. Despite 
doubling of population in Gulfport and other surround- 
ing cities, sterling flatware sales had increased only 
slightly. It. was to do away with “sales-killing” methods 
that Fasold launched a thorough study into the situation. 

After discussions with other jewelers in similarly-sized 
cities, prospective brides themselves, etc., he came up 
with the conclusion that the store was operating with 
outmoded ideas,. utilizing merchandising methods which 
did not “stand out” and which did little to educate young 
girls in the Gulfport area to the huge stock of 46 sterling 
flatware patterns carried. “In other words, we were 
merely aping other stores in giving the girl graduates 
of each high school senior class a teaspoom, sending a 
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Today’s High School Student— 


Tomorrow's Silverware Customer! 






To familiarize every high school 
girl with the firm's complete sil- 
ver stock, each senior is invited 
to visit Fasold's to select a lapel 
spoon-pin of her favorite pattern. 


by R. L. ATKINS 


congratulatory letter, running the usual June Bride ad- 
vertisements, etc.,” Fasold said. “What was needed, | 
realized, was something which would familiarize every 
girl going through our local high schools with our com- 
plete stock of sterling and plated flatware, china and 
glass.” 

Fasold developed a clever bridal prospecting system, 
which differs sharply from that employed by most 
jewelers throughout the country. 

By far the most effective sales-building asset is his 
co-operation with high-school economics classes. Instead 
of merely sending a store representative around for a 
lecture on sterling flatware, china, crystal, etc., at the end 
of the school year, Fasold, through a simple idea, has 
seen to it that every young girl going through high- 
school economics classes is kept “Fasold-conscious” dur- 
ing the entire term. This is done by making up a scrap- 
book, one for each girl, which contains literature from all 
manufacturers who supply the Fasold store, incorporat- 
ing china, glass, sterling, gifts, booklets on marriage 
customs and etiquette, and in fact, everything which a 
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about the biggest and best | = 


WALLACE Gaidal Campaign 


ever presented! 





WALLACE Will Advertise To the Bride and For the 
Bride during the month of June! A promotion of gift hollo- 
ware will be featured in the June issues of HOUSE BEAUTIFUL 
and HARPER’S BAZAAR. These pages featuring sterling silver 











holloware for the bride will appear opposite full-color Wallace 
“Third Dimension Beauty” advertising. These advertisements 
will be given special position in these bridal issues of the 
publications. 


IN ADDITION Wallace has a complete schedule of “Third 
Dimension Beauty” advertising. Full color pages in leading 
national magazines and in the summer issues of the bridal 
publications will bring the Wallace Sterling patterns to the 
attention of over 20 million readers. 


You Have This National Advertising Plus complete 
Wallace plans for a local bridal promotion of your own. Wal- 
lace is sending to its dealers a bridal promotion kit with..... 


e reprint of the bridal holloware advertisement 
e suggested newspaper advertisements 
e details on Wallace bridal display 


e suggested radio commercials 


There’s everything you need for a big-volume Wallace business 
in June. You'll have the national support, the local weapons. 


So, plan now to put on your own Wallace bridal promotion 
and get a real share of the bridal business in your locality! 





WALLACE SILVERSMITHS, WALLINGFORD, CONNECTICUT... Since 1835 


For May, 1952, . 157 





future bride needs to know in tablesetting, playing the 
role of hostess, etc. As many as 45 of these books may 
be made up at a time, Fasold investing considerable time 
and effort on his own part and that of his employees. 
in turning out neat, helpful books, which students can 
put to practical use. 


“The girls carry these books through their entire 
home economics year,” Fasold said, “referring to them 
constantly to answer questions, to educate themselves, 
to use in making up luncheon settings, formal dinners, 
etc. By the end of the year, it is pretty near a certainty 
that each girl will absorb most of the information con- 
tained in the pamphlets, and that she is well sold on our 
store. 


“One page in the book, of course, we reserve for our- 
selves, with a history of the store, details on the large 
choice of sterling and tableware which we carry, plus 
a friendly invitation to visit and make a pattern selec- 
tion without waiting for the later engagement. The home 
economics teachers co-operate with us gladly, inasmuch 
as this information saves them a great deal of instruction 
time, and the result is a better-finished, better-educated 
student. Since we started on this plan, all of the high 


schools in the area have asked for the books, and while __ 


it now requires a considerable investment in time anid 
expense to supply all home economics students in each 
class, we are doing so.” 

Another “angle” which has met with enthusiasm from 
the students is that instead of offering new graduates 
the usual teaspoon, the jeweler presents them with a 
lapel spoon-pin which he has specially made to duplicate 
about half of the patterns he carries in stock. The lapel 
pin, worn constantly by young girls, serves to keep them 
reminded of the pattern they have selected. Moreover, 
the pin makes the young girl “jewelry-store conscious,” 
whereas the spoon, simply put away, would soon fade 
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Joseph Fasold, owner, shows 
a recent high school gradu- 
ate a china pattern from 
the store's extensive stock. 


from her memory. All of the spoon-pins are mounted on 
a large, biack velvet panel, from which the girl selects 
her pattern after receiving an invitational letter from the 
store at graduation time. “We have not tried to dupli- 
cate all of the patterns we carry in stock,” the jeweler 
explained, “due to the expense, but have covered our 


20 most popular patterns.” 

Next, when the high-school graduate or bride-to-be 
makes her selection, Fasold has an important “trump 
card” in explaining to each that the store will “equalize” 
all gift flatware purchased, to give the young bride a 
more nearly rounded, serviceable tablesetting no matter 
how purchases have run. This is an extremely important 
point, Fasold has found, and one which has carried his 

(Please turn to page 167) 


A sales person explains and shows a student the different ‘fancy 
pieces’ she will some day want to add to her silverware pattern. 
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uw, STERLING SILVER 


Your gift of Poole Sterling will help the bride 


to keep alive the cherished memories of her 


wedding day. She'll always remember you too, 


because Poole Sterling will give a lifetime of - 


service and always retain its traditional beauty. 


No other g gift will be quite as expressive — no 





Fin STERLING pi ‘ 
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No other gift will be quite as expressive — 
no other lasting gift will be quite so inex- 
pensive. Poole sterling will be a lifelong 
remembrance as it mellows in its traditional 
beauty. 


Write for Booklet 32 Ad ;. 
showing the = ” 
complete Poole line 





Sterling Picture Frame 
No. 242 $12.00 FTI 


Sterling Sugar, Creamer & Troy 
No. 33 $79.20 FTI 


es 


Seiter for Over Hal} 
Ster ing Cigorefte e Box 


rote SILVER COMPANY, INC. No 27 $42.00 FTI 
' bs) NER YORK. SN. Y 


POOLE SILVER 


NEW YORK — 366 Fifth Avenue 


* r 


POOLE’S 
NATIONAL ADVERTISING 
IS WORKING for YOU! 


During the bridal gift season just ahead, Poole’s 
advertising will be seen by over 2 million gift seeking 
readers. This powerful campaign is part of a con- 
tinuous program that is helping you sell more Poole 
Sterling Hollow ware. 


COMPANY, INC. TAUNTON, MASS. 


° CHICAGO — 29 E. Madison Street 








te, 
Wee 


Me I 


"epee te 


~1eaent 


a 
yn 


. *e®, : 
“ve - 
he } : ust 


1. “Romance,” is a newcomer to the Holmes & Edwards 
collection of sterling inlaid silverplate patterns. This 
six-piece place setting is priced to retail at $8.50. 


2. Beauty from ancient Greece and a touch of modern 
combine to make Dennison's new ring case, 8050TX. It 
is designed for one or two rings. Gold embossing adds 
richness to the blue, green, coral or ivory plastic. 


3. Wm. Rogers & Sons newest silverplate pattern is 
named “Primrose.” It has been designed with simple, 
tailored grace of line with the right touch of decora- 
tion. A 53-piece service with chest: $49.75, retail. 


4. The "Serenade," an ultra-modern alarm clock styled 
to fit any room in the house. A light-colored birch 
case surrounds jet-black dial and bronze-tinted bezel. 
Priced at $13.50. From the General Electric Company. 


5. The new Anniversary all-electric clock features a 
highly polished brass mounting and a rotating pendu- 
lum of lustrous Tenite plastic. It stands 12" high. 
From Mastercrafters Clock & Radio Co., Chicago, Ill. 


6. A new Brocade travel jewel box, the "Vogue," style 
590, with sculptured lines, is presented by Mele Mfg. 
Co., 366 Fifth Ave., N.Y.C. Has three velvet covered 
bottom sections, satin lid. Suggested retail: $2.50. 
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African Buffalo — new Northampton achievement in 
semi-formal tableware — will stir imagination, stimulate 
sales. Genuine Old English in design, yet modern as to- 
morrow in appeal, your enthusiasm will be matched by 
your customers, for sure! 


The richness and lustre of genuine African Water 
Buffalo horn handles complement the matchless quality of 
Northampton forged stainless steel blades. Popular mirror 
finish. Steak or chop knives are definitely sharp! Attrac- 
tively gift packaged. 





WY 





RETAIL PRICE LIST 








H-130 Steak Knives $40.00 Dozen 
H-130 Steak Forks 42.00 " 
H-175 Butter Spreaders 36.00 
H-| Teaspoons 39.00 
H-36 Bottle Opener, Ring 

Type 3.00 Each 
H-1 . Letter Opener 3.00 


All Goods Shipped in Gift Packages. 
Prices Subject to Change Without Notice. 


We will consider it a privilege 
to forward complete information 
and price list upon request. 
You can stake your reputation 


on Northampton Blades! 


GUTLERY GOMPANY 


bg ct h amyplo VL EstasisHep 1871 Northampton 2, Massachusetts 
a 
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|. A luxurious gift item is the new A.S.R. Ascot Flor- 
entine Dagger Lighter. Available in gold finish with a 
choice of three hilt colors in either simulated black 
onyx, jade green or beige onyx. To retail for $19.95. 


2. For the election year, a pair of donkey and elephant 
discs for necklaces or tag bracelets. Suggested retail 
price is $4.25 for gold-filled disc and $3.75 for ster- 
ling disc. Available from Dunn Bros., Providence, R. I. 


3. "Four-Aces" link and tie clasp set by Swank, Inc., 
Attleboro, Mass. Links retail at $3.50; clasp, $2.50. 


4. The “Toyo Girl" wears a new cultured pearl choker 
combining 14K gold links and selected cultured pearls, 
to retail at $140 Keystone; matching earrings are $40 
Keystone. Toyo Pearl Co., 542 S. Broadway, L. A. 


5. This nine-stone cluster ring is one of many styles 
available in Kon-ite line by A. Sauer & Co., Cincinnati, 
Ohio. The rings are authentic reproductions of early 
American creations; are cast in one piece in 14K gold. 


6. A new fashion in summer jewelry styled by Jo Anne 
for spring and summer sales. Seashore coral design is 
available in either coral color or in hand painted 
multi. $9.95, retail. Central Novelty Co., Providence. 


7. These sterling earrings are hand-set with marcasites 


around genuine green onyx center stone. They are 
from Kimler & Daniel, 83 Canal S+., N.Y. $14 Keystone. 
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Getting Gifts Galore! Jewelry, watches, 
whatever you sell, for more milestones than any- 
one else. Gifts she nearly always selects herself. 


Hope Chest Buyer! She collects silver, china, 
glass—with hints or with her own money. Teen- 
age girls will spend 3.7 billion dollars—in 1952. 


Here Comes The Bride! More girls marry 
at 18 than at any other age. So teens need the 
basics now, want the extras too. Make your 
store their shopping headquarters...for life! 


SEVENTEEN HELPS YOU SELL TWO WAYS 


Thru our magazine — In every issue SEVENTEEN advises its 2’ million 
readers to acquire hope chest needs now. April, for example, had a five 
page feature devoted to silver, china and glassware. 


Thru your store—SEVENTEEN provides you with teen-selling plans 
and free display materials. Want to draw your local teens into your 
store? Write SEVENTEEN’s Sales Promotion Dept. for our “Treasure 


Chest” Merchandising Kit. 


SEVENTEEN carries more 
silverware advertising than 







§ that young 
woman 


in her teens 


these SEVENTEEN 
advertisers are 
helping you sell 

the teen-age market: 





Accessocraft 

Bausch & Lomb 
Buxton Billfolds 
Cameo Billfolds 
Columbia Walescraft 
Coro, Inc. 

Dirilyte 

1847 Rogers 
Farrington Cases 
Feature Rings 
Flintridge China 
Gorham Company 
Haviland China 
Holmes & Edwards 
international Sterling 
Joell Mfg. Co. 
Keepsake Rings 

Kirk Sterling 

La Tausca Pearls 
Lenox China 

Lunt Silversmiths 
National Silver 
Orange Blossom Rings 
Princess Gardner 
Reed & Barton 
Rexbilt Leather Goods 
Richelieu Pearls 
Rogers Sterling 

Rolfs Billfolds 
Syracuse China 
Towle Silverware 
Wallace Silversmiths 


sommes: SAVCNLOEN Sel" 


NEW YORK *« BOSTON « CHICAGO « HOLLYWOOD « ATLANTA 
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Stone of the Month 


(From page 115) 


because its pale lustrous blue color resembles moon- 
light. The virtues attributed to this stone were to 
protect from harm and danger in traveling by sea 
and land; to give mental inspiration; to bring suc- 
cess and good fortune in love; also to preserve its 
wearer against sickness to which those born under the 
sign of Cancer were particularly liable. 


Romantic Background: 


The moonstone is believed to bring good fortune 
and is regarded as a sacred stone in India. When dis- 
played for sale there, it is always shown on a yellow 
cloth, as yellow is an especially sacred color. 

Indians believe that the moon gives the stone its 
color and that the best varieties of blue moonstone 
are washed up on the beaches by the tides when the 
sun and moon are in very harmonious relation, at 
intervals of 21 years. This is said to be the basis for 
the saying “Once in a blue moon.” 

To this stone was also attributed the power of in- 
dicating the waxing and waning of the moon by a 
white mark in the stone which took the shape of the 
moon and grew larger and smaller as the moon did. 

Moonstone is one of many different kinds of min- 
eral which belong to the feldspar family. A lovely 





stone which once found high favor for jewelry use, 
moonstones today are meeting revived popularity, 





The Guessing Town of Clarinda, Iowa 


Cramers Jewelry Store and Heil Jewelry Co., Clarinda, 
Iowa, joined with 39 other merchants in promoting ap 
interesting Guessing Contest in connection with Clarinda’s 
annual Harvest of Bargains last Fall. 

The 41 merchants offered the public an opportunity to 
participate in a guessing contest at each of the stores 
with no purchases necessary. The Cramers Jewelry Store 
offered a pen and pencil set to the person who guessed 
closest to the actual value of a large diamond displayed 
in the show window. The value of the diamond was $938 
retail and the winning woman guessed $934.03. 

Each merchant required that the person guessing sign 
his name and address and make a written estimate of his 
guess on each prize. In this way many retailers built 
excellent mailing lists. 

The contests were scheduled for three days and were 
part of a widely advertised Harvest of Bargains. Mer. 
chants said that rural and town people told them they 
enjoyed the contests very much and would like to have 
them repeated in a year or two. 

The community advertising for the Harvest of Bargains 
included newspaper space with each merchant offering 
three bargains at rock bottom prices. Some radio adver. 
tising was also used in the rural trade area surrounding 
this prosperous lowa community. 
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Strictly Refiners 
Not Manufacturers 


ll 














21 West 46th Street 








Metals of Guaranteed Purity 


PLATINUM - 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 
| 
| 


W. solicit your Sweeps - 


Filings — Scrap Gold and 
Platinum — Metals 


Your Ol Gold Shipments 


Special Atention 
Kastenhuber & Lehrfeld, Inc. || 


Tel. LUxemburg 2-2320 


PALLADIUM 


WILL RECEIVE 





New York 19, N. Y. 
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Dignity Best Approach 
(From page 124) 


and praised it so highly that Smith made another $1,500 
sale to one of those friends. 

“Without that dignified merchandising I could never 
have reached the original customer in this particular 
case,” he declares, “in fact he probably would never have 
even bothered to come into my store at any time. People 
think of jewelry as dignified merchandise and its up to 
every true jeweler to keep it that way!” 

Smith has been in business for 25 years. His store is a 
perfect example of his theory of jewelry merchandising. 
Everything is displayed as though each item were the 
“crown jewels.” A limited amount of advertising mate- 
rial is used in the store. Located in Coffeyville’s leading 
hotel building on the corner location, the store is identi- 
fied only by a very small sign on the store entrance door 
but more particularly by window displays stressing his 
theory of jewelry merchandising. 

Smith’s window display program calls for displaying 
the maximum merchandise without crowding or by so- 
called “mass display” techniques. He believes that the 
more a jeweler can put into his windows the more mer- 
chandise he will sell, but that this should never be carried 
out to the extent of over-crowding. 

His advertising program carries through the general 
theme of dignified merchandising. Smith uses a single 
spot radio announcement over the local station each day 
and these are always used to carry through on this theme 


except during seasonal merchandising periods. He be- 
lieves in the use of medium-sized newspaper advertise- 
ments only. Too big advertisements, he explains, tend to 
place the store in the class with firms conventionally using 
that amount of space and whose programs are built 
around mass appeal, and which, he believes, are not 
adapted to good jewelry store merchandising. Too small 
space is always lost in any newspaper, no matter what 
position may be used, he feels. 

Direct mail advertising is used only sparingly by Smith 
and here again the dignified touch is maintained through 
sending out personal hand-written notes to select cus- 
tomers making specific suggestions he believes suited to 
their needs. This is the best and most effective type of 
direct mail advertising he has ever used and he believes 
it’s pulling power so great that the extra time and effort 
necessary to create individual notes to each prospective 
customer well justified in view of the returns the program 
brings each time he uses it. 

Smith also believes it most important that the jeweler 
know all of his customers by name and know everything 
there is to know about them so that their likes and dis- 
likes can always be understood and weighed in making 
specific suggestions to these customers. 

“Suggestive selling can be effective only when you have 
knowledge of enough of the background of each individ- 
ual customer to thoroughly understand their uses of the 
merchandise you carry, their likes and dislikes, their 
social position, their ability to buy and their appreciation 
for finer jewelry,” Smith says. “The idea that suggestive 
selling is just picking up any specific piece of merchan- 





Millions read these facts in the 
December Reader’s Digest 


Pacific Silver Cloth was rated the best 
antitarnish wrapping by an impartial 
research laboratory selected by the 
Reader's Digest. This patented, chestnut 
brown, feltlike fabric is impregnated 
with a chemical compound of silver. The 
millions of tiny particles of the silver 
salt trap any sulphur gas before it gets 
through to the wrapped silver. Pacific 
Silver Cloth comes in ready-made bags 
for hollow-ware, in rolls for flatware or 
by the piece (31 inches wide). With 
— use, it will protect silverware 
rom tarnish for 15 or 20 years. 
See “To Keep Silver Bright,’ 
December Reader's Digest 
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PACIFIC MILLS... 
Weavers of fine Cottons, Rayons, Worsteds and Woolens 


FOR May. 1952 








Only PACTHC Silver Cloth 


positively prevents tarnish 





PACIFIC MILLS, Dept. 5R, 1407 Broadway, New York 18, N. Y. 





Gentlemen: I am interested in wraps_________, chests. ‘ 
hollow-ware bags , place-setting rolls , packets 
made with Pacific Silver Cloth. Send me names of sources. 














Name 


Dept. 








Position 





Store 





Street Address 


City Zone State 
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dise and trying to sell it to any given customer is all 
wrong; nine times out of ten it will be a waste of time. 
“When the jeweler takes the trouble to learn all about 
his customers he is then in a position to make specific 
suggestions, either in person in the store, by direct mail 
or through his advertising, that will reach a receptive 
spot because the customer has an appreciation for the item 
being offered.” 
_, But the most important thing of all in planning any 
merchandising effort, Smith repeats, is to remember that 
people think of jewelry as dignified merchandise and to 
keep all of one’s merchandising efforts cloaked in that 
dignity. 





Pearl Testing 


(From page 122) 


whether a large button pearl in a ring is half drilled and 
pegged or so-called “chinese drilled.” The latter type 
of drilling was used to enable the owner to wear the 
pearl as a button for a garment. If this type of pearl is 
to be unmounted or merely appraised, the X-ray photo- 
graph will help considerably in determining a course of 
action by interested parties. (See Fig. 3.) The ex- 
istence of a broken peg within the body of a pearl shows 
in an X-radiograph and knowledge of it has prevented 
possible damage when remounting. 

Rarely the radiograph of a cultured black pearl will 
show that it has been treated with a metallic dye. The 


radiograph reveals a characteristic light ring around the 
nucleus, which is the reverse of the customary dark ring, 
This is caused by the fact that a metallic deposition 
within the conchiolin ring does not allow the X-rays to 
penetrate in this area and affect the film. 

Among the pearl identifications in the Laboratory 
files where a copy of every report is kept along with jts 
numbered radiograph, are other interesting variations 
such as an example of a rare cultured pearl with a lentil 
shaped nucleus, a natural pearl with a quantity of wire 
in the center, and a necklace of twinned cultural pearls, 

The Laboratory welcomes the opportunity to assist 
with problems of pearl identification. Usually an identi. 
fication is made while the bearer waits, though very large 
pearls require much more time than those under 7 to 3 
millimeters. Items received by mail are identified and 
returned the same day along with the written report. 





To stimulate gift buying for babies, LeGrand Jewelry 
Co., Jackson, Mississippi, employs clever newspaper 
advertising. For example, one ad had the following 
heading, “Social climbers in the high chair set deserve 
sterling gifts.’ A variety of silver merchandise was 
illustrated and prices listed. The store backed the ad 
with an eye-catching window display. In the center of 
the window was a card in a silver frame which re. 
peated the “Social climbers” ad heading. The display 
included a photo of baby in a silver frame, a porridge 
dish with silver fork and spoon, silver comb and brush 
set. tiny birthstone rings, silver mugs and silver bib 


holder. 















#1045 


17 Jewel. Rolled gold 
plate—steel back. 
Bracelet. Retail $39.75. 


Built Right! 
Styled Right! 






#1315 


19 Jewel. 14 Karat 
yellow or white gold 
case. Cord. Retail $71.50 








Priced Right! 


Feature these beautiful, new Waltham 
Watches for your spring graduation and 
wedding business. 








Your D. C. Percival salesman will soon 
be in to show you Waltham’'s up-to-the- 
minute 1952 line. 






#2141 


19 Jewel. 10 Karat 
gold filled—steel back 
case. Bracelet. Retail 

$49.75. 


#2330 


19 Jewel. 10 Karat 
gold filled. Strap. 
Retail $71.50. 





All Prices: Federal Tax Included 


D. C. PERCIVAL & CO., 


Boston - Massachusetts 
Authorized Wholesale Distributors for Waltham Watches 


Inc. 
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Tomorrow’s Customers 


(From page 158) 


store name to young girls living literally hundreds of 
miles away from Gulfport. 

“What we do, is to merely insure each bride who 
registers her patterns and makes a selection of the items 
she wants, that she will not wind up with 14 salad forks, 
for example, and only three teaspoons, or a dozen butter 
spreaders, and only seven knives,” he explained. “Under 
the equalization plan, if the young bride has received 
too many of any item, she is entitled to trade it in on the 
missing items, with the result that her setting will be 
more nearly complete and ready for use. While there will 
be times when it is impossible to work out a complete 
tablesetting, as a general rule, we are able to produce a 
setting which the girl appreciates far more, and which 
enables her to use it right away with no outstanding 
deficits in her silver settings.” 

From time to time, Fasold indicated, there are in- 
stances in which relatives or friends, either through 
economic reasons, or a mistaken choice, buy too many 
of one item, and completely overlook the balancing match- 
ing item. His “equalization” program thus gives every 
young bride a far better opportunity of coming out with 
what she wants, and the appreciation which customers 
pass along to other young girls has been a continuously 
valuable merchandising asset. “We have been consis- 
tently surprised how well the policy has become known,” 
Fasold added. “There is no question but what it has 


been responsible for a large percentage of our new bridal 
customers each year.” 


Fasold maintains his bridal pattern registration and 
uses it for an annual followup, each Christmas, when he 
writes to parents, husbands, or other relatives, notifying 
them that certain pieces of flatware are not included in 
the girl’s tablesettings, and suggesting that they be pur- 
chased as gifts. “This idea is by no means confined to 
use after the wedding,” he said. “It is equally valuable 
prior to marriage, or even to the engagement, when :we 
can contact the parents of young girls who have already 
made a silver selection, and who will greatly appreciate 
sterling flatware gifts for their hope chests. We have 
moved a lot of our volume into the pre-marriage bracket 
by several years.” 


The result has been a constantly increasing bridal 
sales volume, year after year, for the past decade, and 
this enterprising southern jeweler has found that at least 
80 per cent of the graduating girls from each high 
school’s economics class now become his customers. 





A single baby gift item was featured in a newspaper 
ad by Findlays, Chicago—a sterling silver milk cup. 
The ad showed a picture of thé cifp and copy read: 
“It's Findlays for precious gifts for your precious 
baby. A sterling silver milk cup all his very own—a 
treasure for years to come. Probably you still have 
your own milk cup from your own baby days. If so, 
you know what a cherished possession a baby cup can 
become. Its value will grow greater as the years pass.” 














ie Amazing Mew Silverfile : 
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SELLS 
ITSELF! 








SILVERFILE, the smart new way of storing flat silver, is creatin 





tremendous enthusiasm among buyers and customers alike. A practical, 
ingenious idea, SILVERFILE has terrific appeal to home-makers and 
with the heavy schedule of consumer advertising now under way 
(reaching more than 50 million people) retailers should reap a rich 
harvest in profitable sales. 

SILVERFILE is a compact, handy “file” that not only makes silver 
care and table setting easier—it actually prevents tarnish because it’s 
lined with Pacific Silver Cloth, the miracle fabric that keeps silver bright 
without polishing. Beautifully made of washable, waterproof Firestone 
Velon, in Champagne colored brocade-like “Sea Lace” design. 


STYLE 84 — Holds 12 Place Settings........ $14.95 
TWO SIZES STYLE 56— Holds 8 Place Settings........ $13.95 


tlersafe 
» TZ 


FOR SERVING PIECES 
The same protection from _ tarnish, 
the same finger-tip accessibility is 
| ee ee available for your serving pieces in 
Ll the new SILVERSAFE. Made of the 
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— —— same matenal exactly as Silverfile. 
THIS STRIKING DISPLAY 
MAIL YOUR ORDER TODAY! Your customers will see SILVERIILE advertising in 
Good Housekeeping, House Beautiful, Better Homes & Gardens, Woman’s Home 


Holds up to 20 pieces when similar 
% with your initial purchase 
of 6 or more SILVERFILES 
ha Companion, Bride’s Magazine and other national magazines. Be sure they see it on 


shapes are nested together. 
r display in your store. Your discount 40%. Add 25c each when ordering only 1 or 2 
REEVE and MITCHELL COMPANY Gisplay in your store. Your discount 40% 
Division of Schwartz Mfg. Co. 


300 Spruce Street, Philadelphia 6, Pa. 


FOR May, 1952 | 167 











Confidence 
re JEWELERS 


(From page 89) 


™ \ Broer-Freeman ads stress factors which determine 
LE KR diamond quality and this consequently helps educate the 
EW E public to what diamond quality is. As a result, John 
\ Toledo Public is beginning to understand why two dia. 


monds may look exactly alike but vary several hundred 


ACTIVE — INACTIVE AND OBSOLETE me geen, 


When a potential diamond customer visits the Broer. 


STERLING FLATWARE PATTERNS CAN Freeman store he is shown a tray containing five dia. 
monds in identical settings—five diamonds that at first 
BE TURNED INTO CASH NOW! glance look alike but vary greatly in quality and price. 
The customer is then taken into the firm’s “Diamond 


Many of your customers are interested in changing Room” where the instruments are kept with which a 


their incomplete or obsolete patterns of flatware for 


new patterns, providing they can receive a fair price diamond’s value and quality may be determined. The 
4 = old es = _ ee for customer is permitted to examine a few diamonds under 
is sliver and W pieased to make a tentative ° at ° 
sieve ceseint <8 teleneediion a0 ts questite, ean- the probing lenses of gemological instruments. 
dition, etc.; or, a definite offer on receipt of the Almost without exception,” Mr. Broer says, “they are 
silver. This will enable you to obtain a much higher impressed and pleased. It’s no longer a matter of takin 
price for the old silver. We are also interested im :; ' 8 
purchasing any sterling silver your customers wish our word for it. Once they see the logic of the whole 
to dispose of or any sterling flat or hollowware stock, thing there’s nothing left to question.” 
either new or used. The confidence inspired by this candid approach leads 
Corréspondence Solicited to further sales. The program brings in new customers 
Ci-enaiitees tees wee and, with the confidence inspired, keeps them. 
or surplus jewelry and diamonds. Other firms, too, have capitalized on education pro- 


grams to create confidence. The Moon Jewelry Co. of 


Julius Goodman & Son Tallahassee and Underwood’s, Jacksonville, Florida, are 


only two examples of hundreds of firms equipped with 
Na MADISON AVE. MEMPHIS |, TENN. Y “know how” and the necessary equipment to demonstrate 
it to the public. 

















GEM EXHIBITS 

Not to be overlooked either as an effective means of 
creating confidence, as well as arousing an area-wide 

S A | F S M a N interest in diamonds, is the gem exhibit. 
H. A. Goldberg, owner of Cooper’s Jewelers & Silver- 
smiths, Portsmouth, Virginia, believes that while the dia- 
W A N T a D mond is a unique gem it sometimes requires a little stimu- 
| lation to remind the public how beautiful it is. A diamond 
exhibit accomplishes this and furthermore establishes 


Excellent opportunity with a na- the belief that a store conducting such an enterprise 1s 

tional organization for experienced capable and qualified to satisfy the public’s diamond 
] havi : neg. needs. 

SEE Seeing oe Sang A few years ago Cooper’s staged a three-day $500,000 

Liberal drawing account against diamond exhibit. The affair was announced in local 


papers and advertising was keyed to appeal to wives and 
sweethearts as well as students from local schools who 
might be interested in learning the history and processing 
of diamonds from the mine to the ring setting. 

To reach a large segment of the public, Cooper’s held 
a preview on the stage of a local theater the night before 
the exhibit was to open officially at the store. The gems 
were dramatically modeled and a special broadcast of the 
proceedings were announced over local station WSAP. 


commissions for right men accus- 
tomed to top earnings. 


Established territories with active 
accounts available. 


State lines carried, territory cov- 
ered, background, references. Re- 


plies in confidence. A running commentary about the gems was given while 
they were being modeled. ‘ 
7 ” The following day the town’s mayor was on hand to 
Box A., 2807, care e following day y 


cut the ribbon—a gesture which formally opened 


’s di d exhibi he public. 
THE JEWELERS’ CIRCULAR-KEYSTONE | | “rhe $500,000. display featured diamond bracelets 
100 East 42nd Street New York 17, N. Y. watches, rings, pins, brooches, and clips, all of which 


were carefully displayed for maximum effects. Contrasts 
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between rough diamonds and the finished product were 
emphasized by uncut stones and pictures from the Smith- 
sonian Institute of Washington. Besides the collection of 
real diamonds, replicas of world-famous stones were 
shown, including copies of the 441% carat Hope and the 
Cullinan I. 

What were the results of this diamond exhibit? By 

roviding entertainment which offered educational bene- 
fits, it left the public with the strong belief that Cooper’s 
is a good place to buy diamonds. In the words of Gold- 
berg, “It not only made people diamond conscious, it 
also left them know that our store is a headquarters for 
diamonds.” 

The diamond exhibit has been successfully employed 
by Kay Jewelry Co. in an elaborate “caravan” which 
visited all the cities in which Kay stores are located. The 
basic idea which the firm wanted to register in their 
exhibits was “Lovely diamonds for you, at a price you 
can afford to pay.” 

Bringing together a group of handsome diamond 
pieces, totaling half a million dollars in value, the four- 
day show was planned (1) to promote the prestige of the 
Kay Jewelry Co., (2) explain the origin and the manu- 
facture of the diamond, (3) point out some of the stones 
used to enhance diamond settings and the ways in which 
they are best used. 

Cecil D. Kaufmann, company president, wanted to give 
customers even something more. He wanted them to 
know why they could have confidence in the Kay stores— 
he wanted them to know the nature of the value they 
were receiving. 

So, in cooperation with a wholesale jewelry company, 
Mr. Kaufmann decided to develop a traveling diamond 
exhibit for his stores. 

Two local beauty contest winners were used to model 
the diamond jewelry in a Washington, D. C., movie 
house. Suzanne Steinem, directress of the Washington 
School of Gemology, provided descriptions of the jewels 
as they were modeled. Apart from descriptions, she added 
bits of lore about the diamonds, such as the origin of 
the wedding ring, the. meaning of the term “Marquise 
Diamond,” etc. ee a 





‘Every Dad Has His Day’ 





Last year Smith Patterson's, Boston, devoted its entrance window to 

a display of Father's Day gift suggestions. A scroll in the center 

of the window read, “Every Dad has his day!" Clocks, ash trays, 
lighters, and trophies were featured. 


For May, 1952 





DEATTIE 
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The only lighter 
with the flame 
you can point 





UPRIGHT 
for cigarettes 
and cigars 


















0 ae 
jet flame for pipes 





7 reasons why 
Beattie Jet Lighters 
sell more easily 


@ Two flames—jet for pipes—regular for cigars 
and cigarettes. 


@ Wick that needs no replacement. 

@ Longest flint. 

@ Huge fuel capacity. 

@ Slip cover for easy fueling. 

@ FULLY GUARANTEED against defects in mate- 


rials and workmanship. 
@ Consistent advertising in consumer magazines. 


RETAILING AT: 
Di I S, 5c incnncccuieee chaunbbeneskwees $ 6.85 Tax Included 
Prey i ID 5. no.nc co ceuncnsnencacada 8.00 Tax Included 
Sy GP. Ge I Snide coins s ccccbabennsecccas 8.00 Tax Included 
Engine Turned Chrome ................ Sdidonedteaaie 9.25 Tax Included 
sos eneenaeaddaasteeceel 10.00* 
Heavy Gold Plate, Leather Covered .............. 15.00* 
Heavy Gauge Sterling Silver ...................... 27.50* 
Desk Model, Genuine Leather ..................... 10.30 Tax Included 


Extra Large Beattie Flints retailing.............. 25¢ per pkg. 


*Subject to 20% Retail Excise Tax 
Ask your favorite wholesaler or write direct 
to Beattie for name of distributor nearest you. 


FO @ OOS 28S S2SSVSBSBB|VB|SVIBSBSS*®*SS@IOVOOSOHOOOGOOOOe@" 


Beattie Jet Products Inc., Box JC-K 
17 E. 48th St., New York I7, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighter to: 


NAME 





FIRM NAME 





ADDRESS 
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Following the movie house exhibit the display was 


W ATCH 5 AND SH ft ARS moved to the Kay store. There Mrs. Steinem constantly 


encouraged visitors to try on the jewelry. “Don’t }e 
















































Q vick Easy Way afraid of them,” she told one shy housewife. “They were 
to Sh B l made to wear.” 
O orten Bracelet Ends This exhibit, with its glamor of beautiful adornments 


NO SAWING, FILING OR GRINDING and its fund of interesting and useful information about 


gems served a two-fold purpose for the Kay Jewelry Co, 
First and foremost, it was a public service linking the 
name “Kay” with diamonds; also, by emphasizing that 
jewels are for everyone to wear and that there is a fine 
jewel in each price bracket, the Kay Jewelry Co. intro. 
duced a personal note. This was, in effect, informing 
the public that Kay is ready to serve the public in its 
individual needs and wants in fine diamonds. 

While diamond exhibits and educational programs 
arouse public interest in diamonds and confidence in the 
participating stores, the personal integrity of the individ. 
ual jeweler is equally effective in attracting diamond 





customers. 

; A jeweler who directs, or is in some way associated 
One cutting action and bracelet end is shortened with a charitable appeal—like the Red Cross or the 
to a perfect fit and the end is left in a condition of Community Chest—links his name with an honored and 
perfect roundness and smoothness. respected cause. Thus, Mr. Jeweler is looked upon by 
This tool will save time and patience, improve his fellow townsmen as a man of integrity. As an indi- 
service and appearance of work. An investment vidual, and a business man, he has the public’s faith and 

that pays off well. = . _—  @ , 
itness the case o illiam M. Savitt, president of 
JOSEPH B. BECHTEL & CO., INC. Savitt, Inc., Hartford, Conn. Savitt recently served as 


Wholesale Distributor 


729 Sansom Street Philadelphia 6, Pa. 





chairman of the local Red Cross fund campaign. His 
efforts on behalf of this charitable organization were 
summed up by an editorial which appeared in a Hartford 
daily. “Chairman William M. Savitt has been the per- 
sonification of enthusiasm, of confidence, of industry and 
of personal sacrifice for the success of this great cause.’ 

The confidence the public has in an individual is 
always extended to his business. An honored citizen, 
Savitt is per se a respected businessman. As a result, 
when a person is planning to purchase a diamond he 
will invariably turn to the jeweler who he respects as 
a man, one who has his integrity and confidence. 

Take your choice as to the method you adopt to inspire 
public confidence. But it is essential that your store 
inspire confidence. With it, people will come into your 
store first—when they are in the market for a diamond. 




















Anniversary Ad Reminds Public 
Of Store’s Long Service 


Recently the Webb Jewelry Store, West Chester, Penna., 
commemorated its 75th anniversary by using a striking 
full-page ad in a local newspaper. 

Horace T. Webb, store owner, stated in the ad, “Look- 
_ ing back over the years, we realize how many pleasant 








i associations and friendly contacts we have enjoyed dur- 
VERY day in the year someone in your _ ing the 75 years of fair dealing, thus earning the confi- 
neighborhood is searching for an unusual dence of the public. Throughout this long period the 

gift for a wedding, birthday or anniversary. - management has been in one family, the founder, his 


You can turn this search into a sale | . . 
. s usl- 
, . . by featuring the “Golden Hour”. . . | son and grandson. This is a record, equaled by few b 


America’s most popular gift clock. | ness houses.” 
24 karat gold plated .. . fully guaranteed. By means of publicizing the number of years that a 
firm has been in business is an excellent, time-tested 
method of building prestige locally and building confi- 
JEFFERSON ELECTRIC CO. © BELLWOOD, ILLINOIS dence among prospects in the jeweler’s trading area. 


Call your wholesaler 
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Bridal Window 


(From page 102) 


pretty pair in plaster or papier mache or you may make 
or have them made in paper sculpture. What you do 
will depend on what type of decorative materials are 
available most conveniently for you. 

From a department store or display supply house, you 
can get tiny nosegay bouquets of bridal flowers—orange 
blossoms, lily of the valley, roses, gardenias—all are 
appropriate, used either separately or in mixed bouquets. 
All in white, of course. These may be tied with narrow 
white ribbon bows. Additional narrow ribbon streamers 
extend from the bridal portrait to the merchandise. 

Copy on diamonds, rings and bridal gifts is lettered 
on heart-shaped cards—one large one near the picture, 
two smaller ones with the merchandise groupings on the 
window floor. 

The background for this window should, if possible, 
be a soft shade of blue. A pale green or rose or any 
neutral gray or beige would be all right, but blue would 
contrast most effectively with the white bridal acces- 
sories and is considered the bride’s color. 





‘The Company We Keep’ 


A highly striking ad by Brock & Co. recently graced 
the pages of Los Angeles newspapers. Titled ‘““The Com- 
pany We Keep,” the ad read as follows: “The Brock 
name has been so long associated with jewelry of exclu- 





sive quality and design, many persons overlook the fact 
that we also represent other distinguished names—famous 
nationally and internationally. In selecting the products 
of others, to offer side by side with Brock creations, we 
are always careiul they measure up to our own rigid 
standard.” 

Lhe copy continued, “They must be of proved quality 
and value, backed by makers and craftsmen of estab- 
lished integrity. They must equally reflect the restrained 
good taste which is a Brock tradition.” The ad then 
listed the names of famous silver and watch manufac- 
turers whose products are carried by Brock. 





Student Designs 


(From page 126) 


be understood in the wide variety of original exhibition 
pieces. As Mr. Jakobb explained, the aim of the course 
is to provide each student, who is in some way associated 
with the jewelry industry, a basic knowledge of jewelry 
design in particular and jewelry itself. 

Many of Mr. Jakobb’s former students are today lead- 
ing designers in the jewelry industry. As a matter of 
fact, Mr. Jakobb is particularly proud of two former 
students who are now employed by the Henry Birks & 
Son firm of Canada. These designers created jewelry 
recently for Queen Elizabeth during her visit to Canada. 

The entire jewelry design program is under the direc- 
tion of Mr. Jakobb, who is well-known in the jewelry 
trade as an outstanding designer in his own right. 











' to the RESCUE! 


** 
OS000 
es ae «wee ee 
SO OO 
SOOO Oa) 















(a 





4 


es 








> 
\ y, 





WALES 
A Gift 


Where Even the Package 
is a Present! 


WA L ES COLUMBIA WALESCRAFT, Ltd., 22 W. 32nd St., N. Y.1,N. Y. 


FOR May, 1952 


NEW PACKAGING . . . NEW GIFT IDEAS! 
The Dealer's dream of the complete product 
Where both the item and package are merchandised 


Choose a WALES top-flight combination! A men’s hand- 
some gilt-edged Billfold packaged in a unique ‘odds ’n 
ends’ re-usable jewel box...and a ‘Tidy Trio’ men’s pocket 
wardrobe complete with matching compact Pocket Secre- 
tary, flat-folding Billfold and zippered Key Case. 













Write for 
full catalog of 
WALES quality 


products, Dept. K 


171 





now you cash in on gift 


C nratOUONS to sal} /; 
f git P all year round Med 


“~~ . . 
>) Vy 
: 
* 











OX tial ye 4 
Ne EIS 
BIRTHDAYS 


(Every day is someone's birthday) 
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tlisales 365 days a year! 


You know the gift business is your best business. Now, watch your watch business soar 
when you promote gift-giving, not just a few times of the year, but all year ‘round! 
You avoid seasonal slumps. You do maximum volume day after day! And you do it with 
U. S. Time’s unique GIFTIME PROGRAM. This program covers major gift-occasions— 
your greatest opportunities for selling watches in volume! The sooner you start with 
U. S. Time, the more business you do. Fill out the coupon on this page, now. 


Nationally in leading magazines the U. S. Time GIFTIME PROGRAM puts over gift- 
days for you with powerful advertising! 








Locally ...U. S. Time brings you all the Point-of-Sale material you need to tie in and 
cash in with the GIFTIME PROGRAM! Display cards—festive holiday ribbons—streamers 
—ad mats—radio spots—greeting cards—mailing pieces—and more! 


Always... you sell today's greatest watch-values—U. S. TIME. 


in time with tomorrow—to sell today 


THE UNITED STATES TIME CORPORATION US 
World’s Largest Manufacturer of Wrist Watches TIME 


CORPORATION 


You sell GIFTIME WATCHES for every occasion—every taste 












Walt Disney's — 3 
CINDERELLA. Lo i, INGERSOLL ‘“ : TIM EX 
MICKEY MOUSE, £ 3 ~ al the famed TE oN “\ \ a quality watch 
ALICE-IN-WONDERLAND, fi 4 economy watch q eS | featuring the 
SNOW WHITE and <— for sports or ) a. a V-CONIC es- 


‘ HOPALONG CASSIDY. A | ee m- By), _copement, 


6.95 to 15.95, 


irresistible to children, ANE : 2 6.95, pilus tax. 
7 | plus tax. 


6.95, plus tax. 


UNITED STATES TIME CORPORATION 
500 Fifth Ave., New York 36, N. Y. 


PLAN NOW FOR 


Your GIFTIME PROGRAM can mean year-round sales. Please send me the streamers 


TH b REST ‘e) 3 19 52 —display cards—all the promotional aids | need for gift selling for: 
[] Back-to-School ["] Christmas [_] Birthdays (every day's a birthday) 
Use This Coupon; Enjoy the [_] Please have your representative show me the full U. S. Time Program—including 


Results. The Sooner You Start — the most promotable low-price watches made. 


The More Business You Do. NAME 
ADDRESS_ 
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1. Rose and Gold Design 





2. "Chatham" Cutting 








3. Informal China 





4. Bronze Boat 


[] |. Simplicity. and elegance are combined in "Roselyn" pat- 
tern on couple shape in china dinnerware, featuring single 
pink rose with 24K gold leaves and rim band; 5-pc. place 
setting $21.25 retail. From Lenox, Inc., of Trenton, N. J. 


[] 2. Recently introduced, this "Chatham" polished cutting is 
done on the "Rutledge" shape in stemware, to be retailed 
at $2.75 each; and in 7" and 8" plates, retail $2.75 and 
$3 each. Made by Fostoria Glass Co., Moundsville, W. Va. 


3. “Country Squire" pattern in Winfield China has yellow 
abstract apple against faint plaid design in rust on cream 
white background; 16-pc. starter set, $18.95. Created by 
American Ceramic Products, Inc., of Santa Monica, Calif. 





(] 4. Unusual accessory item is this row-boat, fashioned in 
solid bronze. The boat is an ash tray, the oars are used 
as pipe reamers and cigarette snuffers; retails at $10.50. 
From Hudson Art Importing Co., Inc., 225 Fifth Ave., N. Y. 





5. Pottery Accessories 


[] 5. Pottery by Grosjean Originals shows base shading from 
pale green to deep emerald, with rich red applies; 14" tray 
bowl retails for $3; center bow, for $8; 834" salad tray 
$2. From Kellems-Pasadena, 2573 Bersa St., Pasadena, Cal. 
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Srofit Ropally 
with Roval Poulton 





Sell Royal Doulton character jugs to 

your customers for as little as $2.00... 
Royal Doulton figurines from $6.50. 

ee Only genuine English Royal Doulton 

a he F offers you the prestige of a top name 

in the china world. Only Royal Doulton 

offers you the support of one of the 

biggest advertising campaigns in the 

whole industry. Thirty-one national 

ads in 1952 in nine leading magazines: 


: BETTER HOMES & GARDENS - MADEMOISELLE 
ga) BRIDE’S MAGAZINE - MODERN BRIDE 

f HOLIDAY - HOUSE & GARDEN - HOUSE BEAUTIFUL 
NEW YORKER - SUNSET 


Visit our displays at the Gift Shows in 
Los Angeles, Chicago, New Yerk, Dallas and 


Boston. Or come to our New York showroom. 


DOULTON & COMPANY, INC. 
1l East 26th Street, New York 10, N. Y. 





VIVIENNE $35.00 
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1. Floral Dinnerware 




















3. Italian Glass Bowl 


4. “Old Williamsburg" Design 


[] I. “Blossoms of Spring" pattern in gay colors accented 
with gold, contemporary in styling, on Franconia China by 
Krautheim; 5-pce. setting with large dinner plate, retail 
$9.80. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


[] 2. Mini-mill—miniature sterling silver pepper mill with 
salt shaker to match for individual table service; 2!/." in 
height; gift-boxed, $15.50 retail for set; $8 for mill alone. 
From Hallmark Silversmiths, Inc., 362 5th Ave., N. Y. 


[] 3. Fashioned of heavy green glass is this big bowl—16!/," 
in diameter, 44/44" high, imported from Italy. It may be re- 
tailed for $10. Fruit is made of tinted alabaster. All are 
available from Mottahedeh & Sons, 225 Fifth Ave., New York. 


[] 4. Many new pieces have been added to this “Old Williams- 
burg" design in glassware. Items shown are: 4!/." nappy, re- 
tail $5.50 a dozen; stemware, $9.20 a dozen; 8" plate, $18 
a dozen. Manufactured by A. H. Heisey & Co., Newark, Ohio. 5. Plate Hangers 





[] 5. To boost sales of plate hangers—new display case for 
counter; occupies space 6" x 13". Complete with 6 dozen 
hangers for various plate sizes, its cost to dealer—$I5. 
From Roberts Colonial House, 217 W. IlIth St., Chicago. 
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America’s Fine Stores use 


ELGIN cent: elas 


Elgin’s...""Follow Through” with traveling displays showing in Retail 
Stores from coast to coast designed and produced by W. L. Stensgaard 
and Associates, Inc. 





Each is designed to attract more attention...more readership (lookers— 
stoppers). Each with action and deluxe craftsmanship...deserving of 
space in the finest jewelry stores from coast to coast. Only cost to the 
retailer is incoming transportation charges. 





Real showmanship traveled on a predetermined schedule just like fine 
movie films for Theater showings on a national basis. Both the retailer 
and manufacturer benefit by this Elgin “Follow Through.” 


Py Koop eyssy 


SS SEL Tete 

















AS SEEN AT FRUMESS...DENVER 





W. L. Stensgaard—the orig- 
inator and leader of design, 


production and operation of 
Itinerant Displays. Perhaps [i [—-ii Se | 


the plan can be important 


to your product...let’s talk 





it over. 


AS SEEN AT S & N KATZ...BALTIMORE AS SEEN AT BARR’S JEWELERS...PHILADELPHIA 


-/4C) W 1 STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 


Specialists in Merchandise Presentation * Demonstration * Displays * Exhibits 
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2. Salad Servers 





4. "Lanterns" Decoration 


C) |. Spode's “Cowslip" pattern on the Chelsea Wicker shape, 


painted underglaze in blue, green, yellow and pink enamel, 
shows influence of nature studies in early Victorian era. 


Stocked by Copeland & Thompson, Inc., 206 Fifth Ave., N. Y. 


2. Copper salad servers with cast bronze handles, made by 
the Winkler Mills Craftsmen, Inc., of Santa Fe, creators of 
hand-spun originals and reproductions in metal; $16.50 a 
pair, retail. From Ruth Sloan, Brack Shops, Los Angeles. 


3. "Radiance" is the name of this new polished cutting on 
stemware in thin, lead-blown glass—to be retailed at $2! 
a dozen; matching salad and dessert plates priced slightly 
higher. From Duncan & Miller Glass Co., Washington, Pa. 


4. Hand-painted in copper, yellow, brown and green on a 
soft yellow background, "Lanterns" design on Concord shape 
was designed by Belle Kogan; I6-pc. starter set retails at 
about $14. Made by Red Wing Potteries, of Red Wing, Minn. 


5. Gaiety and grace are personified in this trio of danc- 
ing children in white china touched with color, from art 
department of Lorenz Hutschenreuther; 8!/." in height and 
width. From Paul A. Straub & Co., Inc., 19 E. 26th St., N. Y. 





178 





1. "Cowslip™ Pattern 











3. Cut Stemware 








5. Dancing Children 
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. No need for Zippo ever to be flint-hungry. 


Pateivias ttaaetens 


ae 


Zippo Lighters carry their own supply of 


extra flints .. . where they’re easy to 





Zippo's 
handy built-in 
carrier for extra 
flints ... under 
the felt pad at 
end of fuel 


chamber! 





get at and can’t be lost! It’s a built-in 


feature that adds to the pleasure and 






convenience of owning a Zippo. 







Tell your customers about it. It’s another 

point about Zippo they’ll appreciate ‘ 
: : ... another point that helps you make 
——— a friend when you sell a Zippo! 


LZIPPO— 


One-zip 
windproof lighter 


Zippo Manufacturing Company, Bradford, Pa. 
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pode since 1770 
—E MFINE ENGLISH 
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DINNERWARE 


























COPELAND 
RAZ 


Fine English Earthenware eal 








Pevsil 
ENGLAND 








bd 7 SPOUE 
A 
English Bone China COPELANCS Cina 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





























Soe 





Nationally Advertised aay, 
FRANCONIA CHINA Seis 


One of Europe’s Finest 


WOODLAND-—subtle green ferns, colorful violets and gold tracings on an 
embossed gadroon shape, in pure white translucent china—accentuates din- 
nerware beauty at its best. 
Contemporary in spirit—Sets a charming table 
5-pc. Place Setting with 1034” dinner Bg» $7.95* Retail 
*Slightly higher South and West 
Note: The above is a reproduction of an advertisement 
appearing in BRIDE'S MAGAZINE, Fall, 1952 issue. 


HERMAN C. KUPPER, INC. na yet ONY: 
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by MADELINE LOVE 
EWELERS who sell silver, china, glass and acces. 


sories are in the home fashions business, even jf 
they do not always look upon themselves in that light, 
They are in the business of providing their communities 
with the best there is in wares for the table. And by 
the same token, it is their job to keep abreast of all 
activities that will help keep their communities aware of 
what is happening in the tableware field. It is important 


' that they know something about the trends of styling in 


furniture, draperies, linens, wallpapers; changes of taste 
in form, color and decorative effects. 

Does this seem to be a big order—too big, actually, 
to be worth while? 

It need not be. The women’s and homefurnishings 
magazines tell much of the story, month after month, 
and either the jeweler, himself, or someone to whom he 
delegates the job, should watch their pages. The trade 
shows give a general picture of the fashion movement, 
and the observant jeweler can see for, himself, usually, 
the changes that take place in his customers’ way of 
life. If the families in his community seem to be in- 
terested in a more casual way of living—or a more for- 
mal way—the jeweler should do his merchandising along 
the same lines. 

* * os 
_— the past four years there has been still another 
source of retail sales promotion in homefurnish- 
ings—one which too few retailers are using to full ad- 
vantage. It is Home Fashion Time, and it represents an 
outstanding opportunity for the jeweler to make himself 
the town’s leading proponent of fashion for the table. 

The next Home Fashion Time is set for September 18 
to 27, simultaneous with the National Home Furnishings 
Show at Grand Central Palace, New York, and the Good 
Design Exhibit at the Museum of Modern Art. “Bring 
Your Home Up to Date” is the slogan for this year, and 
it is hoped that it will be presented in stores and through 
the press all over the country as the logical impetus to 
greater homefurnishings business. Says the Home 
Fashions League: “Every manufacturer and every re 
tail store handling homefurnishings should take aé- 
vantage of this national force to increase his volume of 
business.” 





* * * 


ENNETH WARRINGTON, sales manager of the 
Royal Doulton china factory in England, spent 
April on this side of the Atlantic, making his headquar- 


ters at the Royal Doulton, Inc., showrooms in New York. 
* * * 


RVING STORCH has resigned as manager of Ridgway 

& Adderley, Inc., and as manager of the glassware 
division of Hambro House, Inc., to re-enter the depart- 
ment store field. John P. Byers, head of sales for dinner 
ware, and Cornelius Fliaschnick, who heads the Swedish 
classware sales, will now report directly to Harvey Bur- 
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ton, president of Hambro and vice president of Ridg- 


way & Adderley. 


% % * 


ROUND has been broken for the new $2,500,000 

plant to be built by Lenox, Inc., of Trenton, N. J., 
at a site 15 miles from Atlantic City. This new, and, 
of course, additional factory, will comprise over 150,000 
square feet of manufacturing space, with a separate build- 
ing for engineering, production and showrooms. The 
executive and sales offices will remain at the home plant 
in Trenton. It is expected that production will begin at 
the new factory early in 1953. 


% * *% 


AMUEL KEEPNEWS, chairman of the board of 
managers of the recently-organized Gift and Decora- 
tive Accessories Association of America, announces that 
membership has now passed the 1,000 mark. About 700 
members are in the retail division, about 300 in the 


wholesale division. 
% * - 


egg GLADSTONE, president of the Lenart Import 
| Co., New York, announces that the name of the 
firm has been changed to Lenart-Gladstone Co. The com- 
pany is now occupying the entire Suite 1219 at 225 Fifth 
Avenue, which it formerly shared with the Vincent Lippe 
Co. The latter firm has moved to Suite 1039 in the same 
building. 


*# * * 


EGISTERED California will stage its gift and din- 


nerware show again this summer at both Chicago 


and New York during giftshow time in those cities. The 

group will exhibit at the Morrison Hotel in Chicago from 

July 28 to August 8, and at the McAlpin Hotel in New 

York from August 17 to 22. 

kK ARL KNOBLAUCH has been appointed sales repre- 
sentative for the George S. Thompson Corp., of 

South Pasadena, Cal., manufacturers of pepper mills and 





Or ren meee 


KARL KNOBLAUCH 





gourmet items. He will cover North and South Dakota, 
Minnesota, Iowa, eastern Nebraska and Northcentral 
Wisconsin. 


IRE estimated to have caused more than $500,000 in 
damages and which gutted the main manufacturing 
and warehouse facilities, has halted production at the 
Hollydale Pottery Co., South Gate, Cal. The fire razed 


both the brick factory and the aluminum warehouse. 











PASCO 


OPEN STOCK 
DINNERWARE 


Pattern No. 7792 
SCOTCH THISTLE 


‘aby 
ee 
from 


LORENZ 
HUTSCHENREUTHER 
Available in 
94 and 64 


piece sets 


Immediate 
Shipment 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) 
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Scpe 
ahs 


entirel y new 


UREA 


CERAMICS 


AVAILABLE TO 


JEWELERS 
ON AN EXCLUSIVE BASIS 


write 


ROOKWOOD POTTERY 
CINCINNATI 2, OHIO 








. Order Now, and be Sure! 


‘teed 


Don't delay... .’‘It's later than you think!’ Make up an order now 
for the cotton filled, satin lined, set-up and folding jeweler’s boxes, 
fancy wrapping paper, seals and labels you'll need soon Make 
PICTORIAL your one reliable source for all. Defer delivery as 
desired. Protect against rising prices. Get your choice of sizes, 
designs, colors, before the rush starts. ES 
> WRITE for CATALOG L) 
40 Complete information, prices, on ws 
<a “7 PICTORIAL’S complete line. ... 

@y. Yours for the asking. WRITE ‘oor SSS 








15116 MERCHANDISE MART 232 SOUTH LAKE STREET 
CHICAGO, ILLINOIS AURORA, ILLINOIS 








ON 





Stamp NAMES 
or MONOGRAMS 


FOUNTAIN PENS 

LEATHER GOODS 
WRITING PAPERS 
GIFT ITEMS 


Make your own WR a 
Price Cards 
Price Tags 















a 
Kings leg Tsrins acne 

























ee 
ad 





== NOW YOU CAN RENT 
the eatin easy-to-use Kingsley Machine 


Write for full details. 
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THE JEWELERS 
DICTIONARY 


COMPLETELY REVISED 
* SECOND EDITION x 


$6:°0 POSTPAID 





100 E. 42ND ST. NEW YORK 17, N. Y. 


Check or Money Order Must Accompany Order 
DO NOT SEND CASH 














Pot. No,’ 
2511 333 














Dou L. CLASP-ON CSseZ@ece WATCH BAND 


As advertised in Esquire Magazine ¢ Conforms to the wrist— most comfortable to wear ¢ No 
hidden springs « Non-corrosive -non- -magnetic- -Hygienic- perspiration proof ¢ Fully Guaranteed 
e The patented band is made in one piece with two detachable clips that can be cleaned. 


Wrist sizes — Small 6%4’’—Medium 654”—Large 7” Sold exclusively through 


Dou Yuan WAH BANDS § orrenZ 


RESILIENT STAINLESS STEEL 





Model” Guanrdeman” 
No. 1 — No, 2 — With 


ae Stainless Steel beautifully embossed § ee 
_ Plain Clips Stainless Steel Clips # — ‘ 
2 $3.95 retail $4.95 retoil eee: 
| $4.00xerstone $4.50 Keystone . 
J No. 3—With Distinctive 1/20 12 Kt. gold Wi SS 
y filled clips to match gold watches A 
$9. 50 retoil—tax incl, KEYSTONE $7. 50 
No. 4 — The CLASSIC 10 Kt. All Gold 
$90. OO ir na. Keystone $80.00 































54’ Lug width or 11/16” Lug width the wholesale trade ” 
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PLATINUM CEILING SET AT $93 PER OUNCE. On April 22 the OPS set a ceiling price of 
$93 per troy ounce for platinum. To encourage the sale of hoarded stocks and 
to permit the liquidation of inventories held by those with higher GCPR ceiling 
prices or purchased from high-cost foreign sources at prices in excess of $93, 
a "grace period" has been extended to July 27, 1952, during which sellers of 
platinum may make shipments at prices up to $105 per ounce. Platinum jewelry 

i is excluded from the regulation. 


3 SSE SE ee =r Ro Sy 
<n lS eee : Se Ase : ag 
et ¥ . oS See ee AES SF 


CANADA CUTS JEWELRY EXCISES. Excise taxes on jewelry, luggage, clocks, lighters, 
fountain pens and pencils were reduced from 25 to 15 per cent in Canada on April 
8. The reduction also applied to a large list of other government—considered 
luxury merchandise, including automobiles, appliances, sporting goods, toilet 
articles, cameras, etc. Several retailers questioned a week later reported that 
the tax reduction which went into effect immediately had had no appreciable 
effect on sales as yet but most were optimistic that sales which had been 

lagging would pick up as a result of the lowered tax. 


CREDIT CONTROLS EASED ON APPLIANCES. Appliances selling for under $100 may now be 
purchased on credit without any down payment following the revision by the gov- 
ernment of its Regulation W. Previous ceiling was $50. Maturity date of the 
contract remains limited to 18 months, however. 


JVC AND NEMJ&SA PROTEST INCREASE IN DUTY—FREE CEILING. P. Irving Grinberg, execu- 
tive vice chairman of the Jewelers' Vigilance Committee, representing both the 
JVC and the NEMJ&SA at Washington, protested the proposal being considered by 
the Senate Finance Committee to allow the duty-free entry of mail order mer- 
chandise into this country to the value of $10 as against the present ceiling of 
$1. Mr. Grinberg pointed out that raising the ceiling on imports would not only 
result in a loss of custom revenue to the government but also a loss of excise 
tax revenue on this merchandise as well as a loss of income taxes. from American 
firms whose businesses would be affected by it. 





| TARIFF QUESTION STILL HANGS FIRE. A White House spokesman told JCK's Washington 
office late in April that the Tariff Commission had not yet submitted its report 
| concerning its investigation into the effect of Swiss watches and parts upon the 

domestic industry. Deadline for the report is June 15. Reported reason for the 
delay was that the Commission had broadened the scope of the investigation to 
include all watches, cases, movements and watches of 17 jewels or less. 





PROMINENT SPEAKERS ON NWJA CONVENTION PROGRAM. Convention of the National Wholesale 
Jewelers Association, to be held at the Drake Hotel, Chicago, June 5 and 6, will 
hear several prominent industry leaders. Speakers include: James Q. duPont, of 
E. I. duPont de Nemours & Co., who will speak on "Pattern for Success"; John W. 
Anderson, President of the American Fair Trade Council, speaking on pending fair 
trade legislation; H. B. Sharer, sales training specialist of the U. S. Rubber 
Co. Speakers from the jewelry industry will include Leo Henebry, ANRJA presi- 
dent; Irving Wolfgang, NACJ head; G. H. Niemeyer, Chairman of the Jewelers’ 
Vigilance Committee, and A. E. Haase, president of the Jewelry Industry Council. 


FoR May, 1952 183 








MR. M. VAN STEENWYK, 





JEWELER OF ALHAMBRA AND 
FL MONTE. CALIFORNIA, WRITES: 






LEADING 








HE 

LIKES 
PERMATEX 
PACKAGES 












These pictures show part of the repair de- 
partment, with Marshall Add-A-Unit Sys- 
tems, and the front of VAN'S modern 
jewelry store. 





Lf 


§ 
; 


LA, SATATANAA 


bs, i 
JEWELRY — 





C. & E. MARSHALL CO. 


184 


39 West Main Gr. 
ALHAMBRA, CALIF. 





VAN'S JEWELRY 


CREDIT JEWELERS 


Diamonds - Watches - Jewelry - Silverware 
Fine Watch Repairing 
320 WEst VALLaY Bivo. 
ELM 


ONTE, CALIF. 
FOraer 6-5236 


M. VAN STEENWYK 
ATLANTIC 2-3542 


May 16, 1951 


C. & E. Marshall Company 
1445 West Jackson Boulevard 
Chicago, Illinois 


Gentlemen: 

We've been very much interested in your new material 
packege... your advertising calls it the PERMATEX 
Moisture Proof Package. 


As you know, we're fairly close to the coast, and 
have had trouble with rust on some material parts in 


the past. So far, we can honestly say that your new 
package has prevented rust. Sure hope it continues 
this way. 


I must admit that I wasn't too easy to sell on your 
advanced method of stocking material, but I am now. 
Everyone in our watch repair cepartment can appreciate 
the fact that it is easier to locate watch material 

in your Add-A-Unit Systems. 


I personally like the guarantee that your systems can- 
not become obsolete. And I can see how you logically 
can make that statement. Anytime we feel like it, 

we can add new parts just by putting them into the 
system. Or, if it should become necessary, we can use 
parts and not re-order them. Can't ever become out of 
date, can it? 


By the way, I've always liked ycur service and re- 
liability. 


Sincerely, 


WN tu) > nssogh 


M. Van Steenwyk 





Write for YOUR FREE SAMPLE of watch material in 
the PERMATEX PACKAGE ... the only watch material 
package unconditionally guaranteed to protect your 
material from moisture, rust, dust and corrosion. And 
ask for information about the Add-A-Unit Systems 
shown in picture at left above ... no cost, no obliga- 
tion. Thousands of progressive jewelers like Mr. Van 
Steenwyk find that Marshall Add-A-Unit Systems help 


save money and help make money. 


DEPT. J5, BOX 7737, CHICAGO 80, ILL. 


Branches and Distributors in Principal Cities Throughout the U.S.A. 
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Fight for Fair Trade Law 
Gains Impetus From 
New Compromise Measure 


An agreement of great import was reach- 
ed by proponents of fair trade recently 
that may eventually lead to enactment of 
enforceable anti-price cutting legislation. 
Leaders of the American Fair Trade Coun- 
cil, Inc., and the National Association of 
Retail Druggists met early in April and 
agreed to back a compromise measure 
made up of the McGuire Bill (H.R. 5767) 
and one section of the Keogh Bill (H.R. 
6367). Originally, the first of these bills 
was supported by NARD, but was not 
favored by the Fair Trade Council. 


Leaders of the two interested industry 
groups feel that the compromise agreement, 
known as “The McGuire Bill with the 
Keogh Amendment,” will give all manu- 
facturers of trade-marked products and 
their resellers an equal opportunity to serve 
the public under the fair trade laws of 45 
states. 

Meanwhile, the relentless fight being 
waged by the jewelry industry for enact- 
ment of new fair trade legislation con- 
tinued without cessation. Members of na- 
tional and state jewelry associations were 
being constantly reminded to write and 
wire their Congressmen. and Senators 
urging enactment of legislation restoring 
to effectiveness in both intrastate and inter- 
state commerce fair trade laws already 
enacted in 45 states. 


Manufacturers, too, are exhorting their 
retailers to make their wishes known on 
Capitol Hill. Included among these is 
Oneida Ltd. which last month distributed 
a message to its dealers asking them to 
contact their Congressmen in Washington 
and urge enactment of “The McGuire Bill 
with the Keogh Amendment.” 


Said the Oneida letter: “Wire and write 
your Congressman in your own words. Even 
a postcard helps. And be sure to tell him 
vou want ‘The McGuire Bill with the 
Keogh Amendment.? He knows exactly 
what those words mean. Use them in your 
wire and letter.” 

Seen as one possible impediment to early 
passage of a fair trade bill was Congres- 
sional reaction to the announcement that a 
compromise anti-price cutting agreement 
had been formulated by interested industry 
groups. Acutely conscious of their preroga- 


(Please turn to page 193) 
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Retailers Complaints on Current PX Abuses 
Termed Not Important by Capitol Officials 


Reports from the trade that Army, Navy, 
and Air Force exchanges again are pre- 
senting retailers with unfair and unwar- 
ranted competition are being shrugged off 
in Washington as “not important.” 

At the Capitol, there is a lack of con- 
cern on the parts of members of the Senate 
and House Armed Services Committees 
over the abuses which are reported to be 
in current practice. Members say that they 
have heard “no real complaints” that the 
situation is out of hand again (see JC-K 
for September, 1949). 

Several congressmen admit that they still 
receive what they term “isolated com- 
plaints” at occasional intervals, but they 
report that the letter-writers “only grumble 
in a vague way’ and do not cite any spe- 





cific examples of abuse in the operations 
of exchanges. 

Pentagon officials point out that the 
operations of exchanges by the Army, Navy, 
and Air Force have been under strict—but 
self-imposed — regulation since August 1, 
1949. Copies of an official publication— 
“Armed Services Exchange Regulation”— 
listing items which may be sold in ex- 
changes, together with maximum prices 
that may be charged for jewelry items and 
many other products, have since August, 
1949, been in the hands of exchange off- 
cials for their guidance and compliance. 

While the list of permitted items has not 
been altered in any manner affecting the 
jewelry trade since issuance of the regula- 


(Please turn to page 193) 











creases in the maximum prices which the 
exchanges may charge for their goods have 
been authorized. On January 11, 1951, ex- 
changes were authorized to add 10 per cent 
to the price lists of permitted items, and 
on June 14, 1951, a further increase of 20 
per cent was authorized. 


DEE” 5. nck cen ciacenedebebsasa need None 
SE RS. ee teememekeese geil None 
avn eatin ia Beatie “hana None 
Manicure items, including scissors and nail 
SEY weAeiennd4s06anseenenanede eeede xaneee 
MISCELLANEOUS 

NN: caccasnecheningaduatbetnactebad $35.00 
IT «saci avin ticks sate aati aieaeat ids ata din 35.00 
IN ii ie aa, ake eee a, hie 30.00 
a... .veadekebtineadbeeds ouele 25.00 
TTL i: tion nt ubunedeasaennenaatbedd 25.00 
ET SIN =... s ce cunwneseesessaued 20.00 
Se, Ga Ge Os eccenddedaesa cece 10.00 
ITS, ca ots oi ca tenetch bibdslinaibiaeteihies eee . 12.50 
ss nngnhs amddnbtteneteeneuhse 12.50 
EE” a iod na cnthmneeednites uaeens donde 10.00 
EE 7.50 
Cigar, cigarette lighters* ................. 7.50 
Cigarette boxes* .......... ect asknuus ceed 7.50 
i aes 1 th nie aati 6.00 
i ee ae eS pee ye 5.00 
ee. 2h. cheng capncbabehendes cant 5.00 
i deca che adden oo edakbeaees eatin 4.50 
oe oe aa ana sag ekitnedhns . 4.00 
TEE OTL, Pe PEPE EOE ee 
Cigar, cigarette holders* ............ <0. oe 
eo Saas od mehwnes 5 patie 25 
th Sk eee ctwieket eaenee inne None 
I ID Fe. ec bas ecaan de dennnmaeee oe None 
a, bas on.caiaecareaa tiene Cneie None 
tee. i ass ccaeeeeenas <a aon None 
a nen cudasadnnaeadee squaed None 
NS TS er ee None 
Flashlights, acceessories ...............06: None 
Envelopes and paper ............... shat None 


* No precious metals such as gold, platinum, te 


+ - = — es 
Selected Items with Limitations Authorized 

7 

For Sale by Army-Navy-Air Force Exchanges 
The following goods related directly and 
indirectly to the jewelry trade are included 
on the list of items authorized for sale by 
military post exchanges in the continental 
United States, subject to price limitations 
as shown in the second column. Since this 
list was issued in August, 1949, two in- 
Item Limitation 

JEWELRY 
DI... nsauidaeunnabaendddsnsie akan $35.00 
a eco ke ie ee Rd akan d bean 35.00 
CE EE POET eT ETE 15.00 
Watch straps, bands, efc.* ... ............ 7.50 
I << cis cee cenedbanabadabemh weeae 7.50 
PSPs ree ee 7.50 
i ee. es ee ened abbas 5.00 
ES ee ee ene meee ne ee 5.00 
EO . ons ccc cdecsuadekemibeeans ehenes 5.00 
SEE * i-é6.06ucneneedeseénnanmatenbeedens 5.00 
A ee eae 5.00 
Clips or pins, tie or collar ............... 3.50 
SN <cecacnctcesecunseians 2.50 
DE ave sdaeine seid satedooteuaeseneenne 1.50 
PHOTOGRAPHIC 
cnc ccee.chnd-ebhbenesdubebeaitede $75.00 
DE. -<.anceckees sonenesaeedeuaeneuad 75.00 
I er er ere ee 50.00 
TE .2 6 4ncb0edenesbdseieensetoutad 25.00 
ET MEE i. c0vaccestcccaseansduneeseun 25.00 
eo ee hee ie een Ks 15.00 
I . . v osicnesebundsousehaetebee 15.00 
Sundry accessories, supplies ............... 15.00 
Sh a isc cade édbeanumbee eoneks 5.00 
tt SE . ctcahenddbesaecaaeswaeubees 5.00 
DE «nxeneutbhdddanteddesessadestanadacscenl None 
PERSONAL CARE 

I OE. ct nn eenaneeabnbaesidbictens $12.50 
Dresser sets ......-.ssee0:: pecennkiteia «xe 10.00 
ae pene a 7.50 
Toilet waters (per bottle) ................ 5.00 
I st di nRedemkecdmdanncenese None 





be used as cases or ornaments. 





185 














AGS Formulates Plans at 17th Conclave 


For National Ad and Publicity Campaign 





os ee AAA a sees 


Caught by the cameraman at a dinner meeting were members of the International Committee 

of the American Gem Society. They are, left to right around the table: Alex Bockstruck, Milton 

Gravender, Stanley Church, Harry Gerber, Oscar Kind, Jr. (vice-chairman of the committee), 

Len Olkowski, William Preston, Sr. (immediate past president of the Society), Kenneth G. 

Mappin (president of the society and chairman of the committee), Alfred L. Woodill (execu- 

tive director of the AGS), George Sloan, Herbert Reid, John Kennard, Hoyt Purvis, J. Willard 
Tobin, George Fischer, Robert Esser, and James G. Donavan. 


The American Gem Society has taken a 
strong initial step toward a nationwide 
program to educate the public on how to 
identify and buy fine gems. This action 
came at the 17th annual conclave of the 
Society, held in the Hotel Sheraton, Chi- 
cago, from March 29 to April 1. 

The advertising committee of the So- 
ciety was authorized to begin a national 
advertising and publicity campaign aimed 
at leading magazines, radio and television 
networks. One of the major themes of the 
campaign, it was learned, will be to ex- 
pose partial or distorted truths often used 
in advertising and selling gems—especially 
diamonds. 

The advertising committee was also 
authorized to prepare a 16 mm. color and 
sound film on gems. Preliminary plans for 
the film call for world-wide travel in an 
effort to produce a series of pictures which 
will follow gems—particularly diamonds— 
from mines to jeweler. 

This year’s American Gem Society con- 
clave was the largest in the history of the 
organization, with nearly 300 members 
registering and taking part in the labora- 
tory and business sessions. 





A feature attraction of the meeting was 
the setting up of a Gem Room containing 
some of the country’s outstanding collec- 
tions of precious stones. Also shown was 
an extensive collection of colored dia- 
monds. 


In a statement on actions taken during 
the business meetings at the conclave, 
Alfred L. Woodill, executive director of 
the Society, said: 


“In the field of nomenclature, the con- 
clave recommended to the membership 
that the birthstone listings be altered to 
conform with the suggestions of the 
Jewelry Industry Council. We also moved 
for a continuation of the Society’s activities 
to improve the Federal Trade Commission’s 
definition of the word ‘perfect’ (as related 
to diamonds) .” 


In the elections for chairman and vice- 
chairman of the International Committee, 
the two ranking officers of the Society, the 
conclave re-elected the men who had served 
in this capacity during the past year. They 
are: Chairman, Kenneth G. Mappin, C.G.., 
R.J., of Montreal; and Vice-Chairman, 


Oscar Kind, Jr., C.G., R.J., Philadelphia. 





Intense interest in the conclave's laboratory study sessions was displayed by AGS members. 
Each of these sessions attracted practically the entire registered attendance of 300 delegates. 
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Gem Sculpture of Lincoln 
Displayed at AGS Conclave 


A gem portrait of Abraham Lincoln, 
owned by Kazanjian Brothers of Los Ap. 
geles, Calif, was viewed by the genera] 
Chicago public at Marshall Field depan. 
ment store following its exhibit for the 
national conclave of the American Gem 
Society in that city, March 29 through 
April 1. This head of the nation’s greg 
Civil War leader measures 2 9/16ths inches 
in height, 1% inches in width and 2 inches 
in depth and is carved from one deep blue 
sapphire, weighs 1318 carats and is valued 
at $250,000. 

A supplementary display of nine plaster 
models showed the various stages in the 
sculpture of the gem portrait. Three rough 
pieces of corundum, all of which will 
eventually be carved into similar busts of 
famous Americans, were also displayed, 


The Kazanjian Brothers’ display at the 
conclave included four unusual star sap. 
phires, the famous Black Star of Queens. 
land, the Star of Anakie which is a 227 
carat gem black star, a blue-green star 
weighing 139 carats, and a double star of 
290 carats. 


GIA Re-elects Kraus President; 
Names Other Officers, Directors 


Announcement of the appointment of 
Dr. Edward H. Kraus of the University of 
Michigan as president of the Gemological 
Institute of America for the seventh con- 
secutive year was made recently at the 
March meeting of the GIA Board at the 
Sheraton Hotel in Chicago. 

At the same time Charles Peacock III, 
C. D. Peacock, Inc., Chicago, was elected 
to the office of vice president which has 
been vacant for several years. Fred J. Can- 
non, Slaudt-Cannon Agency Co., Los An- 
geles, was retained as secretary-treasurer. 


John S. Kennard, Kennard & Co., Inc. 
Boston, was chosen to succeed H. Paul 
Juergens, who retired as chairman after 
having held that position on the GIA 
Board for the past four years. Carleton G. 
Broer, Broer-Freeman Co., Toledo, will 
serve as vice chairman of the Board, re- 
placing J. Lovell Baker of Henry Birks & 
Son, Ltd., Montreal. 


Newly-elected members of the Board of 
Governors of the Gemological Institute in- 
clude Leo J. Vogt, Hess & Culbertson, St. 
Louis; Fred Herz, R. Herz & Brother, Inc., 
Reno; Robert Bromberg, Bromberg & Co., 
Birmingham, Ala.; and Charles Peacock 
III, Chicago. Board members replaced by 
these men are Edward F. Herschede (de- 
ceased) ; Glynn Cremer, La Crosse, Wis.; 
Earl E. Jones, Jones Bros., Jewelers, Pekin, 
Ill.: and Ernest J. Meyer, Meyer’s, Grand 
Island, Nebr. 

All officers and members of the Board, 
with the exception of the Director and 
Executive Secretary, give their time and 
abilities without monetary recompense. 
Most have been active through the years in 
shaping the policies and guiding the oper- 
ation of the Gemological Institute through 
the years of its existence. 
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Handy & Harman Announces 
Changes in Executive Staff 


G. H. Niemeyer was re-elected president 
of Handy & Harman, Inc., refiners and 
fabricators of precious metals, at the firm’s 
annual meeting held April 14th at its New 
York offices. . | 

Judson C. Travis was elected vice presi- 
dent and general manager and was given 
the additional responsibility for all account- 
ing and fnancial departments of the com- 
pany. Therefore, the heads of all company 
divisions will report directly to him. 





F, C. JONES J. C. TRAVIS 
Elected V. P. _ Named Y.P. and 
in charge of i General Mgr. 
Production 


Frank C. Jones, Bridgeport plant man- 
ager, was elected vice president in charge 
of production. Thomas H. Gallagher, man- 
aging director and treasurer of the com- 
pany’s wholly-owned subsidiary, Handy & 
Harman of Canada, Ltd., was elected to the 
board of directors, whose membership was 
increased from eight to nine. 

All other officers and members of the 
board were re-elected. C. W. Handy was 
re-elected chairman of the board, and 
other members are as follows: G. H. 
Niemeyer; J. C. Travis; F. C. Jones; 
H. W. Boynton, vice president and trea- 
surer; J. W. Colgan, vice president in 
charge of sales; R. H. Leach and H. E. 
Radix. R. G. Jones was renamed secre- 
tary. F. H. Wemple was elected assistant 
secretary. 

In addition to Bridgeport, Handy & Har- 
man has plants in New York, Providence, 
Toronto, Chicago and Los Angeles. 


Extra Metal Allotments Aid 
Producers of Jewelers Findings 


American business apparently has full 
faith in the foreseeable future. It plans to 
sink $24 billion into new plants and equip- 
ment this year, the government estimates, 
indicating no fear of either materials 
shortages or lack of demand next year. 

The severe civilian shortages earlier pre- 
dicted by control officials failed to show 
up for retailers. Danger grows less every 
day. Officials now see “reasonable” in- 
creases in production of jewelry and other 
civilian hard goods after June. Even cop- 
per consuming items are shortly expected 
to increase on the retail shelves. 

National Production Authority last 
month moved to aid costume jewelry manu- 
facturers in New England by making addi- 
tional allotments of controlled materials 
to some two-dozen producers of jewelers 
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findings in that region. These supplemental 
allotments came out of the small business 
hardship reserve. In turn, these producers 
supply costume jewelry manufacturers with 
the component parts that go into pins, ear- 
rings, clips and other metal ornaments. 

Beginning after June, plans are now to 
increase allowances of both aluminum and 
copper, perhaps some stainless steel, to 
consumer durables manufacturers including 
jewelry manufacturers. Currently seen is 
an increase in copper allowances to 40-to-50 
per cent levels and aluminum to 50 per 
cent. It was hoped that this could be in- 
creased still further by October. 

Adequate supplies of zinc seemed to be 
in sight for the last half 1952. Last month, 
most controls over this metal were due to 
be lifted shortly. 


Electric Housewares Contest 


Electric housewares dealers and dis- 
playmen are eligible for officia! awards and 
national recognition in the industry’s cur- 
rent 1952 gift display and advertising con- 
tests held annually in connection with the 
Electric Housewares Gift Campaign. 

The two contests will determine (1) the 
best interior or window display of elec- 
tric housewares merchandised as gifts, and 
(2) the best retail newspaper ad promot- 
ing electric housewares as gifts. 

Dealers can enter the contests by sub- 
mitting photographs or snapshots of their 





| 


displays and tear sheets, each accompanied 
by the following information: name and 
address of store, type of store, name of 
person responsible for display or ad, com- 
ments on results. Closing date for all en- 
tries is July 15, 1952. Address entries to: 
Contest Editor, Electric Housewares Sec- 
tion, National Electrical Manufacturers 
Association, 155 East 44th St., N. Y. 





Addresses 
Syracuse 
Ad Club 


HARLEY H. 
NOYES 
V.P. and 

Director of 


Advertising, 
Oneida Ltd. 





Keynote speaker at Syracuse’s Fourth 
Annual Advertising Week, held from April 
14th to 18th, was Harley H. Noyes, vice 
president and director of advertising of 
Oneida Ltd., Oneida, N. Y. Mr. Noyes ad- 
dressed a luncheon meeting of the Syracuse 
Advertising and Sales Club on April 14th 
at the Hotel Syracuse. 

His timely and informative address, 
titled “It Seems to Me,” was well received 
by the capacity crowd that jammed one of 
the hotel’s main dining rooms. 





Five Jewelers Receive Brand Name Awards 





Jewelry stores cited by the Brand Names Foundation made a visit to the editorial offices of 
THE JEWELERS' CIRCULAR-KEYSTONE, where they were given a glimpse of editorial 
operations. Above, left to right: Jerome Grossman, Helzberg's; Bernie Fields, Pinsker's; 
William Martinek, Martinek's; Mr. and Mrs. Barney Helzberg, Helzberg'’s; Mr. and Mrs. 


Edward Grossman, Hillman's, and Mrs. Bernie Fields. 


Mr. and Mrs. Rudolph Schindler, 


Schindler's, were not present when this photo was taken. 


A two-day whirlwind of activity was cul- 
minated Wednesday evening, April 16th, 
in the Grand Ballroom of New /York’s 
Waldorf-Astoria at the Brand Names Foun- 
dation dinner. Each year awards to a 
merchant in each of 20 categories in the 
retail trade are made in recognition of their 
merchandising efforts in the promotion of 
brand name merchandise. 

The “Jewelry Store Brand Name Retailer 
for 1951” plaque went to B. C. Helzberg, 
president of Helzberg’s Diamond Shops, 
Inc., Kansas City, Mo. The four stores 
awarded the “Jewelry Store Brand Name 
Certificate of Distinction” were Schindler’s, 
Sioux City, Iowa; Hillman’s Jewelry Store, 
Canton, Ohio; Pinsker’s Jewelry Store, 





Middletown, Conn., and Martinek Jewelry 
Store, Traverse City, Mich. 

More than 1400 civic and business lead- 
ers gathered at the Brand Names Day din- 
ner in the Waldorf-Astoria Hotel. James 
A. Farley, chairman of the board of the 
Coca-Cola Export Corp. and former Post- 
master General of the U. S., made the key- 
stone address at the dinner. Dr. Nicholas 
Nyaradi, former Finance Minister of 
Hungary, spoke on the “Dark Alternative 
to Free Enterprise.” 

The evening was concluded on a bright 
note when Sid Czesar and Imogene Coca, 
Marsuerite Piazza, the Hamilton Trio and 
other “Your Show of Shows” stars per- 
formed in an hour-long production. 
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JVC Hits $10 Customs Bill 
At Senate Unit Hearing 


Vigorous opposition to enactment of pro- 
posed legislation which would permit 
single-entry of imports valued below $10 
without duty was voiced recently by P. 
Irving Grinberg, executive vice chairman 
of the Jewelers Vigilance Committee. Mr. 
Grinberg appeared April 28th before the 
Senate Finance Committee on behalf of 
the JVC and the New England Manufac- 
turing Jewelers’ & Silversmiths’ Associa- 
tion. The Senate unit is currently holding 
hearings on the Customs Simplification Bill 
which has already been passed by the 
House (H. R. 5505). 

The JVC protest was aimed specifically 
at a provision of the bill that would allow 
the duty-free entry of mail order merchan- 
dise valued at less than $10 as against 
the present ceiling of $1. Treasury officials 
have maintained that the purpose of the 
exemption is to relieve Customs personnel 
of a work load on small-value imports 
held to cost more than the revenue 
realized. 

Whether or not any substantial net saving 
would be realized if the new bill were 
enacted was seriously questioned by Mr. 
Grinberg in his testimony. He pointed out 
that if the present $1 limit were to be 


changed, the government would not only — 


lose revenue from customs duties, but 
would collect no excise taxes—either at the 


manufacturers’ or retailers’ level. Thus, he 
said, the net result would be a complete 
loss of revenue to the Government from this 
source. 

If the bill were enacted, Mr. Grinberg 
pointed out, the Government would face a 
loss of revenue from still another source. 
He stated that because of duty-free ship- 
ments, loss of business to American im- 
porters, manufacturers and merchants 
would result in potential lessening of their 
income taxes, 

‘““Tt might be appropriate at this time,” 
said Mr. Grinberg, “to call your attention 
to the effect on employment in this coun- 
try. Many lines are presently facing unem- 
ployment, among them soft goods and 
costume jewelry. Such unemployment would 
undoubtedly be increased, not only in these 
two lines but in many others if duty-free 
shipments up to $10 were permitted.” 

In concluding his testimony, Mr. Grin- 
berg made an earnest plea on behalf of 
the thousands of jewelers throughout the 
country that the limit of $1 on duty-free 
shipments be retained and not raised to 
$10 as proposed. 


Web Acquires Weidlich Dies 


The Web Jewelry Manufacturing Co., 
silversmiths at 1835-55 E. Madison St., 
Philadelphia, Pa., announced recently that 
they have acquired the sterling flatware 
dies and patterns formerly used by the 
Weidlich Sterling Spoon Co., Bridgeport, 
Conn. 





New Swiss Watch Creations 
Stress Style and Utility 


A look at new creations by Swiss watch 
manufacturers reveals heavy emphasis on 
style-conscious timepieces for both men 
and women. 

Special-feature watches, such as calendar 
and self-winding models, are being intro- 
duced by an increasing number of Swiss 
manufacturers, while production of smaller, 
more compact movements is permitting 
the use of a much wider variety of cases. 

The quality timepieces being designed 
by Swiss master craftsmen as handsome 
fashion accessories for the well-dressed 
woman range from ornate, gem-studded 





Swiss-created calendar watches, with or 
without the moon phase feature, are offered 
in a wide variety of case designs. Here are 
two of the models, one in a round case, the 
other square, with beveled sides. 
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Shimmering diamonds and a black suede 

band provide a magic "after-dark" combi- 

nation in this new Swiss timepiece. The 

raised crystal is set off by parallel rows of 

hand-set stones. Gold wire open-work ex- 

tending outward lends a bracelet-like illu- 
sion to this chic accessory. 


evening models in traditional classic de- 
signs to tailored models boasting crisp, 
facet-like lines. The quality watches have 
easy-to-read dials, many of them protected 
by magnifying crystals. 

While many of the new women’s watches 
are fitted with rich, colorful leather or 
suede bands, others are set into gold or 
platinum bracelet settings that are truly 
jewel-like creations in themselves. 

An interesting departure from the bold, 
masculine lines featured in many of the 
men’s timepieces is provided by several 
manufacturers who offer wafer-thin pocket 
watches in sleek gold or platinum cases. 









Ed Freed to Assume Control 
Of Three Retail Jewelry Firms 


Edwin Freed, president of Edwin Freed 
Displays, Inc., announced recently that he 
will take over this month the operation 
of the three Alpert Jewelry States located 
in Elmira, Corning and Cortland, all jp 
New York State. 

Prior to starting his present display 
business, Freed was head of the display 
department and assistant in advertising 
with Finlay-Straus, Inc., in New York, g 
position he gained after starting with the 
organization as a junior salesman. Before 
joining Finlay-Straus, he worked for many 
years in a sales capacity for various jewel- 
ers in Harrisburg, Pa. 


EDWIN FREED 
President of 
Edwin Freed 

Displays, Inc., 

New York 





Despite Freed’s decision to take over at 
the retail end, his present business with 
its original organization will continue, 
James Fisher will continue in his capacity 
as general manager in the firm’s new quar. 


ters at 14 W. 23rd St., New York. 





Free Table Diagram 
Offered in Gorham Ads 


“Ask your dealer for a free diagram” 
was an offer used by The Gorham Co, in 
its national advertising which featured a 
unique table setting picture. 

The ad, which appeared in February 
issues of Ladies Home Journal, Glamour 
and the March issues of Charm and Made. 
moiselle, urges readers who wish to re 
produce the “Dinner-For-Two” table setting 
featuring Gorham’s Rondo sterling silver 
flatware, to stop at dealers for a free 
how-to-do-it diagram. 

Dealers are tying-in with the “Dinner- 
For-Two” promotion by inserting mat 
copies of the national ad in local news 
papers and by callirg attention to the ad 
with replica cet-ups in prominent store 
areas. 


Display Unit Prepared 
For Arvin ‘'Sleepytimer’ 


A new store display has been developed 
to help Arvin dealers promote and mer 
chandise the new Arvin Sleepytimer clock- 
radio which made its retail bow early 
February. 

Constructed of heavy cardboard, the dis 
play comes to the dealer knocked down. 
It can be set up with a minimum of time 
and effort, said Raymond P. Spellman, 
Arvin radio and television sales manager. 
The display is 23 in. high, 15 in. long and 
14 in. deep. It can be used for window, 
counter or shelf display. 
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Informative Talks by Industry Leaders 


Highlight Indiana Jewelers’ Convention 


A well-rounded program with merchan- 
dising and selling as the theme featured 
the annual convention of the Indiana 
Jewelers Association which was _ held 
March: 18th and 19th at the Lincoln Hotel, 
Indianapolis. 

The convention got under way on Tues- 
day afternoon, March 18th, with an ad- 
dress by J. Roland Duvall, Chief of Con- 
sumer Goods Section, Indiana District, 
Office of Price Stabilization. Predicting 
that jewelry retailers would encounter little 
difficulty with the OPS if necessary data 
and records were kept regardless of what 
individual methods were used, Mr. Duvall 
did his best to unravel the many knotty 
problems involved in the pricing regu- 
lation. 

Next speaker on the program was John 
Goll, Baldwin-Miller Co., Indianapolis, who 
gave a short and very interesting address 
on the activities of the Indianapolis Study 
Group of the Gemological Institute of 
America, of which he is secretary. The 
group, which now boasts of 30 members, 
meets once a month to exchange ideas and 
discuss the gemological courses all are tak- 
ing. A gem display, set up by Mr. Goll, 
was on exhibition at the convention. 





and diamonds which still are the life blood 


| of their business. 


The business sessions over for the day, 
a recess was available to permit retailers 
to visit with industry representatives be- 
fore the cocktail hour and banquet which 
was the high pdint of the convention. 
Roast Indiana turkey featured the ban- 
quet menu and incidental music was fur- 
nished by the Three Traveling Trouba- 
dors. Banquet speaker was Dusty Miller, 
well known humorist. Each lady wore a 
lovely orchid, courtesy of the association, 
and convention souvenirs were at each 
table place. 

The Wednesday sessions started with the 
convention breakfast which was followed 
by a talk by Allen Jefferies, rapid-fire 
newscaster for station WIRE in Indian- 
apolis. 

Candid recordings of over-the-counter 
sales talks were presented at the morning 
session by Tom O’Connell, regional sales 
manager for Elgin National Watch Co. He 
was assisted by Earl Grimsley, local Elgin 
representative. 

After the playing of the recordings and 
audience participation in the sales ques- 
tions involved, Mr. O’Connell told the audi- 





Elected as officers at the recent convention of the Indiana Jewelers Association were, seated 

left to right: Harold Hunt, second vice president; Stanley D. Goldberg, president, and Earl 

F. McConnell, first vice president. Newly elected directors standing in the rear are, left to 

right: Ed J. Welp, Tom Rauschenbach, Hubert Hornung. Theodore Welp, Robert Mohlman, 
J. Hershel Monroe and Ralph Simon. 


Featured speaker at the Tuesday atfter- 
noon session was Leonard N. Simons of 
Simons-Michelson Co., Detroit jeweler and 
advertising executive. Stressing the ad- 
vantages to be found in the sale of good 
related jewelry store merchandise, he told 
the audience they must expand into the 
sale of merchandise such as appliances, 
luggage, pen and pencil sets, typewriters, 
etc., to maintain and improve overall sales 
volume. To prove his point that related 
merchandise is plus volume, Mr. Simons 
said that in 1951 his two Detroit jewelry 
stores did 8.7 per cent of their total vol- 
ume in electric appliances and increased 
their diamond sales at the same time. He 
gave figures on many other related items 
but cautioned the jewelers that they must 


keep pounding away at the sale of watches 
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ence that many retail jewelers are guilty 
of not planning promotional activity in ad- 
vance but are advertising mostly on im- 
pulse. He displayed a large chart which 
showed how Elgin had carefully planned 
their 1952 sales and advertising campaign. 
He urged retailers to take advantage of the 
Elgin Retail Sales Training Program which 
was completed after considerable research 
and great cost and made available to them 
as a valuable service to help their sales 
personnel. 

The last talk of the day was an excep- 
tionally well prepared advertising presen- 
tation by Merwin L. Dechter, a retail ad- 
vertising specialist. Mr. Dechter, using 
slides and charts, covered specific adver- 
tising problems of the retail jeweler, an- 
swered questions from the floor and pre- 











sented to each member of the audience 
an advertising budget book. 

After distribution of 22 excellent prizes 
to holders of lucky ticket numbers, the 
following new officers were elected: Stan- 
ley D. Goldberg, La Porte, president; Earl 
F. McConnell, Oakland City, first vice 
president; Harold Hunt, Indianapolis, sec- 
ond vice president, and Harold E. Tracy, 
Indianapolis, secretary-treasurer. 

Named to the board of directors were: 
Tom Rauschenbach, La Porte; Robert 
Mohlman, Lafayette; Ralph Simon, Vin- 
cennes; Theodore Bitterman, Evansville; 
E. J. Welp, Huntingburg; Sol Blickman, 
Indianapolis; Theodore Welp, Jasper; J. 
Hershel Monroe, Princeton; Hubert Hor- 
nung, Brookville, and Leon Engle, Indian- 
apolis. 


NAC) Cantal: Comeniiien 
Maps Plans for 52 Show 


Further plans for the 1952 National 
Jewelry Fair were mapped recently in 
Chicago by the Convention Committee of 
the National Association of Credit Jewel- 
ers, sponsors of the annual event. The Fair 
and convention will be held in Chicago at 
the Conrad Hilton Hotel (formerly The 
Stevens) on July 27th through July 31st. 

Show manager George E. Gayou re- 
ported at the meeting that over 150 ex- 
hibitors had been assigned space, and that 
nearly all the booth space in the Exhibi- 
tion Hall and over half of all the space in 
the Grand Ballroom area was sold. Gayou 
stated that many of the industry’s leading 
firms were already exhibiting and that 
many others were contemplating this step 
in the near future. 

Discussing the convention program, 
Secretary William Wagner said that busi- 
ness sessions will be held on Monday and 
Tuesday, July 28th and 29th, during the 
Fair. Several outstanding programs of 
interest to every visiting jeweler were being 
planned. All convention sessions will be 
open, without charge, to visiting jewelers 
at the Fair. Wagner explained that because 
of the many important problems facing the 
industry, sessions on both days were neces- 
sary to adequately cover these various de- 
velopments. 

The committee was in unanimous agree- 
ment that the opening hour of the National 
Jewelry Fair be moved back to 12:00 noon 
on Sunday, July 27th, instead of the usual 
opening hour of 2:00 P.M. This gives 
jewelers from Chicago and nearby com- 
munities an opportunity of getting to the 
Fair and back to their stores in time for 
Monday business hours. Past records of 
the Fair indicate that Sunday has been 
one of the most popular attendance days 
each year. 

Members of the Convention Committee 
for the 1952 National Jewelry Fair are: 
Clarence Olsen, chairman; Irving N. Chay- 
ken, vice chairman; William Wagner, sec- 
retary; A. E. Newmark, treasurer; Norman 
Kernis, Fred B. Dreifus, H. A. Goldberg, 
and Irving J. Wolfgang, president of the 
NACJ. 
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H. Paul Juergens Retires 
As Chairman of GIA Board 


At the annual meeting of the Board of 
Governors of the Gemological Institute of 
America, held in Chicago at the Sheraton 
Hotel, H. Paul Juergens retired as Chair- 
man after serving in that capacity for the 
past four years. He will continue to serve 
as a regular member of the Institute’s 
Board. 

One of the earliest students of the Gem- 
ological Institute, enrolling at a time when 
he had already been in the jewelry busi- 
ness for 37 years, Paul Juergens became 
one of the leaders in the industry to help 





in stabilizing the gemological movement on 
this continent. His ardent and. sincere be- 
lief in the value of education for the 
jeweler is reflected in the many GIA en- 
rollments which he has encouraged; in 
spreading his message before jewelry 
groups everywhere; and in the help he has 
given Institute students. 

One time Secretary of the GIA Examina- 
tion Board, he was also elected the first 
Vice President of the Gemological Institute 
after its incorporation in 1942. He is a 
member of the Jewelers Board of Trade, 
Past President of the Chicago Jewelers 
Association, and was at one time Chairman 
of the Chicago Manufacturing Jewelers 
Association. 

Paul Juergens was the third person to 
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receive the title of Certified Gemologist, an 
honor he earned in September, 1935, 4, 
President, he headed the Central Divisio, 
of the American Gem Society Conclaye 
until the regional meetings were combined 
into one annual assembly. He acted as 
Chairman of the committee of jewelers who 
were hosts to AGS members meeting fo, 
the first Conclave in Chicago in 1937. 
Instrumental in founding the Chicago 
Metropolitan Guild of the AGS, he was 
elected its President at the organizational 
meeting in October, 1935. He has continued 
in this office ever since and has been the 
guiding hand behind activities of this com. 
bined Guild and GIA Study Group. The 
Chicago Guild has been one of the mog 
consistently active in the country. Juergens 
makes a special effort to assist with any 
problems that may arise in connection with 
their gemological courses and much of his 
time is given to individualized study groups 
after the regular monthly Guild meetings. 


H. PAUL 
JUERGENS 


President of 
Juergens & 
Andersen Co., 
Chicago, III. 





Seven generations of jewelers make up 
the Juergens family background. The chain 
started with Paul Juergen’s great-great. 
great grandfather who was born in 1700 
and operated a jewelry establishment in 
Norway. 

The Chicago firm of Juergens & Ander- 
sen was established in 1854 by the father 
and grandfather of Paul Juergens. In 1850 
Paul August Juergens, father of Paul, left 
his native Norway and came to America, 
settling in New York. Four years later his 
father, Frederick William Juergens—with 
the balance of the Juergens immediate 
family—joined his son in America and 
the entire family moved to Chicago. There, 
in 1854, the first Juergens jewelry and 
goldsmith business in this country was 
established at 77 Lake St. 

In 1871 the elder Juergens passed away 
and the firm continued with Pau! August 
at the helm. After graduating from St. 
Johns Military Academy in 1897, H. Paul 
Juergens joined his father in the business 
in which today—after 55 years—he still 
remains active. In 1947 he was elected 
president of the firm. His son, Richard, is 
associated with him in the business, mak- 
ing the seventh generation of known jewel- 
ers in the Juergens family. 





Northern California Jewelers 
To Attend San Jose Symposium 


A large turnout of Northern California 
jewelers and watchmakers is anticipated at 
a symposium which will be held on the 
evening of May 6th at the San Jose State 
College. Felix Buonaventura is in chargé 
of arrangements for the affair which 1s 
being held under the sponsorship of the 
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Watchmakers Guild of Santa Clara County. 

‘Among the many prominent speakers 
who will address the meeting is Theron O. 
Sowers, regional vice president of the 
Horological Institute of America, who will 
discuss the repair of chronographs. Mr. 
Sowers will supplement his talk with mo- 
tion pictures and slides. . 

Also on the speaker’s roster is Bert 
Nordman (Nordman & Aurich, Inc.) who 
will speak on the subject of “The Neces- 
sity and Economy of Using Genuine Ma- 
terial.” 

Other events planned for the evening 
include a demonstration of the Fisher-Free- 
man All-Automatic Cleaning Machine and 
the Paulson Time-O-Graf by Felix Buon- 
aventura, and an address on “Today’s 
Problems Confronting the Watchmaker” 
by A. L. Pooler. 

Numerous door prizes will be distributed 
to holders of lucky tickets. 





JIC Release Arouses Interest 
In Queen Juliana's Jewelry 


The Jewelry Industry Council, ever 
alert to arousing public interest in jewelry, 
quickly seizes the opportunity whenever the 
occasion presents itself. During the recent 
visit of Queen Juliana of the Netherlands, 
publicity releases distributed by the Coun- 
cil’s Fashion Director, Martha Percilla, 
centered consumer attention on the jewelry 
which highlighted the Queen’s carefully 
planned costumes. 

Photographs of Queen Juliana wearing 
various jewelry pieces, and publicity con- 
taining detailed descriptions of her jewel 
collection, were sent out to more than 600 
leading newspapers throughout the country 
which have fashion and woman’s page 
editors. 





Three diamond and pearl pins of a floral 
design were worn by Queen Juliana of the 
Netherlands to accent this spring ensemble 
which she wore April 4th to a Washington 
press luncheon. An amusing anecdote by 
Paul Wooton, Washington member of the 
Chilton (Jewelers' Circular-Keystone) Edi- 
torial Board, evoked this laugh from the 
Dutch Queen. Mr. Wooton headed the 
committee that arranged the press luncheon 
and introduced the Queen to Washington 
reporters. 


The JIC release called the public’s atten- 
tion to the fact that the Dutch Queen 
wears her wedding and engagement rings 
on her right hand. In pointing out this de- 
parture from custom, the Council’s release 
stated: “This is the general custom in the 
Netherlands and other parts of the conti- 
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nent, the only exception being people of 
the Catholic faith.” 

Another interesting note brought to the 
public’s attention was the fact that the 
jewelry worn by Queen Juliana. is her 
personal property as opposed to many of 
the pieces worn by Queen Elizabeth of 
England, for example, which are the prop- 
erty of the State. 





Oregon Jewelers Association 
Establishes Gem Scholarship 


Establishment of the Edward N. Wein- 
baum scholarship for the study of gem- 
ology was announced recently by Harry H. 
Brambier, president of the Oregon State 
Jewelers Association. Brambier stated that 
the scholarship was named in Weinbaum’s 





honor in appreciation for his many years 


devoted to the efforts of Oregon jewelers 
and the buying public. 


“He has been the association’s executive 
secretary for 29 years,” said Brambier. “He 
is also manager of the Portland: Retail 
Trade Bureau. The scholarship in his name 
will be awarded annually to some deserv- 
ing and aspiring young jeweler to better 
his knowledge of gems.” 

The full course is given by the Gemo- 
logical Institute of America, Los Angeles, 
Calif. Candidates will be screened and 
winners decided by the past president of 
the Oregon State Jewelers Association. 
Courses are broken down into three parts 
—fundamentals, gems (substitutes, grading 
and identification), the diamond and finally 
advanced gemology. 
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THING WHEN THEY SEE IT. 


And hundreds of jewelers latched on to 
Naomi-Pac the first time they saw it. THEY go 
for the way Naomi-Pac helps them make 
quicker and more efficient repair jobs. 

THEY like having the proper finding "pop" 


right out when they need if. 


THEY are sold on Naomi-Pac ... and you'll be 
sold too on the only packaged and protected 


jewelry findings in the field. 
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Study on Use of Substitute Jewelry Metals 
Undertaken for NEMJ&SA by R. I. University 


A step forward in the jewelry industry’s 
quest for substitute materials was taken 
early in April when the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association arranged for the establishment 
of a research project with the School of 
Engineering of Rhode Island University. 

Effective April 1 on a one-year basis, a 
grant has been set up with the university 
for the study of a problem that has 
plagued the industry during World War II 
and again since the Korean fighting started 
because of its normal use of metals that 





Kenneth Mairs, assistant professor of 
metallurgy at the School of Engineering, 
has been assigned to the project by Dean 
T. Stephen Crawford. 

Objectives are threefold: 

1—To acquaint the membership of the 
association with the possibilities and limi- 
tations of substitute materials for the mak- 
ing of jewelry. 

2—To assist the manufacturers in the 
solving of common problems in the use of 
substitute materials. 

3—To give concrete evidence of the 
desire of the industry both to conserve 
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are strategic in time of war. 
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critical metals where possible, and to make 
a maximum use of the more available less 
critical metals. 

The project is part of the association’s 
overall substitute materials program and 
will augment research and study by indi. 
vidual firms. 

The association has encouraged the use 
of substitutes since the outbreak of fight. 
ing in Korea. It has predicated its metals 
recommendations to the National Produc. 
tion Authority on a maximum use of sy}. 
stitutes, and has taken part in Tesearch 
projects with several private metals cop. 
cerns, with the Bureau of Standards, the 
American Society for Metals and with the 
American Engineering Society. 

Initially, testing under the project wil] 
be confined to metals which are not re. 
stricted to industry by government direc. 
tives. Stress will be put on more available, 
less strategic metals. 

Periodically a letter by Mairs, reduced 
to simple laymen’s language, will be sent 
to the association membership. 

Currently, the jewelry manufacturers are 
operating at a 25 to 30 per cent level on 
its prime metal—copper base alloy. 

Efforts have been made by many firms 
to conserve by reducing size, using thinner 
gauges, making better utilization of scrap 
and substituting less critical steel, alumi- 
num and in some instances, silver. 

Nickel in pure form—in stainless steel] 
and nickel silver—is severely curtailed by 
government order. Steel and aluminum 
have furnished the principal substitutes for 
nickel. 

Tin is completely denied for costume 
metal jewelry, and cadmium—the substi- 
tute for tin in World War II—is also 
denied the industry this time. 

Zinc aluminum compound, a lead, anti- 
mony compound; and silver to a limited ex- 
tent, have been substituted for tin. 

While extensive experimentation is going 
on with varying degrees of success in a 
number of plants, the association was 
prompted to set up the project with the 
university because of its belief that expert 
technical advice may iron out many tech- 
nical problems and permit both a wider 
use of these substitutes and a_ greater 
acceptability by the industry’s customers. 

It is basing the project on two factors 
in the use of substitutes: 

1—Technical ability of plants to manu- 


facture them into acceptable jewelry items. 
9—Customer acceptance of the jewelry 


made from them. 
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jewelry, watches, lighters, compacts, silver- 


ware, baby cups, fountain pens, and similar 
: Milwaukee Wholesale Jewelers 


Elect Nicholas President 


Members of the Milwaukee Wholesale 
Jewelers Association, at a meeting held 
March 25th, elected A. E. Nicholas, of the 
A. E. Nicholas Co., as president. He suc- 
ceeds Orrin T. Wals, of Edward M. Wals 
& Son, Inc. 

Other officers elected were: Wm. J. Kilb, 
of the Kilb-Beck Co., vice president, and 
Emil E. Beyer, of the Emil E. Beyer Co., 
secretary-treasurer. 

Named as directors were Robert Hinden 
and H. P. Johnson. 

Plans were formulated at the meeting 
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for participation in the annual convention 
of the Wisconsin Retail Jewelers Associa- 
tion, held late in April at the Pfister Hotel, 
Milwaukee. The association is also actively 
campaigning for the enactment of an 
effective fair trade law. 





Trabert & Hoeffer Lease 
Space in Minneapolis Store 


Trabert & Hoeffer-Mauboussin, exclusive 
Park Ave., New York jewelry concern, has 
leased a jewelry department in Rothschild- 
Young-Quinlan Co., one of the nation’s 
leading specialty shops at 901 Nicollet 
Ave., Minneapolis, Minn. 

The new jewelry department was of- 
ficially opened April 3rd, and over 5000 
people flocked to the store on opening day 
to view the firm’s emerald exhibit. In a 
three-day period, over 12,000 visitors view- 
ed the exhibit. 

Extensive publicity was given the open- 
ing over a local television station and 
through the medium of Minneapolis news- 
papers. 

Manager of the new branch store is 
LeRoy B. Gurd, who for the past 12 years 
has served as president of the firm’s Chi- 
cago branch store. The newly-leased 
jewelry department, which is located on 
the first floor of the specialty store, will 
carry merchandise of the same high grade 
as do other Trabert & Hoeffer-Mauboussin 
stores. 


Beattie to Include Excise 
Tax in Retail Prices 


Announcement was made recently by 
Beattie Jet Products, Inc., of New York, 
that effective April Ist, all Beattie jet 
lighters will carry retail prices that in- 
clude the excise tax. 


In a notice sent to all its dealers, the 
firm pointed out that established discounts 
will be maintained. 
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PX Complaints "Not Important" 
(From page 185) 


tion, there have been two increases in the 
maximum prices which the exchanges may 
charge for their goods. 


These two price rises were ordered into 
effect hy exchange officials in Washington 
after several increases were noted in the 
cost-of-living calculations published peri- 
odically by the U. S. Bureau of Labor Sta- 
tistics. Exchange officials are authorized 
by the Armed Services Exchange Regula- 
tion to direct the upward or downward 
Tevision (which must be based upon the 
BLS figures) of the prescribed price limi- 
tations. 


Fight for Fair Trade Law 
(From page 185) 


tives, a number of Congressmen appear re- 
sentful because of what they view as an 
effort by the trade groups to write their 
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legislation for them. While they may be 
responsive to the idea of a compromise 
measure, the legislators would prefer to 
inform their constituents that the thought 
was created on Capitol Hill. 

Pending fair trade bills awaiting the 
returning Congressmen after the Spring 
recess were the McGuire bill and H.R. 
6925, reported by the House Judiciary 
committee. However, it was thought that 
the chairman of the latter group, Rep. 
Emanuel Celler (New York Democrat), 
no advocate of fair trade, might try to con- 
vince his colleagues that passage of a bill 
prohibiting loss-leader sales would provide 
adequate protection for the small retailer. 





Bulova Students Make Radio and 
TV Appearances on Same Day 


Felix P. Radleigh and Richard A. 
Rogers both students at the Joseph Bulova 
School of Watchmaking, accompanied by 
S. Grant Conner, director of the school, 
made both a radio and television appear- 
ance in the space of a few hours on Tues- 
day, March II1th. 

They appeared as guests on the popu- 
lar WATV television show, “Coffee Club” 
and on the WAAT weekly radio feature, 
“Breakfast With Veterans” by Yorke E. 
Rhodes, Chief, Veterans Services, New Jer- 
sey Department of Conservation and Eco- 
nomic Development. 
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White Synthetics May Replace 
Red Rubies in Swiss Watches 


Rose-colored or even white rubies may 
eventually replace the deep red gems now 
used in Swiss jeweled-lever movements, 
according to scientists at the Swiss Lab- 
oratory for Horological Research, in Neu- 
chatel. 

Preliminary results of continuing ex- 
periments indicate that the rose or white 
rubies might wear better than the red ones, 
says Dr. Paul Dinichert, laboratory physi- 
cist in charge of the research. 

All rubies used in watch manufacture 
are synthetically made, and their color is 
determined simply by the amount of chro- 





mium in their composition. Pink rubies 
have less chromium in them than red, 
white rubies none at all. 

Improved methods of cutting and pol- 
ishing stones for horological use are also 
expected to result from Dr. Dinichert’s 
studies, which are being carried out prin- 
cipally by means of a Swiss-made elec- 
tronic diffractograph recently installed at 
the Swiss Laboratory in Neuchatel. 

The electronic diffractograph used by 
Dr. Dinichert to study the atomic struc- 
ture of the synthetic rubies used in 
watches works something like an X-ray 
machine except that it utilizes a 50,000- 
volt electronic beam, which is fired in a 
vacuum at the object under study. On 
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Yours to 
Wonder & Admire 


WONDER, at its lack of moving parts; 
how it can tell time and create a 
multiple action from two graceful gold 
plated rods that support the dial, 
crown and ornate pendulum. Its un- 
usually different accurate time telling 
principle will excite curiosity. 


ADMIRE, its rhythmic design; the 
OSCILLATING ACTION (turns to and 
fro) of its delicate looking gold plated 
ball like pendulum, coupled with the 
revolving twin rods that attract light 
and reflect it, making the moving 
parts twinkle at their own reflection. 
A symphony of motion that people 
will not tire of admiring; a perfect 
accessory to any setting. 


Finished in 24 K GOLD PLATE with 
jewelers polished brass base and en- 
cased under a crystal clear glass bell, 
the Golden Anniversary is truly a 
jewelers gem; a clock to be admired 
and desired. 
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striking the surface of the jewel, the beam 
is split up in accordance with the jewel’s 
atomic structure, such as a prism breaks 
up a beam of light into its componen 
color. After diffraction, the beam falls 
upon a photographic plate and Produces 
an image of the atomic structure of the 
gem. 

Other studies, seeking to determine the 
hardness of gems, are carried out by me. 
chanical means. The imprint made upon 
a ruby by a diamond bit, backed by ¢op. 
stant pressure, can be measured micro. 
scopically at the laboratory to a Precision 
of a few thousandths of a millimeter. 





Pierre-Andre Meylan, watchmaker technician 
at the Swiss Laboratory for Horological 
Research in Neuchatel, measures the hard. 
ness of jewels, crystals, and other materials 
used in watches microscopically—to a pre 
cision of a few thousandths of a millimeter. 


Dr. Dinichert is convinced, as a result 
of his experiments, that the wear sustained 
by rubies in watches is not a failing of 
the gems themselves, but is caused by 
the methods commonly used to cut and 
polish them. These processes tend to 
change the structure of the surface of the 
rubies. 





Prominent N. Y. Trade Leaders 
Launch Catholic Charities Drive 


The annual industry-wide drive for 
Catholic Charities was launched recently by 
prominent New York trade dealers follow- 
ing a luncheon tendered by His Eminence, 
Cardinal Spellman. Chairman of the Jewelry 
Committee of the Cardinal’s Committee of 
the Laity for the 1952 Appeal is Walter 
Kocher (Walter Kocher, Inc.). Assisting 
him as vice chairmen are: John H. Ballard 
(Bulova Watch Co.), James Rooney 
(Black, Starr & Gorham, Inc.), and W. 
Waters Schwab (J. R. Wood & Sons). 

Other members of the committee are: 
Donald V. Carnevale (Harry Winston, 
Inc.) ; John P. Coleman (Bowery Jewelers 
Association) ; John W. Colgan (Handy & 
Harman, Inc.);Edmund A. Cottrell, New 
York: Gustave O. Drescher (Marine Mid- 
land Trust Co.); P. M. Fahrendorf (THE 
Jeweters’ Circucar-KeysTone); Michael 
C. Fina (Michael C. Fina Co.) ; James J. 
Finnerty (Tiffany & Co.); John Gorey 
(Cartier, Inc.) ; James Kilmartin (Kelly & 
Kilmartin): Frank J. McCormack (6. 
Frederick Henry & Co.) ; Walter McTeigue 
(McTeigue & Co.); Steve Masters (Mas 
ters, Inc.); August Packer (Dieges & 
Clust); G. Dewey Sullivan (Trabert & 
Hoeffer, Inc.) ; Robert V. Sullivan (Varts 
nian & Sons); Mike Turnesa (Knollwood 
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Country Club), and Charles F. Winson 
(Charles F. Winson Gems). 

The Cardinal’s Committee of the Laity, 
composed of Catholics in business and 
professional fields, annually solicits con- 
tributions from individuals, regardless of 
race or creed, for the support of the wel- 
fare programs of New York Catholic 


Charities. 





JCA Announces Vacation Dates 


In a letter to all members, Henry L. 
Sperling, executive secretary of the Jewelry 
Crafts Association, announced recently that 
this year vacations will commence on Mon- 
day, June 30th, and end on Monday, July 
14th. 

Mr. Sperling pointed out that all work- 
ers of member manufacturers will be given 
their vacation simultaneously during this 
two-week period. In addition, all the 
jewelry plants of association members will 
be closed for manufacturing purposes dur- 
ing the vacation period. 


PRIZE WINNER 


A great many jewelry items were award- 
ed as prizes at the annual spring dance 
of the Advertising Women of New York 
held March 7th at New York’s Waldorf 
Astoria Hotel. This year’s annual event 
was called the “Ruby Ball” and the jewelry 
prizes that were distributed appropriately 
tied-in with this theme. 








One of the lucky prize winners at the 
affair was Jack Herlihy of Newsweek, 
shown above, who won a complete service 
for 12 in 1881 (R) Rogers (R) Brookwood 
pattern. He is congratulated here by Grace 
Johnsen, a director of the Advertising 
Women of New York. Other jewelry prizes 
awarded included a ring especially de- 
signed for the event by Nadja Buckley, a 
custom-made pin designed by Marion 
Batory, and a Linde star ruby ring. 





Discussion on Credit Selling 
Highlights N.Y. 24-K Meeting 


The Jewelers 24-Karat Club of Western 
New York held: the first of a new series 
of educational meetings in Buffalo 
February 26th, drawing a good atten- 
dance, 

The meeting was built around the sub- 
ject of credit selling and four qualified 
speakers presented their views. 
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George H. Cohn, Buffalo jeweler, out- 
lined the correct procedure involved in 
making out contracts of sale or condi- 
tional sale in line with credit selling. 

Harlan De Marco of Household Out- 
fitting Co., Buffalo, related his experiences 
in investigating and checking applicants. 

Reginald Blakemore of A. Victor & Co., 
Buffalo, discussed the enforcing of con- 
tract agreements. Lester Block, attorney 
for the Banner Budget Co., Buffalo, pre- 
sented the legal aspects of doing a credit 
business and answered questions from the 
floor. 

Marvin Gingold, president of the Jewel- 
ers 24-Karat Club, presided. Harry Lip- 
man was chairman of the program 


committee. A_ slate of candidates for 





election to the club board of directors 
was presented. It includes: 

Retailers: Howard Duysters, Max Sugar- 
man, Herbert Gamler, Milton Levy, Stanley 
Spisiak, John O’Dea, Ruben Teibel, Austin 
Horton, Ben Halperan, Grace Massman, 
Walter Gawel, Louis Despenza, Ben Pallas, 
Charles Goldstein, Ray Staff, Dave Arnold, 
Al Aranson and George Cohn. 

Wholesalers: Harry Lipman, Maurice 
Fried, Richard Lowenthal, David Dattner, 
Ray Hoover, C. Butterworth, Leonard 
Priorrie, Robert Grelich and Gerald 


Goldsman. 


Frank H. Maier, prominent Atlanta (Ga.) 
jeweler, has been re-elected president of 
the Family Service Society of Fulton and 
DéKalb Counties. 
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Veteran Maiden Lane Jewelers 
Are Feted at MLHS Luncheon 


Seven veteran jewelers, each of whom has 
been in the jewelry industry on Maiden 
Lane since before 1900, were guests of 
honor at the annual meeting of the Maiden 
Lane Historical Society held March 27th 
at Schwartz’ Restaurant, 183 Broadway, 
New York. The old-timers honored at the 
affair were Fred R. Keller, Royal C. Linthi- 
cum, Marcel Mirabeau, M. E. Savvis, Max 
Z. Stein, George H. Tomes and Charles J. 
Tonry. 

Guest speaker at the meeting was Marcel 
Mirabeau, the organization’s oldest mem- 
ber, who started in the jewelry industry 
on Maiden Lane in 1886 as a young man 





of 18. His talk brought vividly to mind the 
many changes time has wrought both in 
the jewelry trade itself and in the Maiden 
Lane district. While reminiscing about the 
old days on Maiden Lane, Mr. Mirabeau 
mentioned the names of departed trade 
personages and disbanded jewelry firms 
that were familiar to many of the older 
members present. 


The meeting was highlighted by the 
election of new officers which resulted in 
the re-naming of Frank J. McCormack, of 
Frederick G. Henry & Co., to the office of 
president. Other officers elected were: 
Vice President, Royal C. Linthicum (Elgin 
National Watch Co.) ; Secretary-Treasurer, 
Francis Petersen (Reed & Barton Corp.) ; 
Honorary Vice Presidents: G. H. Nie- 
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ANNOUNCING A NEW and UNIQUE 


DIAMOND EXPERTS 
SPECIALIZING 
IN WORLD-WIDE 


ASSIST YOU 
IN SELLING 
YOUR 
LOOSE DIAMONDS 


It will Pay You to See Us, when Visiting Our City 


All Inquiries are Confidential 


TRI-CONTINENTAL DIAMOND CORPORATION 


37 WEST 47th ST., NEW YORK + JUdson 6-0324 
29 EAST MADISON ST., CHICAGO * CEntral 6-3700 


OVERSEAS CABLE INQUIRIES: TRICONDIAM, N. Y. 





meyer (Handy & Harman, Inc.), Willian 
I. Rosenfeld, Maurice Tishman (Maurice 
Tishman, Inc.), and Charles A. Parke, 
(H. F. Barrows Co, Inc.). 

Maurice Tishman, who had previously 
been elected to the post of historian at the 
meeting, regretfully declined to accept the 
office because of doctor’s orders which for. 
bid him from accepting any additiona} 
responsibilities outside of his own business. 
Elected as historian in lieu of Mr. Tishman 
was Richard Bromley, of National Jeweler. 

Named as chairman of the board of 
trustees was Benjamin F. Biffar, who wij} 
be assisted in the ensuing year by the 
following board members: Andrew Ander. 
sen, Albert H. Betz, Jack Carling, Jerome 
L. Grant, Frederick L. Henry, C. Harry 
Minners, August O. Packer, George Scho. 
field, James E. Theise, Arthur J. Tuver; 
and Frank Whittaker. 

Members approved charitable contriby. 
tions of $25 each to the American Red 
Cross and the Beekman Street Hospital, 
During a consideration of other charitable 
causes, Benjamin F. Biffar was appointed 
to head a committee to find out what it 
would cost to endow a bed at the Beek- 
man Street Hospital. The committee will 
report its findings to the board of trustees 


by May 27th. 


Trustees of Jewish Federation 
Re-elect Weill as President 


Milton Weill, president of the Arrow 
Mfg. Co., West New York, N. J., was re- 
elected to a second term as president of 
the Federation of Jewish Philanthropies of 
New York on April 14th, at a meeting of 
the organization’s board of trustees. 





MILTON WEILL 


SS Re-elected to second 
\ Reo term as president 
= of Federation of 
. oe Jewish Philanthropies 
of New York 





Mr. Weill, veteran of many years of 
philanthropic and civic activities on both 
local and national levels, heads a network 
of 116 affiliated hospitals, health and so- 
cial service institutions, which annually 
serve more than 430,000 persons of all 
races and faiths. 


New Firm Merges Activities 
Of S. Nathan and Victoria Pearl 


Announcement was made recently of the 
formation of the Nathan Gem & Pearl Co., 
Inc., as a successor to S. Nathan & Co., and 
the Victoria Pearl Co., Ltd. This new con- 
cern will consolidate the activities of these 
two companies affecting economies in Op- 
eration and increased efficiency. President 
of the new firm is Leopold Nathan. 

It was also announced that Lambert Wal- 
lenstein is no longer associated with the 
organization, and that Jack Teichlauf, a 
former vice president of S. Nathan & Coy 


. Inc., has retired from active participation. 
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q Max J acoby, president of Jacoby-Bender, 
Inc.,.161 Avenue of the Americas, New 
York, embarked for Europe April 2nd on 
the S. S. Liberte. Mr. Jacoby and his wife, 
who accompanied him, will spend seven 
weeks in Europe touring England, France, 
Belgium, Switzerland, Italy and Israel. A 
“bon voyage” party was tendered the 
couple the day they sailed and was at- 
tended by a host of their close friends 
and associates. 

4 A spokesman for the Norman Watch Co., 
163 Canal St., New York, announced re- 
cently that they have purchased the entire 
inventory of the Crawford Watch Corp., 
550 Fifth Ave., New York. 

q Frank Devenish celebrated his 25th anni- 
versary with the jewelry firm of William 
Barthman, 174 Broadway, New York, on 
March 20th. In recognition of his loyal and 
faithful service, the firm presented Mr. 
Devenish with a one-carat diamond ring 
set in platinum. Mr. Devenish began his 
employ with the concern as a messenger 
and through the years was promoted to 
job clerk and finally salesman, buyer of 
rings and colored stones, and store de- 
signer of special jewelry orders. 

q The J. D. Schlang Co., jewelry manu- 
facturers at 305 E. 46th St., New York, 
has purchased the recently completed one- 
story structure at 37-31 57th St., Wood- 
side, Queens. After alterations have been 
completed the firm will occupy the prop- 
erty as a factory and executive offices. 

q J. Feinberg of A. & J. Feinberg, dia- 
mond importers at 62 W. 47th St., New 
York, will depart for Europe on May 9th, 
where he will visit the diamond markets of 
Antwerp and Amsterdam. 

q Harry Harms & Co., jewelry manufac- 
turers formerly located at 542 Fifth Ave., 
New York. announced recently the removal 
of their offices to new quarters at 15 W. 
47th St. 

q Howard I. Peach, Eastern sales repre- 
sentative for Briggs, Bates & Bacon Co., 
jewelry manufacturers of Attleboro, Mass., 
announced recently the opening of an office 
at 9-11 Maiden Lane, New York. 

q.H. Lewkowitz, Inc., New York retail 
jewelry concern, recently moved its down- 
town shop from 288 Grand St. to new 
quarters on the sixth floor of the building 
at 424 Madison Ave. The new quarters 
are just a few stens from the firm’s mid- 
town shop at 430 Madison Ave. 

q Currently visiting Europe on business 
are Mr. and Mrs. Max Stern, of Max 
Stern & Co. Inc., stone importers at 17-23 
John St., New York. While abroad, the 
couple will visit all the main European 
stone and diamond centers and will observe 
the latest jewelry style trends. Mr. Stern 
is a former president of the American 
Stone Importers Association. 
4 The April meeting of the New York 
Study Group of the Gemological Institute 
featured a “Report from the Gem Trade 
Laboratory” by the Director, G. Robert 
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Crowningshield. The 75 students present 
heard of significant incidents encountered 
by jewelers during the past year and were 
cautioned aboit latest frauds and other- 
wise unusual materials which might come 
to their attention. The next meeting will 
be held May 6th and will be given by a 
member of the staff. The topic will be 
“Natural and Cultured Pearls and Their 
Identification.” Meetings are held in the 
small ballroom of the Hotel Roosevelt, 
Madison at 46th St., New York. 

q Festive and appropriate ceremonies on 
March 27th marked the re-opening of the 
new and completely modernized store of 
Silbaugh Jewelers, at 44 Merrick Ave., 
Merrick, Long Island. 





A. E. Fisher Forms Own Firm 


A. Edward Fisher announced recently 
the formation of his own firm at 665 Fifth 
Ave., New York. Known as E. Edward 
Fisher, Inc., the new concern will carry a 
large selection of loose diamonds in all 
sizes and will also handle a complete line 
of mounted diamond rings. 

Mr. Fisher, who has been in the diamond 
business for 41 years, recently withdrew 
from. the firm of A. Edward Fisher & Co.. 
Inc., 580 Fifth Ave., New York. 





James Schulz Wins Door Prize 
At 24-K Club Beefsteak Dinner 


Those members who in past years at- 
tended any of the annual beefsteak dinners 
of the Twenty-Four Karat Club of the City 
of New York, and who were not at the 
Hotel Warwick, on Thursday evening, 
April 3rd, know exactly what they missed. 
For, the affair this year was one of the 
best of these traditionally colorful gather- 
ings. 

Well over a hundred members attended 
the dinner and enjoyed the excellent meal 
and diverting floor show provided by the 
entertainment committee. 

Preceding the announcement of dinner in 
the Warwick ballroom, cocktails were 
served in an adjoining reception hall. 
Harry Bromley of National Jeweler, presi- 
dent of the club, presided over the even- 
ing’s festivities. 

Winner of the door prize that was pre- 
sented at the affair was James Schulz, dis- 
tributor of watch cases and attachments at 
304 E. 45th St., New York. The prize, a 
handsome leather suitcase, was put to good 
use by Mr. Schulz when he departed for 
Europe on April 15th. 





Kunst Joins Brown's Jewelers 


Kenneth Kunst, who for the past four 
years has been manager of the Jewelry De- 
partment of Union-Fern, Inc., a credit 
furniture and jewelry concern of Troy, 
N. Y., recently joined Brown’s Credit 
Jewelers of Massena, N. Y., as manager. 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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DIAMONDS 


All Sizes - All Qualities 


Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for Price List No. 18 of May 1951. 
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Allied Silversmiths Elect 
Members of the Allied Silversmiths As-— 


sociation, Inc., at a recent meeting, elected 
the following officers for the ensuing year: 
Edwin Wagner (J. Wagner & Son, Inc.), 
president; Carl Klein (Hunt Silver Co., 
Inc.), vice president; Pincus Weinstein 
(Prill Silver Co., Inc.) secretary; Adolph 
Levenson (Hasselbring Mfrs.), treasurer, 
and Nathan & Nathan, counsel. 





Lehman Bros. Open 
Showroom in Chicago 


Lehman Brothers, 197 Grand St., New 
York, have opened a showroom in Chi- 
cago at 22 West Madison St., Room 644. 
Daniel Ostrof, midwestern representative, 
cordially invites all dealers to visit the 
new showroom. 











SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 


From 3.00 Keystone in I4K. Also made In 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 
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LEATHER CLOCK CASES =!!J—Sheepskin case—Black, 


Dark Brown, Dark Blue, Red, 
Tan, Green. Keystone $7. 00 
#22) Genuine Moroeco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green. Keystone $11.00 
#35J— Genuine Fcrase Leather 
with gold tooled ‘order. Brown, 
. Rose, Green and Light 
I, aso pein Keystone $13.00 
”“ and 25%” for Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 2 
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Obituaries 
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Hersert H. Bope, who was formerly as- 
sociated with the firm of Frederick C. 
Bode & Sons, Inc., jewelers of Philadel- 
phia, Pa., died April 13th. Mr. Bode’s 
father, for whom the jewelry firm was 
named, founded the Philadelphia concern 


HERBERT H. 
BODE 





at 1804 Market St. Upon his retirement, 
Herbert and his brother, William, assumed 
management of the business. Herbert re- 
mained active in the firm’s management 
until July, 1950, when he retired and sold 
the business. In addition to his brother, 
William, he is survived by his widow, a 
son, another brother and two sisters. 


Francis Bonapa, 
Berna Swiss Dials, 
facturers at 80 Nassau St., 
died February 15th. 

NaTHAN A. Feper, 65, founder of Feder’s 
Jeweler’s, Inc., of El Paso, Texas, died in 
Los Angeles on March 17th. For the last 
two years Mr. Feder had been in semi- 
retirement because of ill health, and had 
spent most of his time in Los Angeles 
though retaining his legal residence in 
El Paso. Coming to this country from 
Germany, he became a watchmaker at the 
age of 11 and operated his own jewelry 
store in Los Angeles when 16. He sold the 
store when he was 24 and started for New 
York City. Stopping in El Paso, he decided 
to remain there, opening a snail store at 
219 San Antonio St., which he developed 
into one of the city’s largest jewelry estab- 
lishments. He is survived by his widow 
and a son. 

Greorce D. Davipson, 82, founder and 
vice president of the Los Angeles retail 
jewelry concern which bears his name, 
died March 15th in Los Angeles. The 
prominent merchant went to the West 
Coast from Jersey City in 1913 and opened 
his first store in the downtown business 
section. The company has been for years 
at its present location, 445 S. Spring St., 
in the center of the financial district. For 
the past seven years, Mr. Davidson had 
been in semi-retirement. His son, George F. 
Davidson, will continue to direct the busi- 
ness as president. In addition to his son, 
the deceased is survived by his widow, a 
brother and two sisters. 

Gites Apert Gress, 70, a _ pioneer 
jeweler of Hot Springs, Ark., died April 
14th in a local hospital. He had continued 
to operate his own jewelry store until a 


secretary-treasurer of 
Inc., watch dial manu- 


New York, 
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short time before his death. He is survived 
by his widow and a sister. 

Epwarp B. KeEttey, Jr., 65, retired 
jeweler of Chester, Pa., died recently at 
Orlando, Fla., where he had made his 
home for two years. Mr. Kelley conducted 
a jewelry business in Chester for 40 years 
until his retirement about five years ago, 
Surviving are his widow, two daughters, 
two brothers and a sister. 

ArtHur “ArT” KLINGELE, general map. 
ager of the Hall Co., wholesale jewelry 
and appliance firm at 315 W. Fifth St, 
Los Angeles, Calif., died April 8th. Mr 
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ARTHUR ‘ART’ 
KLINGELE 


Klingele had been associated with the firm 
for over 30 years. He recently returned to 
the Hall Co. from La Jolla, Calif., where 
he operated his own jewelry store during 
the war years. 

CLARENCE J. STONE, banker and indus- 
trialist of Attleboro, Mass., died April 
10th of a heart attack at his office. Mr. 
Stone was treasurer and clerk of the Metals 
& Controls Corp., General Plate Co. and 
the Spencer Thermostat Co., all of Attle- 


CLARENCE J. 
STONE 





boro. He was a member of the board of 
directors of the First National Bank of 
Attleboro and a trustee of the Attleboro 
Savings Bank. He also was a member of 
the Attleboro Lions Club. 





Keystone Re-opens Showroom 


Keystone Silver, Inc., New York silver- 
ware manufacturers, announced recently 
the re-opening of their midtown showroom 
at 303 Fifth Ave. 

Manager of the new showroom is Miss 
Helen B. Gurwitt, who is now associated 
with the firm as sales promotion director. 
A new and complete line of silver merchan- 
dise is now on display at the showroom, 
including a low-priced reproduction of an 
English silverplated chafing dish. 
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A. C. Wallenstein, 70, Dies; 
Headed Jewelry Wholesalers 


Albert C. Wallenstein, 70, president of 
the National Wholesale Jewelers Associa- 
tion, died April 13th at his residence in 
the Belvedere Apartments, Cincinnati, 
Ohio. Mr. Wallenstein was one of the most 
widely known and respected executives in 
the jewelry industry. 

For many years he had been a popular 
figure at association conventions, and en- 
joyed a wide acquaintenceship among hun- 
dreds of the country’s leading wholesale 


jewelers. 


A. C. 
WALLENSTEIN 


A native of Cincinnati, Mr. Wallenstein 
was co-founder with the late Walter Mayer 
of the Wallenstein-Mayer Co., a wholesale 
jewelry firm with offices and showroom at 
31 E. Fourth St., Cincinnati. Mr. Wallen- 
stein was secretary-treasurer of the firm 
from its founding in 1903 to 1947, when he 
became president upon the death of Mr. 
Mayer. 

For 25 years, he had traveled extensively 
in the Southern territory, where he had 
hundreds of friends among retail jewelers. 

A past president of the Cincinnati 
Wholesale and Manufacturing Jewelers As- 
sociation, Mr. Wallenstein also was an ac- 
tive member of Tent Three, Variety Club 
of his native city; Cincinnati Lodge 133, 
Free and Accepted Masons; Rockdale 
Avenue Temple, and the Miami Country 
Club, of which he was a co-founder. 

Mr. Wallenstein’s philanthropies were 
but little publicized, but were extensive, 








especially in connection with the foundling 
children project of the Variety Club. 

A bachelor, his survivors are a brother, 
Dr. Millard Wallenstein, with whom he 
made his home; and two sisters, Mrs. Han- 
nah Goldsmith of Bristol, Va., and Mrs. 
Nettie Lightman of Savannah, Ga. 





Elgin Booklet Helps Clerks 
Answer Questions on Watches 


The curious consumer who asks the 
jewelry clerk, “What makes a watch run?” 
can now be given a graphic answer to 
this and other questions through a booklet 
for over-the-counter use now being distrib- 
uted by Elgin National Watch Co. 

Designed originally as part of Elgin’s re- 
tail sales training program, the booklet, 
titled “What Is a Watch?” proved so popu- 
lar that the company is now making it 
available to the trade generally. 

Finished in an attractive ring binding, 
the book is indexed for easy reference to 
provide simple word-and-picture answers 
to practically every question the consumer 
might ask a salesperson about construc- 
tion and operation of a watch. 


farsi gatg 





Designed by the sales training director of 
Elgin National Watch Co., this counter book 
is indexed with easy reference tabs to pro- 
vide the jewelry clerk with simple word-and- 
picture answers to almost every question a 
customer might ask about operation and 
construction of a watch. 


Among topics covered are case construc- 
tion, types of dials and numerals, how a 
watch runs, mainsprings, escapements, 
jeweling and adjustments. 
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SARKIN EMPLOYEES FETED AT ANNUAL PARTY 
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The entire staff of David Sarkin, Inc., New York jewelry manufacturers at 37 W. 47th St., 

were guests of the firm at a party held recently at the Maison De Winter. The affair was, 

as usual, characterized by a carefree spirit of fun and cordiality. Host at the evening's 

festivities was David Sarkin, president of the firm, who was ably assisted by Samuel Gorman, 
sales manager. 
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TOP-NOTCH SALESMAN 


FOR ST. LOUIS AND WEST 
OF ST. LOUIS WANTED BY 
WELL ESTABLISHED JEW- 
ELRY CONCERN TO SELL 
GOLD AND PLATINUM 
DIAMOND JEWELRY TO 
RETAIL STORES. MUST 
HAVE FOLLOWING AND 
ACCUSTOMEDTO LARGE 
EARNINGS AND CAN 
PRODUCE RECORDS OF 
PREVIOUS RESULTS. ONLY 
THOSE HAVING THE 
ABOVE QUALIFICATIONS 
NEED APPLY. 


Box “A., 334° 
Jewelers’ Circular-Keystone 
100 E. 42nd St., N. Y. 17, N. Y. 
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DATTELBAUM & FRIEDMAN 


No. 1 WEST 47th ST., N. Y. 19, N. Y. 
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THE GUARANTEED WATCH CROWN 
es FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
Sold Through Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y. 















Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngocre 3-!176 
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lt pays to use the 
BEST Jewelry 


Casting Investments 


Our investment materials for precious 
metal casting are made for us by ex- 
perienced manufacturers . . . equipped 
for volume production backed by con- 
tinuous laboratory controls and re- 
search departments. In our opinion 
these investments are the best obtain- 
able today. 


































Moreover, our great volume of invest- 
ment business assures delivery of fresh 
materials to you at all times. Orders 
filled promptly, regardless of size. 


Storage accounts arranged to 
give you the advantage of 
favorable quantity price scales, 


ALEXANDER 
SAUNDERS & CO. 


Jewelry Casting and Finishing 
Equipment and Supplies 


95 Bedford Street 
New York 14, N. Y. 








24 Hour Service 


PEARLS 


MAIL ORDERS PROMPTLY 
ATTENDED 10 


R&G Jewelry Corp. 


1. Wi. a7re St. NY. 19, N: Y. 
LU. 2-0813 
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Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DIAMONDS—AIl Sizes and Qualities 


JOSEPH BLANK 
COrtlandt 7-3562 


87 Nassau St. New York 38, N. Y. 














YOU CAN'T LOSE 


You can’t lose Watch Repair Sales with 
POLTOCK—the Supply House that stocks all 
“Hard-to-Get”” parts—Swiss and American. 
Write Dept. J] for FREE Ligne Gauge, 
Catalog and Stationery. JOHN A. POL- 
TOCK & CO., 15 MAIDEN LANE, NEW 
YORK 38, N. Y. 
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WATCH MATERIALS 


Florida's largest watch material house 
Serving the Nation by mail. 


Prompt mail service 
Write for Price List C 


DEAN COMPANY 


72 N. Affianfic Ave., Daytona Beach, Fia. 
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Officers and directors of the hassnchusstteMheds Island Retail Jewelers As 


RJA Confab Draws Large Turnout 
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sociation obliged 


the cameraman by posing for this group photograph. They are, seated left to right: D. Allen 
Robertson, Framingham, Mass., secretary; C. Edward Cotter, Prince-Cotter Co., Lowell, Mass. 
president, and Fred Bird, Needham, Mass. treasurer. Standing in the rear, left to right, are 
the following directors: James M. Kay, Lawrence, Mass.; Ellsworth W. Read, Kettell, Blake & 
Read, Boston; Darwin Neumeister, Bigelow-Kennard Co., Boston; John Peterson, Peterson's 
Associates, Needham, Mass.; William Shreve, Shreve, Crump & Low Co., Boston; Robert A. 
Abbott, Wood-Abbott Co., Lowell, Mass., and Harold T. Partridge, Trefry & Partridge, 


Inc., 


A capacity crowd of 400, all that could 
be accommodated at the Parker House, 
Boston, Mass., assembled on April 16th 
for the annual convention of the Massa- 
chusetts-Rhode Island Retail Jewelers As- 
sociation. Both morning and afternoon 
sessions saw the distribution of dozens of 
valuable door prizes. 

Harold A. Rosenquist, advertising and 
promotion manager of the Speidel Corp., 
spoke on “The Shifting Market—Shifting 
With It” emphasizing the necessity of 
keeping abreast of current market changes. 
Joseph I. Aronson, retail jeweler of New- 
port, R. I., spoke on the highly important 





Boston. 


topic of “Ships’ Service Stores—Post Ex- 
changes—and Discount Houses.” 

Two other speakers on the day’s pro- 
gram were: John McManemin, represent: 
ing the Watchmakers of Switzerland, and 
Robert A. Abbott, regional vice president 
of the American National Retail Jewelers 
Association. 

The day’s business sessions were fol- 
lowed by the banquet at which scores of 
additional gifts were distributed to holders 
of winning tickets. The convention was 
climaxed by an excellent entertainment 
program. 





Syracuse Jewelers Association 
Elects T. O. Murfitt President 


Members of the Syracuse (N. Y.) Jewel- 
ers Association elected Thomas O. Murfitt 
president at their February meeting, which 
was held at the Onondaga Hotel, Syracuse. 
Mr. Murfitt is secretary-treasurer of the 
long-established jewelry firm of H. J. 
Howe, Inc. 

Other officers elected were: Walter Breh, 
first vice president; Karl Mintel, se@&nd 
vice president; Helen Chapman, secretary, 
and Earl Roth, treasurer. 


Directors include Walter Lemp, Carmen 
Malone, Verne Baldwin and Carl Mueller. 
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Watch For These Counterfeits 


Jewelers and their salespeople are warned 
by the U. S. Secret Service to carefully 
scrutinize all Federal Reserve notes of $10 
and $20 denominations. New counterfeit 
bills of these denominations have been 





| 


turning up lately in increasingly large 
numbers. 

All counterfeit money received from any 
source should be forwarded to the nearest 
office of the United States Secret Service, 
rather than to Washington, D. C. 





q E. L. “Don” Donovitz was named re 
cently as Texas representative for the Mac- 
Allan Co. of Kansas City, Mo. Donovitz 
has announced that he will make his head- 
quarters in Dallas. 





Gordon Bros. Liquidate Firm 


Gordon Brothers of Boston, Mass. 
specialists in buying jewelry stores and 
stocks for cash, announced recently the 
successful liquidation of the Hensley 
Jewelry Store, located in the Tioga Hotel 
Building, Chanute, Kan. 

W. O. Hensley, who founded the busi 
ness in its present location ten years ago, 
has retired from business because of ill 
health. He was assisted in the business by 
his wife and two other employees. 
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Watch and Clock Collectors 
Issue Free Descriptive Folder 


In response to growing interest in the 
study of clocks and watches, horological 
history, and the collection and repair of 
timepieces, the National Association of 
Watch and Clock Collectors recently issued 
a folder describing its activities. 

The association is a non-profit organi- 
zation, founded in 1943, whose original 
membership of 52 has grown to more than 
1000 men and women. Chapter meetings 
are held frequently in Philadelphia, New 
York, Detroit, Chicago, Los Angeles, San 
Francisco, York (Pennsylvania), Balti- 
more, Washington, New England, Ohio, 
and Tokyo. The organization’s annual 
meeting will be held this year in June at 
Sturbridge, Mass. | 

Membership in the association includes 
a subscription to both of its publications, 
the Bulletin and the Mart. The association 
maintains a library of rare, well-known, 
and recent books on all types of horologi- 
cal subjects at the Franklin Institute in 
Philadelphia. 

A copy of the free folder describing the 
advantages of membership may be secured 
by writing to Charles Terwilliger, mem- 
bership chairman, 10 Wildway, Bronxville, 


N. Y. 


Memphis Gift and Jewelry Show 
Draws Buyers from Five States 


Approximately 750 buyers from five 
Southern states attended the semi-annual 
Mid-South Gift and Jewelry Show, held 
March 3rd through 6th at the Hotel Pea- 
body, Memphis, Tenn. Attendance figures 
released by A. J. Cory, managing director 
of the show, also reveal that 300 lines of 
merchandise were displayed by 80 ex- 
hibitors. 

The entire third floor of the Hotel Pea- 
body and the grand ballroom on the mezza- 
nine housed exhibits of jewelry merchandise 
and allied lines. Both buyers and exhibitors 
expressed their approval of the new and 
convenient location of the show in the Pea- 
body. 

Local publicity was given the show when 
scenes of the ballroom exhibits were viewed 
by the public on two television news pro- 
grams. 

Plans are in progress for the 14th Mid- 
South Gift and Jewelry Show to be held 
at the Hotel Peabody on August 25th 
through 28th. 


a 


Bulova and NYU Offer Seventh 
Jewelry Merchandising Course 


As a result of the enthusiastic ac- 
ceptance of six previous programs, the 
seventh intensive training program cover- 
ing all phases of jewelry store manage- 
ment and merchandising is now being 
offered, starting July 14th through 25th, 
by the Joseph Bulova School of Watch- 
making and the New York University 
School of Retailing. 

This program is designed to provide in- 
tensive and comprehensive training ex- 
perience of the retail jewelry store repre- 
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sentative attending, by familiarizing them 
with the essentials of conducting a suc- 
cessful modern jewelry store. Both the 
American National Retail Jewelers Asso- 
ciation and the National Association of 
Credit Jewelers have cooperated actively 
in the formulating of this and past train- 
ing programs. 

As this and previous courses have been 
designed to permit selected personnel the 
opportunity to have outstanding instruc- 
tion on a personal and comprehensive 
level, only 25 selected candidates will be 
accepted. Application forms may be ob- 
tained by applying to the New York Uni- 
versity School of Retailing, Washington 
Square, East, New York 3, N. Y., or the 
Joseph Bulova School of Watchmaking, 
40-24 62nd St., Woodside, L. I, N. Y. 
The total tuition cost to the employer for 
this training program is $175.00. This fee 
is payable upon receipt of acceptance 
from the admissions committee. 

All applications must be submitted to 
the chairman of the admissions committee 
on or before June 23rd. 





Diamond Peacock Club Presents 
Selberg with Attractive Gift 


William M. Selberg (Elgin National 
Watch Co.), retiring president of the Dia- 
mond Peacock Club, was presented with 
an attractive Poole sterling silver cigarette 
box at the group’s seventh annual dinner- 
dance, held April 19th at the Somerset 
Hotel, Boston, Mass. The presentation of 
the cigarette box was made by the incom- 
ing president, Bert Dehlin (Handy & Har- 
man, Inc.). 





The retiring president of the Diamond Pea- 
cock Club, William M. Selberg, was pre- 
sented with this attractive Poole sterling 
silver cigarette box on April 19th, at the 
group's annual dinner-dance. 


In attendance at the affair were over 250 
couples who enjoyed the steak dinner, the 
entertainment and the dancing. 

As a souvenir of the occasion, each lady 
present received a lovely gift, a fitted 
Evans handbag. 

Heading the gift committee was Joseph 
T. McDevitt, who was ably assisted by 
Reg White and Richard Arnold. 


Elmquist Firm Marks 50th Year 


The Elmquist Jewelry Store, Willmar, 
Minn., observed its 50th anniversary in 
business recently with a special week-long 
celebration. According to Oscar J. Elm- 
quist, store owner, the festivities that 
marked the occasion were held from April 
2nd to 8th. 

















REPAIRS and PLATING 
in GOLD and SILVER 


34 Years of Continuous 
Service to the Trade 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 
17 West 45th St. New York 19, W. Y. 


Est. since 1918 
AT THE SAME ADDRESS 

















KEYSTONE 
Cultured Pearls... **"ZioNé 


A. 14K White Gold Cultured Pearl Shortener $4.50 
B. 14K Large Baroque Cult. Pearl Bracelet. .$30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Earr. .$17.00 
D. 14K Cup Mtags. 7MM Cult. Pearl Earr.. .$15.00 


S. SMIGROD 


37 WEST 47 STREET, N. Y. 19, N. Y. 
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Style #2039 
Tailored Earrings .. . 


Don't buy Alice earrings if you don’t like 
paper work, because you'll find you have 
to reorder twice as often (and twice the 
quantity) to prevent your entire Alice 
stock from selling out before you know it. 


Thru the wholesaler $7 00 
JEWELRY CO. 


8 Slocum St., Prov., R. 1. 



















Ask your wholesaler for 
Fisher's new sport 
charm catalog, — 
charms, medals, ond 
sporting jewelry. o 


J.M. FISHER CO., Attleboro, Mass. 














FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 
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Sold 
WELLS MFG. CO., ATTLEBORO, MASS. 








NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 





4 The Shreve, Crump & Low Co. of Bos- 
ton, with the cooperation of H. P. Zeinin- 
ger, of the Washington Building, recently 
staged a display and demonstration of the 
latter’s diamond magnascope, which not 
only attracted wide attention at the store, 
but resulted in a television demonstration 
and a full-length column in the Boston 
Herald, by that popular columnist, Ru- 
dolph Elie. The television show was over 
station WBZ, and Mr. Zeininger showed 
how diamonds could be magnified to the 
size of grapefruit, and the various flaws, 
the cutting of the facets, inferior colora- 
tion, lack of fire in the gem’s brilliance, 
etc., could be readily seen by a potential] 
customer. In addition, the Shreve, Crump 
& Low Co. is arranging to present each 
customer with a photographic enlargement 
of the diamond purchased, so that it may 
always be kept as a “fingerprint” identity. 
q Members of the New England Guild of 
the American Gem Society, and their 
guests, gathered at the Science Museum, 
Boston, on April 9th, where Harold Miller, 
from the Marketing, Research, and Sales 
Department of the Bulova Watch Co. spoke 
on “A Discussion of Jewelry Sales and 
Merchandising.” The talk was not confined 
to watches, but covered all departments in 
jewelry sales, and Mr. Miller illustrated 
his talk with charts showing comparative 
savings, production, jewelry sales, popula- 
tion changes, and racial changes in the 
country. He also discussed fair trade prac- 
tices, department store bargain sales, and 
discount sales. 

q John S. Kennard, president of Kennard 
& Co., Inc., Boston, was recently elected 
chairman of the board of governors of the 
Gemological Institute of America at a 
meeting in Chicago. Mr. Kennard has been 
a director of the Boston Jewelers Club 
since 1938, and served as its president in 
1945-46. He is secretary of the advertising 
committee of the American Gem Society, 
and a past president. For three years he 
was a director of the Massachusetts-Rhode 
Island Retail Jewelers Association and the 
American National Retail Jewelers Asso- 
ciation. 

@ John Franklin Sullivan, “Sully,” of Jean 
P. Howes & Co., jewelry store of Keene, 
N. H., had a leading part recently in the 
Lions’ Club Minstrel Show. 

q Mr. and Mrs. Ward Amidon of Amidons- 
Dartmouth Shop, Hanover, N. H., vaca- 
tioned last month in Pinehurst, N. C. 

q Mr. and Mrs. Leo Glass, and daughter 
Carol, of the Bella A. Glass Co., Washing- 
ton Bldg., Boston, made a 10-day visit to 
Detroit late in April. 

q Among window displays by Boston jewel- 
ers attracting wide attention recently was 
one at the Trefry & Partridge store, Bea- 
con Hill, when a display of Paul Revere 
bowls and other early sterling reproduc- 
tions was accompanied by photographs and 
descriptions of oldtime Boston. Park Street, 





on the corner of which the store stands, 
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was once a cowpath, a sign stated. Many 
of the pictures were of houses dating back 
as far as 1775. 

q Among several New England jewelry 
stores undergoing remodeling operations 
are: Henry F. Munsey, 413 Cambridge St, 
Cambridge; Goodfellows Jewelers, Barre, 
Vt.; and M. J. Harrington, Newport, Vt, 
q Several Greater Boston jewelers attended 
a reception on the occasion of the opening 
of the new home of Robert “Bob” Johnson, 
of the Parker Pen Co., in Winchester, 
Mass., on March 17. Among the guests 
were Mr. and Mrs. Azah Liggun, of the 
Iranian Consulate, and the consulate secre. 
tary, Allah Vye. On display was the rug 
recently presented to Mr. Johnson by Mrs, 
Lozzem Liggun, and which bears the Par. 
ker 51 trade mark skillfully woven into its 
beautiful texture. 

q While Mrs. Rose Marshall, bookkeeper 
at the Travis, Farber Co., 909 Jewelers 
Building, was spending her vacation at 
Kiamesha Lake, N. Y., she participated in 
the women’s amateur ski  slalom—and 
walked away with a silver medal as win- 
ner! 

q Mr. and Mrs. George Allman, of the 
Quincy Jewelry & Loan Co., Quincy, Mass, 
also spent a week-end at Concord, Kia. 
mesha Lake, N. Y., and from there flew 
west to Hollywood, Calif., where George's 
brother Harry, formerly associated with 
him in the jewelry business in Quincy, is 
now an art director with Halivah Studios, 
q Harold Ginsburg, of the Boston Jewelry 
& Loan Co., Fall River, was recently elected 
a director of Shorts, Inc., of New York 
City, a firm engaged in producing tele- 
vision shorts at Hollywood, Calif. 

q Jorge Epstein, of the firm of the same 
name, 412-16 Washington Building, par. 
ticipated recently in a charity bazaar in 
Brookline, dressing in old-fashioned cos- 
tume, and presiding over what was termed 
a “Mammoth Medicine Show.” He parked 
his antique Ford car in the street in front 
of the bazaar, and sold hundreds of pieces 
of antique jewelry, the money for which 
was given to charity. 

q The store of Lionel J. Poliquin, of 
Waterville, Maine, who died last year, has 
been purchased and will be operated in 
future by R. C. Guite. 

q With the acquisition of Room 405 by 
the Mahar & Engstrom Co. in the Jewelers 
Building, redecoration has been general 
throughout the quarters, and now Room 
410, which of late has been used as a stock 
room, will be turned into a display room. 
q Walter Kersey, of Kersey’s Jewelry Store, 
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Rumford, Maine, was the only jeweler of 
that city to participate in the Rumford 
Industrial Exhibition in the Rumford 
Armory, April 3 to 5. “Dick” Moore of the 
Edmund W. Kirby Co., 304 Jewelers Build- 
Boston, assisted Mr. Kersey, and dis- 
played a large stock of diamonds, which he 
was able to describe to those visiting the 
booth at the exhibition, at the same time 
offering helpful counsel to potential buy- 
ers of diamonds. 
4 Mr. and Mrs. Arlo Bates, of the George 
B. Bates Co., Calais, Maine, were in Bos- 
ton recently on a buying trip. 
4A. Frisch & Co., 306-8 Jewelers Build- 
ing, Boston, was recently appointed dis- 
tributor in this area for Ronson lighters. 
4 Pryor W. Percival, son of D. C. Per- 
cival, and a watchmaker at D. C. Percival 
& Co., 2nd floor, Jewelers Building, now 
heads the job department there. Mrs. 
Louise Buckle, for 10 years a bookkeeper 
with the Percival firm, left their employ 
on April 1. 
4Grono & Christie, successors to S. H. 
Grono, jeweler, of East Milton, Mass., have 
moved from their old location at 558 
Adams St. into a new store at 536 Adams 
St. 
q A thief who broke into the store of 
William Masciarelli, on Green St., Wor- 
cester, Mass., on March 19, and stole a 
number of watches, was caught shortly 
after and has been held for the Grand 
Jury. 
q Thomas Finerty, Jr., of Hub Materials, 
408-11 Washington Building, spent two 
weeks with the Coast Guard Reserve at 
Ellis Island, N. Y. 
q Spring cleaning has taken place in the 
quarters of the Herbert W. Stranger Co., 
306-7 Washington Building, with walls, 
ceiling, and floors redecorated, and with 
new wall and show cases installed in the 
sample rooms. 
q Howard Baxter, advertising layout artist 
with Thomas Long Co., and creator of 
many of the Longcrest art layouts, has 
been ill at the New England Sanitarium. 
q James J. Sullivan, jeweler of 818 Prov- 
ince Building, has redecorated his place. 
4 James Mitchell, of James & Mitchell 
Co., 801 Province Building, who has been 
away from business because of illness for 
four months, is back on the job again. 
William Zeesman, formerly with Brown 
Jewelry, Santa Monica, Calif., has been 
added to the James & Mitchell staff. 
q A. Blumberg Company, formerly located 
at 25 Eastern Ave., Lynn, Mass., have 
opened new wholesale quarters in Room 
645, Province Building, specializing there 
in “Elegance by A.B.C.” 
4 Stanley Myers has joined the staff of 
_— Datz & Co., 513 Province Building, 
oston. 
4 Turco Bros., formerly located in Room 
434, Province Building, have opened up 
newer and larger quarters in Rooms 529 
and 530 in the same building, and have 
added a new line of electrical appliances, 
displaying television sets, refrigerators, 
and washing machines in addition to a line 
of fine jewelry. 
q Saul Levitan, treasurer of H. Levitan 
Sons, Inc., 429 Province Building, an- 


ing, 
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nounces that Fred Reich has been added to 
the sales staff to cover the New York and 
Pennsylvania territory. Arthur Present, 
New York and Pennsylvania representative 
of the Briggs Novelty Co., also operated 
by Mr. Levitan, is on his honeymoon. 

q Officers of the New Hampshire Retail 
Jewelers Association met at the Hotel Car- 
penter, Manchester, N. H., on March 30, 
and laid plans for the coming annual con- 
vention, scheduled for June 28-29-30 at the 
Hotel Wentworth-by-the-Sea, Portsmouth. 

q Eugene Sanger, that spry “youngster” 
of Sanger & Co., 509 Washington Build- 
ing, dug out a picture of a group of 12 
members of the old Somerville, Mass., 
Cycle Club, of which he was the youngest 
member back in 1885. All in the group 
had the old-time high-wheelers, and Mr. 
Sanger is very proud of a three-leaf clover 
silver badge, bearing the insignia of the 
club—made by the two original members 
of the firm of Norling & Bloom, them- 
selves. 

q Teams of the Boston Jewelers Bowling 
League wound up their rolling at the 
Boylston Street Alleys on April 15, with 
the Mahar & Engstrom Co. team winning 
for the third year in a row. The A. Stowell 
& Co. team was second, and E. H. Saxton 
Co. was a close third. Annual banquet and 
awarding of prizes to individuals and to 
teams was scheduled to take place at the 
Hotel Brunswick on May 3. At that time, 
too, Pat Marino and Marty Walsh, of the 
A. Stowell team, will come to a decision 
as to who shall wear the “champ” sweater 
—at last rolling the possession still being 
in doubt by a couple of pins, and both of 
them disputed. A close check is being 
made on scores with a view of a correct 
award being made. Each player is con- 
fident. 





Joins 


Sperry 
Mfg. Co. 


ANDRE 
FLEURIDAS 





Andre Fleuridas, a veteran of 28 years 
in the jewelry trade, has joined Sperry 
Mfg. Co., Providence, R. I., as chief de- 
signer. Announcement of his recent afhilia- 
tion was made by Arthur S. Spear, presi- 
dent. 

A resident of this country since 1926, 
Fleuridas’ professional background in- 
cludes experience with top-ranking Ameri- 
can firms, including Van Cleef & Arpels, 
Trabert & Hoeffer, Harry Winston, and 
Mazer Bros. 

A Continental grounding in the essen- 
tials of jewelry crafting prepared Fleuridas 
for his career in this country. A graduate 
of Beaux Arts in Paris, where he studied 
design, he served a six-year apprenticeship 
with his father’s firm before coming to 


New York. 
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‘The Card Specialists” 
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EARRING CARDS 


For Manafacturers 
and Whelesalers 


© Fancy and ‘Plastic’ 
coated finishes 


© All styles and designs 
© For all purposes 
© Any quantity 





MADE TO YOUR SPECIFICATIONS 
Send for literature and samples 


SAMUEL P. HARRIS, INC. 


55 Pawtucket Ave. East Providence, R. |. 
EA 1-1526 

















SELLS FAST 
Make 150°: profit selling Muirae- 
ulous, Sacred Heart and other 
medals encased in transparent 
EVERLASTING Plexfglas. 18” 
gold-plated chain with lock. Gift- 
boxed. Your cost $10.80 doz. (Re- 
tails $2.50 ea.) Sample pendant 
$1.00 sent first class. Money 
guarantee. FREE CATALOG. Send 
$1.00 for sample to get started. 
STEPHEN PRODUCTS CO. 
__!947 Broadway, Dept. K3, N. Y. 23 
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ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 38, N. Y. 


























WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 


Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 








* Wholesale Jewelers 


134 So. 8th St. Phila. 7, Pa. 
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PE ARN JEWELRY REPAIR 


®STONE SETTING & MANUFACTURING ATe 
e HOME! Same Course given Residence stu-¢ 
~ cents. Contains 26 illus. Lessons and val- 

uable data. Cost per lesson under 75¢.° 
® Offer limited. Write NOW! e 
°©A. W. THACKER ACADEMY FOR JEWELERSe 
rm 117 Fourth Ave., Pittsburgh 22, Pa. + 
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LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Fashioned School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept."'K"' Iil'd Catalog 
BAldwin 9-1376 
Arthur T. Johnson, Principal 


























CLASSIFIED ADS 
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Bring Desired Results 
See Page 238 














COURSES FOR SUCCESS FOR 
WATCHMAKERS - ENGRAVERS 
AND JEWELERS 


GRADUATES PASS CERTIFIED MASTER 
WATCHMAKER, H1A AND ALL STATE 
LICENSING EXAMS. 
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@ Clock sales have increased sharply at 
the Boyer & Tschopp store, jewelers at 
121 W. Chelten Ave., Philadelphia, since 
a new clock case has been placed along 
the wall next to the entrance. The clock 
is plainly visible to passers-by and has 
aroused much consumer interest. As the 
remainder of the building at 121 W. 
Chelten Ave. is rebuilt following last year’s 
fire, this jewelry store may be enlarged 
so that the repair department can be 
moved to the rear of the establishment. 
With more space in the store, new wall 
cases will then be added. Jewelry, itself, 
will get the first increase in allotment of 
display space. 

q Weiman’s for Diamonds, jewelers at 
5522 Germantown Ave., Philadelphia, held 
a profitable watch attachment promotion 
during March. Three-thousand postcards 
announced to residents of this area that 
they could receive a two-dollar trade-in 
value for their old watchband on any of 
the new ones featured in the sale. The 
results were most gratifying, according to 
one spokesman for the store. 

q Jewelers and other merchants of the 
Germantown area will celebrate German- 
town Week May 12th with special values 
featured especially May 15th, 16th and 
17th. The joint promotion is sponsored by 
the Germantown Business Men’s_ Asso- 
ciation. 

q Ross T. Humer observed his first year 
in business at 5907 Germantown Ave., 
Philadelphia, quietly without celebration. 
However, he’s started his second year in 
business with several contemplated changes. 
Mr. Humer has been using local church 
bulletins and papers as advertising media 
with considerable success, but has recently 
reached the point of diminishing returns. 
As the contracts for these ads expire, he 
will start a series of direct mail campaigns. 
q Christian J. Van Den Bergh of the “third 
generation of jewelers” at 5869 German- 
town Ave., Philadelphia, is a leader in 
the activities of the Optimist Club of 
Germantown, especially in the Wissahicken 
Valley Hunt Trials, a horse show to take 
place in May for the benefit of needy boys 
in this area. He emphasizes the fact that 
every cent of the money realized from this 
and other events sponsored by this organ- 
ization is used for the boys. 

q The display windows of Sidney’s Jewel 
Shop at 10 W. Chelten Ave., Philadelphia, 
use as an added attraction cards with 
clever copy promoting the jewelry shown. 
One reads: “Yours on the friendliest of 
terms.” Another suggests: “Your wedding 
rings will match if you buy them both 
here.” 

q Morris Gelles, jeweler at 5119 German- 
town Ave., Philadelphia, “talks to the 
people who come in for repairs” about 
slow-moving merchandise he would like 
to clear from his inventory. He finds this 
more preferable than holding sales which 
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undermine the confidence of the public jp 
his store. This method builds goodwill, he 
says, by making those who are offered the 
bargains feel they have been given some. 
thing special, while the public still feels 
that his store is substantially a standard 
priced establishment. 

q Louis Jagielky and other Walnut Stree 
merchants promoted a Walnut Street 
Easter Parade again this year. Mr 
Jagielky served as one of the judges, 
Each year this event is attracting more 
visitors, most of whom went to out-of-town 
parades before this one was inaugurated 
three years ago. 

q Louis Bloch, who has been on the staff 
of S. Kind & Sons for 64 years, celebrated 
his 50th wedding anniversary April 9th, 
q Miss Elaine Cooper, of Fred J. Cooper, 
Inc., jewelers at 109 S. 13th St., Philadel. 
phia, returned recently from the American 
Gem Society Conclave in Chicago where 
she extended an invitation to the organ: 
ization to hold next year’s meeting in 
Philadelphia. Miss Cooper is, incidentally, 
hoping to visit Europe this summer but, 
as yet, cannot be sure she'll be able to 
get away from the busy Cooper store. 

q The Philadelphia Guild of the American 
Gem Society met Tuesday, April 15th, at 
Oscar Kind’s, where they heard a discus- 
sion on colored gems led by Bill Collison. 
4 Joining the ranks of the benedicts on 
June 28th is George Hughes, repairman 
at C. R. Smith & Son, jewelers at 18th 
and Market Sts., Philadelphia. Samuel 
Paull, of the same firm, returned recently 
from a two-week training cruise on 4 
submarine in connection with his service 
in the Naval Reserve. 

q Boyer & Tschopp, jewelers at 121 W. 


.Chelten Ave., Philadelphia, know that “all 


things come to those who wait.” The year 
before last the firm’s window was broken 
and the store robbed on March 5th; last 
year a fire destroyed much of the building 
where the concern is located and did some 
damage to the jewelry store on March 5th. 
This year firm officials looked forward to 
March 5th with increased interest. What 
happened? They made the biggest sale 
of the month! That’s all—luckily. 

q J./D. Jewelers, located at 508 Market 
St., Chester, Pa., have entered into coop- 
erative advertising with manufacturers of 
electrical appliances over radio station 
WPWA in that town. 

q Robert’s Hollywood Jewelers, now occu- 
pying part of the building at 16th and 
Chestnut Sts. recently purchased by 
Bailey, Banks & Biddle Co., have found 
a new location for this shop which will be 
“strictly Hollywood.” When situated in its 
new quarters, the store will have an all. 
glass front; space for a separate repair 
department in the back; air conditioning 
and many other facilities. Mr. Roberts has 
not yet divulged the exact location of his 
new shop, but he does tell us of many 
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things to be added including facilities for 
doing their own engraving. | 
¢ Henry Sulkowitz, owner of Bond jewel- 


ers, is taking courses in sculpturing al 
Temple University which will undoubtedly 
enrich and i his artistic ability in 
jewe eld. 

4 Bond lr of 30 S. 15th St., Phila- 
delphia, celebrated their first anniversary 
in business on April 9th. Refreshments 
were served in the handsome basement 
office, with all modern and modernistic 
appointments, to over 300 visitors. 





Hamilton's Sinkler Addresses 
Annual Quality Control Clinic 


Arthur B. Sinkler, former research direc- 
tor of the Hamilton Watch Co., was the 
principal speaker at the eighth annual 
quality contol clinic sponsored by. the 
Rochester (N. Y.) Society for Quality 
Control, Tuesday, February 19th. Mr. 
Sinkler was named vice president in charge 
of manufacturing, Hamilton Watch Co., 
February 28th. 

Mr. Sinkler, a former assembly line fore- 
man, told 300 industrial representatives 
from New York, Pennsylvania, New En- 
gland and Canada that the individual is 
the most important element in the problem 
of production changes. 

“Study the individual you’re dealing 
with, plant the idea of the change in him 
and make certain he understands the pro- 
posed change,” Mr. Sinkler advised. 
“Hamilton successfully completed a major 
postwar change in assembly methods by 
giving primary attention to the individual. 
We consider him a craftsman—difficult to 
replace. Each employee must be a part of 
the operation in order to benefit from his 
prior training, experience and ability.” 

Following his address, Mr. Sinkler was 
presented an honorary life membership in 
the Rochester Society for Quality Control. 





Tilden-Thurber's Newport Store 
Completely Destroyed by Fire 


The Newport branch store of the Tilden- 
Thurber Corp., of Providence, R. I., is 
temporarily operating at 190 Thames St. 
as an aftermath of a fire on February 8th 
that swept the location. The firm’s New: 
port branch had occupied quarters in a 
commercial building at 160 Thames St. 
for the past 24 years where it shared the 
ground floor with Kay’s Shoe Store. 

Just prior to opening time on the stormy 
morning of February 8th, fire was dis- 
covered in the Kay’s store. When entrance 
was gained, the rush of air fed the flames 
and caused them to not only gain head- 
way in the shoe emporium but also to 
break through into the Tilden-Thurber 
store in three places, 

Before the fire was brought under con- 
trol the interior of the shoe store was 
completely gutted, flames had found their 
way to two floors of bowling alleys above 
and to the roof, causing it to collapse. 

The ceiling of the jewelry store kept 
the roof from crashing through and per- 
mitted the salvaging of some stock. 

All costume jewelry, expansion bracelets, 
watch movements, fountain pens and fix- 
tures were lost. Partial damage resulted 
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to the remainder of the large stock of 
merchandise. The loss was estimated at 
$20,000. 

The building was so badly damaged 
that it was necessary to raze it. Plans have 
been drawn for a single story commercial 
building at the location and Tilden-Thur- 
ber is hopeful of transferring there when 
the building is ready for occupancy. 





New and Attractive Store 
Opened by Barr's in Mayfair 


A gala open-house celebration was held 
the second week of April at the new May- 
fair store of Barr’s Jewelers, 7317 Frank- 
ford Ave., at the corner of Teesdale St., 
just above Cottman. The opening of this 
new establishment in the heart of Mayfair 
adds an attractive jewelry store to this 
fast-growing Philadelphia suburb. 

The new structure is built of two tones 
of red and gray Italian marble, and fea- 
tures a terrazzo vestibule, custom-made 
show and floor cases, and wrought-iron rail 
stairway and mezzanine. 
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This architect's drawing of Barr's new May- 

fair jewelry store shows to advantage its 

attractive marble exterior and its extensive 
window display area. 





Manager of this store is Frederick Irons, 
who managed the old Barr’s Mayfair store 
at its old location. He has been associated 
with the firm for ten years. The assistant 
manager is Edward Smith, also with the 
old store, who has worked for Barr’s for 
seven years. 

The Mayfair store is one of seven 
jewelry stores in the Philadelphia trading 
area of the well-known local firm of Barr’s 
Jewelers and Silversmiths. 





Partners Purchase 
Hastings Firm 


Ohlsen & Myers is the new trade name 
for Don’s Watch Shop, jewelers at 124 N. 
Hastings Ave., Hastings, Nebr., since its 
recent purchase by F. A. Ohlsen, his son, 
Robert Ohlsen, and Alloys Myers. 

F. A. Ohlsen, the senior partner, will 
continue his residence in Marshall, Minn., 
where he has operated a jewelry store for 
the past 32 years. His son, Robert, who 
has been employed the pasf year by the 
Lee Jewelry Co., Denver, Colo., will man- 
age the Hastings store. 

Alloys Myers, a licensed Minnesota 
watchmaker, will manage the watch sales 
and service department at the new Ohlsen 
& Myers store. He was previously asso- 
ciated with the Ohlsen and Marcotte 
Jewelry Store, Marshall, Minn., and the 
Ordal Jewelry Co., St. Peter, Minn. 
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From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality... 


the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 
for your inspection. 


Beautifuily executed in» 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


- 


- 7 x 
— ~~ 
a 


| 


1] 


} 


| 


it 
i || 


ii] 


| 


= = ~ 
- - 
- 


+ 


iN 


: =— = 


: 


‘ 


GEeeie 


BYARD F. BROGAN 


AA 


NUFACT 


1-14-58 e)5 


PLATINUM, PALLADIUM AND GOLD JEWELRY 


IMPORTER 


OF 


DIAMONDS, CULTURED PEARLS AND GEM STONES 


805 Sansom St. 


WRITE FOR NEWSPAPER MATS OF THIS AD 


Philadelphia 7 

















Some of our 
customers are 


DEMOCRATS, 


Some are — 


REPUBLICANS 


BUT all of 


them agree on 

the QUALITY of 

our merchandise 
and service. 





BALTIMORE I, MD. 














SILVER! 


Whatever you want . . . Kohner has 
it! Plated or Sterling, Flatware or 
Hollowware ... all the best brands: 
COMMUNITY ... TUDOR... 1847 
—WM. ROGERS ... ROGERS... 
WEB ... WEBSTER ... POOLE. 


SERVICE! 


When you need it. Rely on Kohner 
for speedy delivery .. dependable 
service. Order today! 


max KOHNER 


Wholesale Jewelers 
BALTIMORE 1, MARYLAND 








Scribable Celluloid, Plastic 


Button Fast Tags—in all sizes. 


81 Warren St. 


Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 


Market 3-3618 





Newark 2, N. J. 








q Robert L. Nagle, Atlanta, Ga., widely 
known in Southern jewelry manufacturing 
circles, has opened his own firm, R. L. 
Nagle, Manufacturing Jewelers, at 60 Pop- 
lar St., N.W., Atlanta. He is a veteran of 
World War II, and for a number of years 
was associated with his father in the 
jewelry business. 

q The Coastal Jewelry & Merchandise Co., 
Rocky Mount, N. C., has been organized 
with capital stock of $100,000. The incor- 
porators were E. J. Stone, A. Y. Bryant 
and L. T. Phillips, all of Rocky Mount. 
q Royal Jewelers of Lexington, Inc., Lex- 
ington, N. C., has been chartered by the 
Secretary of State to engage in a general 
jewelry business. Authorized capital stock 
is $100,000. Incorporators: Sidney J. Stern, 
Jr., Albert Rose and Alice Bray, all of 
Greensboro. 

q Haltom Jewelers, Inc., of Fort Worth, 
Texas, were hosts to teachers who toured 
the firm’s plant on Friday, March 28th, as 
part of an observance of Business Educa- 
tion Day. The firm was one of a group of 
manufacturers and business firms cooper- 
ating in the event. 

q Lloyd’s Credit Jewelers, which have 
been located for the past 15 years at 133 
W. Jefferson Ave., Dallas, Texas, held a 
formal opening of their new store at 207 
W. Jefferson Ave. on Saturday, March 29th. 
Otto Kris is owner. 

q The Stephens Jewelry Co. of Stephens, 
Ark., was sold recently by Donald B. 
Mitchell to George Allspaugh of Magnolia, 
Ark. The new owner is moving the store 
from a small annex of the Security Bank 
Building across the street to the Viclers 
Building. 

q The Richmond (Va.) branch of the Geo. 
Phillips Co., wholesale jewelers at 216 N. 
2nd St., exhibited their complete and 
varied line of jewelry merchandise at the 
annual convention of the North Carolina- 
Virginia Retail Jewelers Association. The 
confab was held at the Robert E. Lee 
Hotel in Winston-Salem, N. C., on April 
27th through 29th. 





Baltimore-Washington News 


q A new branch store of Davids Credit 
Jewelers will open May 3rd at 19 E. Main 
St., Westminster, Md. This store, the sixth 
in the organization’s fast-growing chain, 
will be managed by Sol Ackman. In addi- 
tion to the new establishment, the firm has 
three other stores in Baltimore, one in Elli- 
cott City, and one in Pikesville. David H. 
Rosenberg is.president of the parent com- 
pany. 

q Howard C. Heiss, Baltimore jeweler Jo- 
cated at 1000 W. 36th St., was seriously 
injured in an automobile crash early Sun- 
day evening, April 13. Traveling with Mr. 
Heiss at the time were his wife, Mrs. Edna 
Heiss, who received painful cuts and in- 
juries, and his mother-in-law, Mrs. Sofia 
Schulz, who died soon after arrival at the 
Montgomery County (Md.) General Hos- 
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pital, Mr. and Mrs. Heiss and Mrs. Schuly 
were returning to Baltimore from Silver 
Spring, Md., when the accident occurred. 
The extent of injuries to Mr. Heiss was, 
at this writing, not definitely known. 

q The opening of an unusual silver de. 
partment at the Carl J. Doederlein Co, 
Inc., 320 N. Charles St., Baltimore, was 
announced recently by Nelson R. Coleman. 
The new department will handle only ex. 
clusive imports and unusual pieces not 
normally handled by the average jeweler. 

q Emanuel Kohner of Max Kohner, Inc, 
wholesalers at 21 W. Baltimore St., Balti. 
more, is recovering from a recent serious 
illness which hospitalized him for nearly 
two months. 

q Leon J. Engel of J. Engel & Co., Inc,, 
Baltimore wholesalers at 20 Hopkins Place, 
and Mrs. Engel, are enjoying a month’s 
vacation, dividing their time between 
Florida and Cuba. 

q Harold M. Weaver, who conducts a 
jewelry store at 2720 Pulaski Highway, 
Baltimore, announced recently the pur. 
chase of Svejda Jewelers at 2340 E. Monu- 
ment St., Baltimore. Mrs. Agnes Svejda, 
who operated the store for approximately 
35 years, is retiring from business, Mr. 
Weaver will main both establishments. 
The newly-acquired store will be managed 
by Ralph Kidwell, who will be assisted by 
Kenneth Weide. 

q William Younger has purchased the 
Northwood Shopping Center branch store 
of Whittington Jewelers, 1580 Havenwood 
Road, Baltimore. Mr. Younger, who 
formerly managed this store for about a 
year, will operate the shop under the name 
of Woodington Jewelers. 

q Ted Nye, who operated a jewelry shop 
at 2045 Nichols Ave., S.E., Washington, 
D. C., under the name of The Watch 
Hospital, has moved to new and larger 
quarters at 318 Kennedy St., N.W. Hence- 
forth he will conduct his business under 
the name of Nye Jewelers. 

q Helen and Allan Ward of Shirlington 
Jewelers, Shirlington, Va., have opened 
another store at 6479 Lee Boulevard, Falls 
Church, Va. The new store is handsomely 
appointed and is located in the newly- 
constructed Willston Shopping Center. 

4 Harold Lisenbee, formerly of The Hecht 
Co., Washington, D. C., has opened a new 
jewelry store at 621 F St., N. W. Featured 
in the new establishment is a line of 
popular branded merchandise and an 
efficiently operated repair shop. 

q Twelve teams are represented this year 
in the Washington (D. C.) Jewelers Bowl- 
ing League of which George Tobey Is 
president. A  team-for-team match 1s 
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scheduled with the Baltimore Jewelers 
Bowling League which is headed by James 
Bluecher, of J. Engel & Co. Match play 
will take place in Baltimore about the 10th 
of May. The teams will compete for an 
intercity trophy which was won by Wash- 
ington last year. _ 

q The Washington (D. C.) Commissioners 
held hearings recently on the possibility of 
amending police regulations with regard 
to a law affecting jewelers. According to 
the regulation, any firm accepting a trade- 
in, such as a watch or ring for a new one, 
is considered to be a second-hand dealer 
and as such is required to be licensed and 
to pay an annual fee of fifty dollars. The 
hearings were held primarily to grant some 
relief along these lines particularly when 
the jeweler does not deal in second-hand 
goods. 

4 Sol Lynn, of Lynn Jewelers, 506 F St., 
N. W., is new editor of the Loupe News, a 
monthly publication mailed to all jewelers 
in this area and sponsored by the Greater 
Washington (D. C.) Jewelers Association. 
41. N. “Oppie” Oppenheimer is recover- 
ing from a recent illness and expects to be 
back soon at his post at Kahn-Oppen- 
heimer, Inc., 917 F St., N. W., Washing- 
ton, D. C. 

4 The Greater Washington (D. C.) Retail 
Jewelers Association held its montly meet- 
ing March 26th at the Hotel 2400 and 
selected delegates to attend the annual 
convention of the Maryland-Delaware-Dis- 
trict of Columbia Jewelers Association 
which will be held May 4th and 5th in 
Baltimore. The organization also planned 
participation in the Washington Home 
Builders Show which was held at the Na- 
tional Guard Armory during the month of 
April. The association’s exhibit emphasized 
the important part fine silver plays in the 
home. 





Myron Everts Named President 
Of Arthur A. Everts Company 


Myron Everts was elected president re- 
cently of the Arthur A. Everts Co., pioneer 
jewelers of Dallas, Texas. A son of Arthur 
A. Everts and active in the company since 
1920, he was elevated to the high post 
from secretary-treasurer at the annual 
meeting of the firm’s board of directors. 

Arthur A. Everts, who established the 
business in 1897, was made _ honorary 
chairman of the board. Frank Everts, 
grandson of the founder, was elected vice 
president at the meeting and Tim Welch, 
former vice president, was named secre- 
tary-treasurer. 





Consumer Credit Controls Eased 
By Revision of Regulation "W' 


The government’s Regulation W has been 
revised to permit purchases of appliances 
and many home furnishings, if priced 
under $100, without a down payment. Pre- 
vious ceiling was$50, but no change was 
made in the maturity period. 

One reason for easing of the ‘regulation 
was that the Federal Reserve Board’s an- 
nual survey indicated that the majority of 
consumers are wary of buying at today’s 
Prices and the former credit terms. Al- 
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though expressed in other language, the 
Board believes that easing of Regulation 
W will not bring much change in consumer 
resistance and thus would not materially 
affect outstanding installment credit. 

The agency says it also expects the gen- 
eral public to continue to save nine per 
cent of their income, after taxes. 





YOUNG OLD-TIMERS 





"Life begins at ten" for employees of the 
Gruen Watch Co. who have been with the 
company ten years or longer. To members 
of the Gruen Ten-Year Club goes the privi- 
lege of enjoying cruises down the Ohio River, 
special Christmas parties and an annual 
banquet. At this year's banquet, the camera 
caught J. E. Wessels (right), assistant to 
Gruen president, Benjamin S. Katz, con- 
gratulating newly-elected Ten-Year Club 
president, Arthur Fisher (left) and Club 
vice president, Albert Verran (center). 









PEARL 


RESTRINGING 
For The Trade 


I0¢ 


PER STRAND 


Plus 15¢ For The Insured 
Parcel Post Package 
(which may contain 

one or more jobs) 

EVERY JOB IS CLEANED 
A Fine-Quality Job 

At A Low Cost 
Mail Orders 


Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 
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Pearl Restringers 
Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 
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SOLE U.S.A. AGENTS FQ 


ALL JUNGHANS PRODUCTS 


VISIT OUR SHOWROOMS 
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220-5th AVENUE, NEW YORK 1, N. Y. 


1524 Merchandise Mart, 





Chicago, Ill. 


SEND FOR NEW CATALOG AND PRICE LIST 
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—GOLD 
—SILVER 
—RHODIUM 


JP 
QY SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicage 3, Uinels 


This is Our Only Location 











Do you know why 


MICROTIME 


WATCH and CLOCK OILS 
Give the Best Lubrication? 





IF NOT e a es 
Ask Your Jobber Today! 
eS 
4 


EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 
Chicego 2 llinots 














WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 

















CENTRAL WATCH CO. 


ESTABLISHED (91! 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
6 So. WABASH AVE., CHICAGO 3, ILL. 














Culeh, Case Fepas 


* 
Our work costs no more 
than ordinary work & 


BECKER-HECKMAN COMPANY 
29 Eas: Madison Street, Chicago 3, Illinois 

















PEARL RESTRINGING 
Cultured . . . Oriental ... Imitation 


Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
prices, All jobs guaranteed. 


B. FEINSTEIN 
31 N. State St., Chicago 2, Illinois 
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q Members of the jewelry trade joined in 
offering condolences to the family of Harry 
Goodman, of the wholesale firm of Weksler 
& Goodman, Inc., who died March 27th in 
Rochester, Minn. Mr. Goodman was a 
wholesale jeweler in Chicago for 30 years 
before his retirement last year. He was 
68 years old. Surviving are his widow, 
two daughters and a son. 

q Friends of James R. Dewey, who covered 
the Kansas City area for Agnini & Singer, 
Chicago jewelry manufacturers at 656 N. 
Western Ave., were saddened to learn of 
his death on March 22nd, after a heart 
attack. Mr. Dewey had been with the firm 
for the past two-and-one-half years. 

q Marks Brothers, State Street credit 
jewelers since 1895, will open the firm’s 
only outside the Loop store in the new 
15-million-dollar Evergreen Shopping Plaza 
at 95th St. and Western Ave. The project 
is scheduled to open in August. 

q Mr. and Mrs. Arnold Schloss returned 
from a one-month vacation at the Florida 
Keys early in April. 

q Friends in the trade are pulling for the 
speedy recovery of Rudy Loonsten, sales 
representative for Son & Prins Co., Inc. 
Rudy suffered a heart attack and spent 
several days in an oxygen tent at St. 
Francis Hospital in Miami. Jack Prins 
reports that Rudy has recovered sufficiently 
to be out of the oxygen tent and is on 
the road to recovery. 

q Arnold Price of the Ball Co., 6 N. Mich- 
igan Ave., left March lst on his usual 
spring trip through the Northwest area. 
He was expected back around May Ist. 
q Congratulations on his recent marriage 
are in order for George Khourie, Ohio 
sales representative for Agnini & Singer, 
jewelry manufacturers at 656 N. Western 
Ave. 

q Herman Kramer, of Lossau & Kramer, 
wholesale jewelers at 29 E. Madison St., 
returned early in April from the joint 
annual convention of the Nebraska Retail 
Jewelers Association and the Nebraska 
State Horological Association, which was 
held in Grand Island. 

q Rudy Samuels of Stein & Ellbogen Co., 
55 E. Washington St., reported that Wil- 
liam Beduze, formerly of the firm’s special 
order department, was expected to be re- 
leased from the Navy sometime in May. 
His co-workers are looking forward to his 
return to the firm. Mr. Beduze was in the 
Navy about two years. He is the brother 
of George Beduze, well-known Midwestern 
jewelry representative. 

q Otto Lieberman, vice president of Stein 
& Ellbogen Co. and president of the Blue- 
bird Diamond Syndicate, and his wife, to- 
gether with Richard Dekhnert, secretary 
treasurer of the firm, and his wife, were 
at this writing enjoying a well-earned vaca- 
tion in Hawaii. They arrived there April 
10th and planned to stay about three weeks. 
q Among the March-April Florida vaca- 
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tioners were Dick Showerman, Irving Sel 
and Fred Warnecke. 

q Charlie Mundhenk, manufacturers’ rep. 
resentative in the Heyworth Building, was 
back on the job after a two-month forced 
vacation which included a five-week stay 
in the hospital with a very serious attack 
of pneumonia. Charlie’s only worry noy, 
seems to be how to thank the hundreds 
of friends in the trade who remembered 
him during his illness. He says he is going 
to thank everyone personally, but it may 
take a little time. 

q Vincent Newman, district manager of 
the Jewelers Board of Trade, and Charles 
G. Brown, of Stein & Ellbogen Co., planned 
to attend the Minnesota Retail Jewelers 
Association convention which was to be 
held April 20-22 at the Nicollet Hotel, 
Minneapolis. 

q The social night of the Jewelers Club 
of Chicago was scheduled for April 29th 
with dinner and entertainment for men- 
bers and their guests. Edward Rogers of 
J. Arthur Rogers & Son, 29 E. Madison 
St., chairman of the sports and pasttimes 
committee, was handling arrangements for 
the affair. 

q The second annual Mallers Building golf 
outing and dinner for building tenants, 
employees and friends, will be held Thurs- 
day, June 12th, at the Acacia Country 
Club, located at Route 66 and Wolf Road. 
Tickets for the day will be $7.50 per per- 
son and non-golfers are invited to come 
out, partake of an excellent dinner, prize 
drawing and good fellowship for a fee of 
$5.00. Tickets are available from Syd 
Singer, ticket chairman, Room 1114, Mal- 
lers Building. All those planning to t- 
tend should make reservations by June lst 
so that the outing committee can make 
proper arrangements. 





Palmer House Chosen as Site 
For CJA Annual Meeting 


Members of the Chicago Jewelers Asso- 
ciation attended their regular monthly 
luncheon meeting, March 20th, at the 
Palmer House. The usual excellent lunch: 
eon, enjoyed by a very good turnout, was 
followed by the famous talk, “Dreams for 
Sale” by Dr. Harlan Tarbell, noted psy: 
chologist and master of legerdemain. The 
Doctor amazed the audience with many 
unbelievable feats of magic. 

James H. Swartchild, treasurer, read the 
financial report and Howard Bohlander, 
chairman of the membership committee, 
presented the names of three applicants 
for membership who had been approved 
by the Board of Directors and all were 
voted in by the membership. They are: Hy. 
Spreckman & Co., Van Schyndle, Inc., and 
Jewelry, all of Chicago. 

Vice President Charles D. Ellbogen, 
chairman of the social relations committee, 
announced that the members were in for 
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a repeat performance of the highly success- 
fyl annual meeting which was held in the 
Empire Room of the Palmer House last 
vear. The 1952 annual meeting will be on 
Thursday, May 15th, which is opening 
night in the Empire Room for Dorothy 
Shay, famous songstress who is well-known 
as The Park Avenue Hillbilly. Just how 
Charlie managed to wangle approximately 
125 reservations in the Empire Room on 
this night was a mystery, but very good 
news to CJA members and a tribute to his 
powers of persuasion. 





Question and Answer Forum 
Features Watchmakers' Meeting 


The February meeting of the Illinois 
Watchmakers Association was highlighted 
by a “Question Forum” much enjoyed by 
all members present. President Harold L. 
Herron introduced the moderator, Vice 
President Robert L. Scott, and the forum 
panel which consisted of John Berg, Sven 
Brolin and Fred Mosher. 

Among the many questions considered 
were many that had to do with new tech- 
niques in dial finishing. Of course, the 
when and how to oil pallet arbors was 
again settled with the major opinion being 
just to wipe the arbor hole with an oily 
peg wood on the larger watches and to 
leave this place on smaller watches dry. 

Questionable advertising of watch ac- 
curacy was again explored and what con- 
stitutes accuracy. Tolerances of five sec- 
onds plus or minus was agreed upon for 
railroad watches and thirty seconds plus or 
minus for wrist watches. 

The organization’s March meeting was 
held at the Museum of Science and Indus- 
try, where, after a fine dinner, members 
saw beside the HIA’s Packard Collection 
of fine watches and William Samelius’ his- 
torical escapements, the famous Atomic 
Exhibit. Members of the Midwest Chapter 
of the National Association of Watch and 
Clock Collectors were invited to join in 
this meeting. 





‘Greater Salesmanship Needed’ 
Evans Tells Kansas Jewelers 


Members of the Kansas Retail Jewelers 
Association were told March 30 that ag- 
gressive salesmanship offers their best 
chance for success in an era of intense 
competition. This timely message was 
heard by Kansas jewelers during a busi- 
ness session at their annual convention 
which was held March 29 to 31 at the 
Lassen Hotel in Wichita. 

Warning that jewelers cannot afford to 
depend on legislative protection, W. D. 
Evans, general sales manager for Elgin 
National Watch Co., emphasized that “we 
must start realizing our only real and 
permanent protection comes from the 
things we do for ourselves.” He said jewel- 
eTs can no longer indulge in the luxury of 
traditional merchandising practices” in 
an era of drastic change. 

“America is undergoing a revolution ‘in 
merchandising methods—new outlets, new 
hours, new approaches to the consumer. 
This revolution demands that we change, 
too, because we have no alternative if we 
are to remain in business.” 
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Better sales training, a reshuffling of 
store hours to correspond with new shop- 
ping habits, and development of jewelry 
selling by appointment in the home were 
listed as three important areas of mer- 
chandising which, Evans said, should be 
investigated immediately by every jeweler. 





HOUSEWIVES’ JEWELRY 





Costume jewelry designed for the housewife 

will be included this year among the expen- 

sive creations exhibited May 5 to I6 by 

Britain's National Jewellers’ Association at 

the British Industries Fair. Mrs. Carol 

Anderson, a 25-year-old housewife, models 
a silver-set necklace and hair ornament. 





Over 40 Firms Reserve Space 
At Pittsburgh Jewelry Fair 


Forty-three firms have, as of April Ist, 
reserved space to display their new lines 
at the 1952 Pittsburgh Jewelry Fair, ac- 
cording to a recent announcement by 
Lewis L. Silberman, chairman of the con- 
vention committee of the Retail Jewelers 
Association of Western Pennsylvania. The 
Fair, sponsored by the association, will be 
held in Pittsburgh at the William Penn 
Hotel from September 7th through 10th. 

The committee and exhibitors alike are 
enthusiastic about the possibilities of this 
first jewelry trade show in Pittsburgh. With 
more than 2600 retail outlets in a six-state 
area to draw from, a large attendance is 
anticipated. Information regarding display 
space is available from the office of the 
Retail Jewelers Association of Western 
Pennsylvania, 1119 Plaza Building, Pitts- 
burgh, Pa. 





Carter Jewelry at New Location 


A move to new and modern quarters 
was made recently by the Carter Jewelry 
Co., Inc., of Cleveland, Ohio. The firm, 
formerly located at 623 Prospect Ave., E., 
is now situated in new offices at 2056 
East 4th St. 

Louis Bernstein is manager of the com- 


pany. 
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DIAMOND SETTING 
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q Recent Florida vacationers included 
Norbert Mecklenborg of Mecklenborg & 
Gerhardt, manufacturers, 811 Race St.; 
Russell Dyche, Window Ticket Co., 1309 
Walnut St.; I. B. Goodman, manufacturer, 
205 W. Fourth St., and wife; Julian Hess 
of the Wallenstein-Mayer Co., wholesalers, 
31 E. Fourth St.; George E. Brown of the 
Gerwe Brown Co., wholesalers, 817 Main 
St.; Miss Sophie Weinberg, bookkeeper for 
the I. B. Goodman Manufacturing Co., and 
retailers Adolf G. Simon, Louis Grassmuck, 
Richard Welling, and Dave Sharp and wife. 
q The sick report: W. R. Whitaker, presi- 
dent of the Cas-Ker Co., jewelers’ supplies, 
128 E. Sixth St., was convalescing at home 
after having become ill on a road trip; 
Rhoda Hennessy, a partner in the Western 
Tray and Case Co., 427 Plum St., with 31 
years of service with the company, is re- 
covering at her home from an illness; 
James G. Flateau, salesman for the Kauf- 
man-Kassel Co., manufacturers, 434 Elm 
St., has recovered from an illness; Richard 
Fruh, jeweler and watchmaker associated 
with the retail firm of Fruh-Schneider, is 
convalescing after a long illness; Maury 
Solomon, salesman for D. Jacobs Sons Co., 
wholesalers, 811 Race St., who suffered a 
muscle injury, has recovered sufficiently to 
resume traveling; Norbert Neehan, sales- 
man for the same company, is convalescing 
after an appendectomy, and Kenneth 
Schmidt, salesman for A. G. Schwab and 
Sons, Inc., wholesalers, 229 E. Sixth St., 
who was injured in an auto accident, has 
returned to work. 

q April business trips were made by Rob- 
ert Seifert and James Marshall of the 
Albert & Seifert Co., wholesalers, 18 W. 
Seventh St.; John Schira, Jr., of Schira 
Brothers, manufacturers, 530 Walnut St.; 
Victor Youkilis and Victor Kaufman of 
the Victor Corp., Enquirer Building; Nor- 
man Rosfelder of Rosfelder Brothers & Co., 
manufacturers, 413 Race St.; Joseph Faigle 
of Joseph Faigle & Sons, seanabactaners, 
2219 Quebec Road; A. F. Gebhardt of 
Faigle Brothers, manufacturers, 528 Wal- 
nut St.;: A. R. Jester and L. F. Rohan of 
A. R. Jester, manufacturer, 510 Vine St., 
and Harold B. Cohen of the Kaufman-Kas- 
sel Co., manufacturers, 434 Elm St. 


q Recent business visitors here included 
Raymond Brish, of S. Danziger & Sons, 
New York City; William Lewe, diamond 
dealer of New York City; Lawrence Cavey 
of the W. E. Richards Co., Attleboro, 
Mass.; E. J. Malone of the A. & Z. Chain 
Co., Providence, R. I., and Kenneth Brown, 
retailer in St. Mathews, Ky. 

q Andre Metais, formerly a retailer in 
Marion, O., has become associated with 
the Wallenstein-Mayer Co., wholesalers, 31 
E. Fourth St., as a salesman in the Ohio, 
West Virginia and Virginia territories. 

¢ Bihl Brothers, jewelers in suburban New- 
port, Ky., have reopened their popular 
Grandview Fishing Lake at Alexander, 
Ky., for the season. Ira and Jerry Bihl of 
the firm have returned to the office after 
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completing their stints with the Nayal 
Reserve. 

q Maurice Gerwe, of the Gerwe Brown Co., 
was pleasantly reminded recently of , 
youthful experience, when the Times-Stg; 
published a picture of a 1933 local basket. 
ball team, of which he was a member. The 
team won 31 of 32 games for the inter. 
mediate championship of the city. Mr 
Gerwe continues his interest in sports, hay. 
ing spent two weeks this spring watching 
the Cincinnati Reds in training at Tampa, 
Fla. 

q Percy Lucas, salesman for Rosfelder 
Brothers & Co., manufacturers, 413 Race 
St., is now making his home with his 
daughter in Fort Lauderdale, Fla., from 
where he is covering his Southern territory, 
q Jane Kampf, of the Kampf Jewelry Co, 
recently ran a clever newspaper advertise. 
ment in which she was pictured wearing a 
variety of correct, better-type costume 
jewelry. The ad stressed the advisability of 
owning better accessory jewelry which ac. 
cents the wearer’s personality. 


¢q Frank Garrett, retailer at 504 Broadway, 
in recently repairing the watch of Joseph 
Sagmaster, editor of the Times-Star, com- 
pleted his 2500th watch repair job since 
he started keeping this record in 1935, 
Mr. Garrett was chairman for a recent din- 
ner of the Last Man’s Club, composed of 
veterans of World War 1, at the club head- 
quarters. 

q Miller Brothers Watch Strap Manufac- 
turing Co., 817 Main St., has opened an 
office at 550 Fifth Ave., New York City. 
George Barr represents the firm in the 
Eastern territory. 

q€ A recent newcomer among local jewelry 
wholesalers is the Haberman Sales Co., 104 
W. Fourth St. Charles E. Haberman is 
president of the firm, which specializes in 
costume jewelry and serves mid-west re- 
tailers. 

q Among those who attended the recent 
Indiana Jewelers Association convention 
were Victor Youkilis of the Victor Corp., 
and Charles Braun of E. & J. Swigart Co.. 
jewelers’ supplies, 34 W. Sixth St., and 
Mrs. Braun. Also present was William 
Ford, the Swigart Indiana salesman. 

q James and Hubert Schwab of A. G. 
Schwab & Sons, Inc., wholesalers, 229 E. 
Sixth St., were on a buying trip to Provi- 
dence, R. I., during April. All company 
employees are to enjoy their vacations in 
May and June. 

q Mr. and Mrs. E. A. Oberrecht, retailers, 
have announced the engagement of their 
daughter, Betty Ann, manager of the Ober- 
recht, Roselawn store, to Pvt. Thomas Me- 
Gowan. 

q According to information received here. 
Earl McConnell, retailer in Oakland City. 
Ind., and vice president of the Indiana 
Jewelers Association, escaped serious in- 
iury in an auto accident while enroute 
home from the recent Indianapolis conven: 
tion. 

q Albers and Hanekamp, Inc., is a new 
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jewelry maufacturing firm at 5 E. Fifth 
St., of which Elmer J. Albers is president, 
and Joseph F. Hanekamp is secretary- 
treasurer. Both formerly were with William 
F. Schumer and Son, Inc. 

4 George E. Brown of the Gerwe Brown 
Co., and John Nolan of the Tom Nolan re- 
tail store in suburban Norwood, Q., en- 
joyed the annual dinner of the Friendly 
Sons of St. Patrick on St. Patrick’s Day. 

4 Recently added to retail store staffs were 
Harry Roth in the diamond department at 
the Frank Herschede Co., and Richard Wil- 
son in the watch department at George H. 
Newstedt & Co. 

q President Ray C. Eible and salesmen 
Robert L. Hainline, Albert Wehry and 
Robert Brimmer of the Klein Brothers Co., 
wholesalers, 626 Vine St., enjoyed the 
Easter holiday at their homes here. 

4 Kitty Dollries, retailer at 4911b Glenway 
Ave., recently modeled garments made by 
the tailoring classes at East Vocational 
High School during a demonstration of the 
school’s activities. 

¢ Benjamin S. Katz, president of the Gruen 
Watch Co., has been appointed one of two 
local co-chairmen of the National Confer- 
ence of Christians and Jews. 

q Dave Sharp, retailer at 3106 Madison 
Road, has modernized his store windows 
to allow more interior light and permit 
better displays. He also has added the 
Longines-Wittnauer line of watches to his 
stock. 

q Gilbert Faigle, son of Joseph Faigle, 
manufacturer, 2219 Quebec Road, has en- 
listed in the Marines, and is stationed at 
San Diego, Calif. 

q E. J. Eckerle, retailer at 6104 Vine St., 
Elmwood Place, has received information 
that his brother, James, is scheduled to 
return from Army duty in Korea. 

q. A. F. Gebhardt, formerly with Litwin & 
Sons, Inc., has become associated with 
Faigle Brothers, manufacturers at 528 Wal- 
nut St. 

q Louis Flanagan and Al Kovac of the 
Flanagan-Kovac Co., wholesalers in the 
Enquirer Building, were co-chairmen of the 
Open House Committee for the Spring 
Football Festival at Xavier University. 





Four New Speaker's Kits on 
Chronographs Offered by Swiss 


Four new speaker’s kits, comprising the 
“Swiss Chronograph Series,” have just 
been completed and are now available to 
the trade, it has been announced by Paul 
Tschudin, director of the Watchmakers of 
Switzerland Information Center, Inc., in 
New York City. 

The kits, which will be furnished with- 
out charge to horological guilds, associa- 
tions, and schools, have been produced in 
the following sequence: Part 1—The 
Chronograph Dial; Part Il—The Pillar 
Wheel Mechanism; Part I1I—Without Pil- 
lar Wheel, and Part IV—Split-Second 
Mechanism. 

Each of the kits is accompanied by a 
series of colored slides that provide ample 
illustration for the text material. The ma- 
terial is written so as to permit its presen- 
tation before a trade group regardless of 
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the size of the audience. One member of 
the group is required for reading, while 
another points out the part of the move- 
ment on the screen to which the text re- 
fers. The only local equipment needed is a 
standard 35 mm. slide projector, a screen, 
and a pointer. 

The first kit can be obtained by writing 
the Watchmakers of Switzerland Informa- 
tion Center, 730 Fifth Ave., New York 
City. Requests should be accompanied by 
a preferred date for the showing. A form 
accompanying this kit, when returned after 
the showing of Part I, provides a simplified 
request for the kits following in the series. 





Anitole Joins Taunton Pearl 
As V.P. in Charge of Sales 


Nicholas G. Anitole has been appointed 
vice president in charge of sales at the 
Taunton Pearl Works, Taunton, Mass., ac- 
cording to a recent announcement by Paul 
G. Everson, executive vice president. 


NICHOLAS G. 
ANITOLE 


Mr. Anitole has a widely diversified 
background in the jewelry field. He was 
formerly vice president and sales manager 
at the Ostby and Barton Co., ring manu- 
facturers of Providence, R. I., and prior 
to assuming that position had been a sales 
representative for the company, covering 
the entire Eastern seaboard and additional 
territory as far west as Dallas, Texas. 





Veteran Walker Co. Employee 
Retires After 54 Years Service 
The Albert Walker Co., Inc., Providence 


wholesale jewelry concern, announced re- 
cently through its president, Edward F. 
Page, the retirement in January of Lowell 
T. Read, office manager for many years. 

Mr. Read’s entire business career was 
spent with the company. In 1897, upon 
graduation from business school, he joined 
the Albert Walker organization as book- 
keeper. Subsequently he became right hand 
man of H. L. Carpenter, well-known figure 
in the wholesale jewelry business, now 
retired. 

During his more than 54 years with the 


‘company, Mr. Read came to be known by 


hundreds of retailers and manufacturers. 
Among his duties was management of the 
company’s active Hamilton watch depart- 
ment. 

Upon his retirement he was presented 
with a suitably inscribed sterling silver 
Revere bowl by the company, and a table 
saw for his workshop by the employees. 

John D. Peterson, formerly sales man- 
ager of one of the Allied Store Corpora- 
tion’s stores, has succeeded him. 














Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
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PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 


LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
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MANUFACTURING OF 14K 


EAR WIRES 


in YELLOW AND WHITE GOLD 
Available in 6 different styles 
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REPRODUCTIONS 
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ITEMS 


Send for free catalogue 
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Make Use of Your Movements 


60 different sets of watch case dies. For all 
movements. Complete cases. Also, backs and 
bezels, for any cases made from your own 
metals, if desired. Jewelry dies made to order. 


Wm. Wishinsky «se Anette 


655 Sixth Ave., NewYork, N.Y. 
Phone: WAtkins 9-3170 
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HEIRLOOMS of TOMORROW 


World's largest manufacturer of fine 
lace porcelain figurines 


* 
Presents this lovely 


JEWEL BOX 











No. 1470. JEWEL BOX, gold 


scrolled, cover decorated with roses 


6"'x4"'x4l/4," 
Write for 


and Dresden flowers. 
high. $7.50 wholesale. 
our 1952 Catalog. 
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CULTURED PEARLS 
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TOYO PEARL CO. 


PERMANENT FIRM BUYER IN JAPAN 
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GEM TESTING LABORATORY 
Has “ty X-Ray equipment In the West fer 
pearl identification. Testing of all stones. 


Appraisals for the trade. Same day retura of 
shipments. 


KENNETH F. MacKENZIE, F.G.A. 
Gemologist 


707 Se. Hill St., Les Angeles 14, California 
Appraisals and Gem Testing Exclusively 

















CULTURED PEARLS 


Iustrated brochure on request for complete 
line of pearl jewelry. 


EMPRESS PEARL SYNDICATE 
PR rn U. 8. Patent Office) 
m porters——M frs.—Distributors 
315 W. Sth St. Los Angeles 13 

















Send today for your FREE copy of New 
issue of “GEMOGRAM." A booklet which 
will aid you in selling and merchandising 


fine colored stones. 
FINE RUBIES — EMERALDS — SAPPHIRES 


GEORGE C. HOUSTON 
220 W. Sth St. Los Angeles 13, Calif. 
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4 Paul Seymour has succeeded his father, 
Freeman H. Seymour, as manager of Sey- 
mour’s Jewelry Shop, 5537 N. Figueroa 
St., in the Highland Park district of Los 
Angeles. Seymour senior has retired from 
business and is residing at Yucaipa, near 
Redlands, Calif. 

q Mr. and Mrs. Barney Rubel, owners of 
the Crescent Jewelry Co., 453 E St., San 
Bernardino, Calif., announced recently the 
marriage of their daughter, Vicky Rubel. 
q Steve Kadas has announced the opening 
of the Kadas Jewelry Store in Glendale, 
Ore. 

4 The Frank J. Reshke Jewelry store of 
Sacramento, Calif., has moved from 2207 
16th St., to 1016 Jay St. Formal opening 
of the new and larger quarters was held 
in February. 

q Harry M. Koons, director of the Los 
Angeles School of Jewelry, 1007 W. 96th 
St., has invented and put on the market 
a new Koons faucet valve assembly, re- 
cently described in the Reader’s Digest. 
q The history of world-famous diamonds 
was recounted by Alfred L. Woodill, ex- 
ecutive director of the American Gem 
Society, when he appeared as a guest on 
the Al Pearce Variety Show over the CBS 
television network. Replicas of the world- 
renowned gems he was describing were 
used by Mr. Woodill to illustrate his dis- 
cussion. The nationally televised show orig- 
inated in Hollywood. 

q Martin Fox of the Fox Jewelry Co., 
operators of a chain of credit jewelry 
stores in Grand Rapids, Port Huron, Jack- 
son and Holland, Mich., is on the West 
Coast for a two-month buying and vacation 
trip. 

q David Doctor, for several years in the 
retail jewelry business in Los Angeles, 
Calif., has opened a store at 3952 30th 
St., San Diego, Calif., under the name of 
Hamilton’s Jewelry. 

q Calvin L. Stanger, who for the past 
seven years has operated a retail jewelry 
store in the Hermosa and Manhattan Beach 
area of Southern California, has moved 
into his own building and installed new 
fixtures for a store at 1206 Hermosa Ave., 
Hermosa Beach. 

q Hiram White, for seven years manager 
of the diamond department of Brock & 
Co. and before that associated with 
Spaulding Co. for 24 years, has purchased 
Priest & Co., jewelers at 2158 Huntington 
Drive, San Marino, Calif. He will operate 
the firm as White Jewelers. 

q Geary’s, 351 N. Beverly Drive, Beverly 
Hills, Calif., is engaged in an extensive 
remodeling and expansion program. The 
well-known California store, which  spe- 
cializes in china, silverware, and table ac- 
cessories, will add a gourmet shop, and a 
new room to house their Spode collection, 
which is claimed to be the largest in South- 
ern California. No disruption of business 
is expected, and the remodeling is expected 
to be completed in mid-May. 
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q Members of the Manufacturing Jewelers 
Association of Los Angeles, at a recent 
meeting, re-elected the following officers: 
William F. Sebel (William F. Sebel Co,), 
president; Francis Meyers (J. A. Meyers 
& Co.), vice president; Norman Glickman 


(Hollywood Creative Shop), treasurer, and 
Manny Udko (L. Udko and Son), secre. 


tary. 
q The William F. Sebel Co., manufactur. 
ing jewelers at 315 W. Fifth St., Los An. 
geles, Calif., announced recently the ap. 
pointment of Phil Abrams as manager. 
q¢ George Maly, who for many years was 
associated with Cartier, Inc., of New York, 
opened a new store recently at 1028 Pros. 
pect, La Jolla, Calif. Mr. Maly will spe. 
cialize in design and execution of fine 
jewelry. 

q Mr. and Mrs. Jack Hilton have opened 
a jewelry store at 1303 E. Compton Blvd. 
Compton, Calif. Hilton, former area man- 
ager for the Fine Arts Sterling Silver Co., 
has been active in advertising and display 
management for many years. 

q Howard Hirleman, proprietor of How. 
ard’s Jewelers, recently reopened his Bur. 
bank store in a new location at 323 N, 
San Fernando Blvd. with a_ successful 
“treasure chest” promotion in which three 
hundred dollars’ worth of gifts were given 
away. The store’s present location was 
formerly occupied by Charles Jewelers’, and 
has been redecorated with shadow box 
windows and modern decor. 

q.J. M. Formaker has purchased Alvin 
Jewelers, 5149 Lankershim Blvd., North 
Hollywood, Calif., and has changed the 
name to Formaker’s Jewelers. The retailer 
was formerly connected with his father, 
B. Formaker, at 238 N. Main St., Los 
Angeles. 

q Mr. and Mrs. Merriel J. Fitzjohn have 
purchased P. K. Sturgell’s jewelry store at 
9557 East Las Tunas Drive, Temple City, 
Calif. Mr. Fitzjohn has been in the 
jewelry business for 25 years in Pasadena, 
and is well known as a certified watch- 
maker. 

q R. V. Whittaker announced recently the 
removal of his store from 16238 Paramount 
Blvd., Paramount, Calif., to new quarters 
at 16234 Paramount Blvd. 

4 Joe Peck, who for the past six years 
operated Morningside Jewelers at 2521 W. 
Manchester Ave., Inglewood, Calif., has 
bought the well-known jewelry store of 
P. W. King at 1804 W. 54th St., Los An- 
geles. The store’s new name is Joe Peck 
Jewelers. 

q Charles Knight, who has been in the re- 
tail jewelry business in Southern California 
for the past eight years, has purchased 
Morningside Jewelers, 2521 W. Manchester 
Ave., Inglewood, Calif. His son, Dale 
Knight, will be manager and watchmaker. 
q Ben Ellis, who for the past six years has 
operated Lord’s Jewelers, 1626 Sunset 
Blvd., Los Angeles, has moved into a new 
and larger store at 1610 Sunset Blvd. 
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4 Bell Jewelers, which is owned by J _ W. 
Webster and G. W. Hyatt, has moved into 
a new location at 6630 Atlantic Ave., Bell, 
Calif. Their former address was 4030 East 
Gage Ave. °* 
¢ Angelo Ferri, who formerly operated 
Ferri’s Jewelry Co. at 25 W. Main St., 
Alhambra, Calif., has re-entered’ the 
jewelry business in a new, modern store 
at 426 E. Main St., Alhambra. 

qR. P. Gallien, who operates a mate- 
rials supply house at 220 W. Fifth St., Los 
Angeles, announced recently that his son, 
James, will join the company as a partner 
upon his release from the United States 
Navy. “Jim” is currently stationed at Nor- 
folk, Va. 

qAn item that appeared here in the 
March issue concerning Berman’s Jewelers, 
3] Pier Ave., Hermosa Beach, Calif., in- 
correctly stated that the firm was located 
in Manhattan Beach, Calif. Harold A. 
Berman is owner of this jewelry concern 
which was formerly operated under the 
trade name of Gordon’s Jewelers. 

4 The Sun Coast Mdse. Corp., distribu- 
tors of sales promotion goods, has moved 
from 535 S. Spring St., Los Angeles, to a 
new location at 410 S. Spring St., that city. 





Sixty-one California Jewelers 
Compete in Golf Tournament 


One-hundred-fifty jewelers attended a 
stag dinner of the Southern California 
Jewelers Golf Association held March 27th 
at the Riviera Country Club. 

Those attending saw Gil Lakin (Baum- 
gold Bros., Los Angeles), present awards 
to the following winning golfers: John 
Silverman (Silton’s), first low gross; Clar- 
ence Hall, second low gross; Mark 
Schwartz, first low net, and Rudy Apffel, 
consolation prize. Hans Bagge, Los An- 
geles manufacturers’ representative, won 
the door prize of a Bulova watch. 

Sixty-one golfers entered the competi- 
tion with president Larry Stromberg (Wil- 
liam Stromberg, Inc., Hollywood), acting 
as master of ceremonies for the award 
dinner. 





Full and Varied Program 
Planned for Los Angeles Show 


Leading off with a cocktail party themed 
“A Trip to Hawaii,” the fourth Western 
Jewelry & Silverware Show, including 
Glass and China, will offer a full program 
of activities and market coverage to buy- 
ers. Hours for the show have been set 
from 10 A.M. to 9 P.M., Sunday through 
Tuesday, Aug. 17 to 19. On closing day, 
Aug. 20, showrooms will lock their doors 
at 4 P.M. 

The market, held under the auspices of 
the California Retail Jewelers Association 
I conjunction with their 19th convention 
at the Biltmore Hotel, is managed by the 
Los Angeles Chamber of Commerce 
through their Trade Fair division. 

First event will be a cocktail party for 
buyers at 7 P.M. Sunday, Aug. 17, in the 
Renaissance Room of the Biltmore, with 
Hawaiian favors, decorations, and enter- 
tainment furnished by United Airlines. 

Directors’ luncheon meetings will be 
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held on Monday and Tuesday by the as- 
sociation with the annual banquet sched- 
uled for Wednesday at 7 P.M. in the Bilt- 
more Bowl. Final event of the convention 
will be the annual golf tournament on 
Thursday, Aug. 21. 

Exhibitor reservations are reported at an 
all-time high, according to show commit- 
tee chairman Elliott Hine. He added that 
the August date for the annual market is 
proving most desirable for buyers from 
the Pacific Northwest to Texas. 





Prezant Chosen as President 
Of California 24-Karat Club 


Harry H. Prezant, sales representative 
for the Bulova Watch Co., was recently 
elected president of the Jewelers 24 Karat 
Club of Southern California for the 1952-3 
term. David G. Lieberman, co-owner of 
Morris Credit Jewelers, was named vice 
president, and Herman Siegel, owner of 
Robbins’ Credit Jewelers, began his eighth 
consecutive term as secretary. 

The inauguration of an expanded board 
of directors, numbering eighteen and pro- 
viding broader’ representation of _ all 
branches of the industry, marked the in- 
stallation of new officers on April 15th. 


HARRY H. PREZANT 


New Fresident 
of Jewelers 24-K. Club 
of Southern California 





Included on the directorate are: Arthur 
Ballard (Ballard & Ballard); Roger A. 
Cannon (Slaudt-Cannon Agency Co.) ; 
Simon Dickman (Eastern-Columbia) ; R. P. 
Gallien (R. P. Gallien & Son); Martin 
Goodfriend (Goodfriend’s Jewelers): Joe 
Golde (Kirk Jewelry Co.) ; Stanley Jacobs 
(Stanley O. Jacobs Co.); Irving Kaufman 
(Allison-Kaufman Co.) ; Ben Kellis (Gruen 
Watch Co.);: Art Michael (Michael’s 
Credit Jewelers); Dave Schwartzman 
(Rhodes Jewelers); Harry Sherwood 
(Le Roy’s Jewelers); Martin Thomas 
(Subway Terminal Jewelers); Wendell 
White (Ball Co. of California), and Max 
Wolman (Philip Wolman & Co.). 

At the March meeting, Freeman Lusk, 
television commentator, warned of the 
need to preserve capitalistic economy and 
the free enterprise system “not only for 
ourselves and posterity but as a beacon 
light for the rest of the world.” A report 
on fair trade developments was made by 
William M. Erb, executive secretary of 
the California Retail Jewelers Association. 





Walker Co. Adds New Lines 


The Albert Walker Co., wholesale jewel- 
ers of Providence, R. I., recently added 
Carvel Hall cutlery and Jefferson Golden 
Hour clocks to its diversified stock of qual- 


ity merchandise. 























CNew 


MOUNTINGS 
Created by Gran 











~ i NEWLY CREATED, modern 


Diamond mountings are made with 
the same meticulous care and finish 
as the well-known line of “Gran” 
Emblem Rings. 

No. 1207 is a popular 3-diamond 
mounting with massive construction 
and distinctive bezels for effective 
display setting. And No. 1218 is also 
a 3-diamond mounting with white 
overlay on yellow or white gold 
shanks, that has strong sales appeal 
for those who desire the unusual. 

These rings, among others in the 
“Gran” line, are available in 10K or 
14K white or yellow gold, and offer 
you a fine complete selection for in- 
creased diamond sales. 

Ask to see this new line of quick 
Sales Builders! 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, ind. 

















ATTENTION 
PROGRESSIVE DEALERS 


Watch importer of long standing with close 
relations among Swiss and domestic sources 
who has New York quarters catering to whole- 
salers and chains would like to establish 
with reputable dealers a mutual plan to act 
as buying agent in New York on a salary, 
commission, or a small cost plus basis. 

Being on the spot, constantly in touch with 
the market conditions should profit chains 
operating large and small groups of stores 
concerned with buying watches at the lowest 
prices. 


Box No. “C, 265” 
Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 








———— 








Diamonds direct from Antwerp 


Your country buys yearly 35.000.000 dollars of 
diamonds from Antwerp. It is a fair bet the diamonds 
you handle loose or mounted are amongst them. The 
point is: do you buy them first hand from Antwerp 
or through costly detours. The answer co this question 
makes the difference in your profit. 

If you are already dealing with Antwerp and have 
a reliable supplier here, you are in the know. If not, 
contact me and save at least 20%, yes 20 % through 
Antwerp wholesale prices. Diamonds direct from Ant. 
werp will double your margin of profit. 

For full information write airmail please ( Diamond 


dealers and jewelers only.) JOACHIM GOLDENSTEIN 


DIAMORNOCLUSB - ANTWERP - BELGIUM 
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c (lent Jeacher 
e/ HOME STUDY 
V/lethod 


bi uyil “ng : 


This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher” 
you can now learn the fine techniques 
~ Engraving at Home—in your spare 
time. 


The “Silent Teacher” enables you to 
see your own errors ... correct your 
own work ... progress faster. 

The “Silent Teacher” is under the di- 


rection of GUSTAVE VAN Erp, Master 
Engraver, and originator of the method. 


Write for full information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missour! 











yy Importers of 

, ENGLISH CHINA 
and 

EARTHENWARE 


Stock and Import 


ILLE & €O., INC. 
Ave. New York 10, N. Y. 
AL. 4-0104 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 





















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 
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TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New York 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 


















MADDOCh & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 




















CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO.., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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Winston to Show Famous Gems 
At California RJA Convention 


Harry Winston’s fabulous “Court of 
Jewels,” one of the most amazing collec- 
tions of gems in existence, will highlight 
the annual convention of the California Re- 
tail Jewelers Association. The affair will 
be held August 17th through 20th at the 
Biltmore Hotel in Los Angeles. 

California jewelers will have an integral 
part in presenting to the public this re- 
nowned collection, which includes such 
famous pieces as the Hope diamond and 
the Dudley Necklace and which won inter- 
national attention in a nine-page article in 
the March 17th issue of Life. 

To create publicity for the entire in- 
dustry, and to increase store trafic for 
retail jewelers, the “Court of Jewels” will 
be displayed in the Galeria Room of the 
Biltmore during the four-day convention. 
Admission, without special invitation, will 
be one dollar. However, special invitation 
tickets for jewelers to give their cus- 
tomers will be distributed by the Califor- 
nia RJA. Advertising and publicity in the 
Southern California press will emphasize 
that the admission tickets may be obtained 
free from retail jewelers. 

With almost half of the entire second 
floor of the Biltmore already allotted, in- 
dications are that the fourth California 
Jewelry and Silverware Show, which the 
California RJA is co-sponsoring in connec- 
tion with its convention, will fill more than 
a full floor of the Los Angeles hotel. It 
is expected that over 100 jewelry manu- 
facturing and wholesale firms will be dis- 
playing during the four-day show. 





Haytin 
Appointed 
at Hall Co. 


H. A. HAYTIN 


Sales and 
Merchandising Mgr. 





The Hall Cc., wholesale jewelry and ap- 
pliance firm at 315 W. Fifth St., Los An- 
geles, Calif., announced recently the ap- 
pointment of Harold A. Haytin as sales 
and merchandising manager. Mr. Haytin 
was formerly associated with the Corwin 
Co. as sales promotion and advertising 
manager and has been active in his own 
advertising agency. 

With the appointment of Mr. Haytin, 
the firm is planning a rapid expansion of 
its distribution activities and is now in- 
creasing its sales force and coverage of 
the Southern California market. 





Polner at New Buffalo Site 


A gala three-day celebration marked the 
srand opening of the new and spacious 
quarters of H. Polner, Inc., wholesale 
jewelry and appliance firm of Buffalo, 
N. Y. The firm, which was formerly lo- 





cated in the Brisbane Building, is poy 
situated in new quarters in the Ellicot 
Square Building. 

Formal opening of the concern’s ney 
offices and showroom was held from April 
6th through 8th. 





Talk on Ancient Gem Lore 
Features AGS Guild Meeting 


Presentation of a gemological scholar. 
ship to the person submitting the bey 
essay on one of a group of selected syb. 
jects was unanimously approved, for the 
second consecutive year, by the Southern 
California Guild of the American Gem Sp. 
ciety at their March dinner meeting, 

Gem lore of antiquity was recounted by 
Kay Swindler, speaker of the evening, who 
told her experiences in editing “A Roman 
Book on Precious Stones,” translation and 
evaluation of Pliny’s book on gems by the 
late Sydney H. Ball. 

Mr. Ball, technical head of the prospect. 
ing expedition which led to the opening 
of the Belgian Congo and Angola diamond 
fields, and the first man to make an accv. 
rate topographic map of Death Valley, was 
known throughout the jewelry industry for 
his annual review of the diamond industry, 
which THe JEWELERS’ CIRCULAR-KEYsTONE 
has published for the past 29 years. 

His rough manuscript, presented to the 
Gemological Institute of America shortly 
before his death, was prepared for publi- 
cation by Miss Swindler, editor of the In. 
stitute’s Gems and Gemology. 

Heart of the book is a twentieth century 
version of the 37th book in Pliny’s monv- 
mental “Natural History of the World,” 
which was compiled in the first century 
from over 2000 ancient sources and which 
is one of the few surviving authorities for 
the scientific beliefs of the Romans and 
their predecessors. 

Amusing excerpts from Pliny, quoted by 
Miss Swindler, described the counterfeit: 
ing of gems in glass and paste, the dyeing 
of crystal and amber, and the treating of 
stones to improve their color. 

Despite the fact that gems were still 
classified according to color in Pliny’s 
time, the Roman author recognized the in- 
portance of weight, hardness, and inclu 
sions in recognizing gems. His fears—that 
the mineral resources of the world were 
being exhausted—were described by Miss 
Swindler as typical of the warnings of 
modern prophets. 





Tishman Wins Slogan Award 


At the Lincoln Day Dinner on February 
12th, the National Republican Club an 
nounced that Maurice Tishman, jewelry 
manufacturer of New York City, had won 
the first award for a twenty-five word slo 
gan for the country’s policy on foreiga 
affairs. The prize-winning slogan submitted 
by Mr. Tishman was as follows: “Help 
those who are willing to defend freedom 
but keep the home fires burning, lest they 
be extinguished and the whole world lett 
in darkness.” 

The prize of a $50 defense bond was re 
turned by Mr. Tishman to the general fund 
of the club. 


THE JEWELERS’ CIRCULAR-KEYSTONE 















=tth al 
g 9 NII NW Q 


May 


4-5—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, 38th Annual 
Tri-State Convention, Emerson Hotel, Bal- 
timore, Md. 

4-6—Florida Retail Jewelers Association, 
Annual Convention, Jacksonville, Fla. 

4-6—New York State Retail Jewelers 

Association, Annual Convention, Ten Eyck 
Hotel, Albany, N. Y. 

10-12—Horological Institute of iii 
Annual Convention, HIA Headquarters 
(817 14th St., N.W.) and National Acad- 
emy of Science (21st and Constitution 
Ave., N.W.), Washington, D. C. 

11-12—Alabama Retail Jewelers Associa- 
tion, Annual Convention, Thomas Jeffer- 
son Hotel, Birmingham, Ala. 

18-23—New York Stationery Show, Hotel 
New Yorker, New York. 


June 


5-6—National Wholesale Jewelers Asso- 
ciation, 45th Annual Convention, Drake 
Hotel, Chicago, IIl. 

8—Jewelers Association of Greater Chi- 
cago, Silver Anniversary Dinner-Dance, 
Palmer House, Chicago, III. 

14—Maiden Lane Outing Club, Annual 
Summer Outing, The “Greens,” Pleasant- 
dale, N. J. 

19—Golden Roosters of Chicago, Golf 
Outing and Picnic, Acacia Country Club. 

28-30—New Jersey Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Tray- 
more, Atlantic City, N. J. 

29-30—New Hampshire Retail Jewelers 
Association, Annual Convention, Hotel 
Wentworth-by-the-Sea, Portsmouth, N. H. 


July 


6-11—New York Lamp Show, Hotel New 
Yorker, New York. 

12-14—United Horological Association 
of America, 19th Annual Convention, Hotel 
Lafayette, Long Beach, Calif. 

13-18—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 

20-23—Southeastern China, Glass and 
Gift Show, Municipal Auditorium, At- 
lanta, Ga. 

20-25—35th California Gift Show, Mer- 
chandise Mart, Brack Shops, Biltmore and 
Alexandria Hotels and Individual Show- 
rooms, Los Angeles, Calif. 

27-31 — National Association of 
Credit Jewelers, Annual Convention 
and National Jewelry Fair, Conrad 
Hilton Hotel (formerly The Stevens), 
Chicago, II. 

28-August 8—Chlcago Gift Show, La- 
1. Hotel and Palmer House, Chicago, 


28-August 8—Merchandise Mart Gift 
Show, Merchandise Mart, Chicago, IIl. 
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28-August 8—Registered California Gift 
and Dinnerware Show, Hotel Morrison, 


Chicago, III. 


August 


3-6-—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

5-8—Washington Gift Show, Hotel Wil- 
lard, Washington, D. C. 

1013—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

10-14—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf Astoria 
Hotel, New York City. 

17-20—California Retail Jewelers Asso- 
ciation, Annual Convention, Biltmore Ho- 
tel, Los Angeles, Calif. 

17-20 — Western Jewelry, Silverware, 
China and Glass Show, Biltmore Hotel 
and Individual Showrooms, Los Angeles, 
Calif. 

17-20—Heart of America Glass, China 
and Gift Show, Muehlbach Hotel, Kansas 
City, Mo. 

17-21—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 

17-22—Registered California Gift and 
Dinnerware Show, Hotel McAlpin, New 
York. 

18-22—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

24-27—Fall Ohio State Gift Show, 
Deshler-Wallick Hotel, Columbus, Ohio. 

31-September 3—St. Louis Gift Show, 
Statler Hotel, St. Louis, Mo. 

31-September 4—Fall Detroit Gift Show, 
Hotels Statler and Book-Cadillac, Detroit, 
Mich. 

31-September 4—Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Texas. 

31-September 5—Dallas Gift Show, Baker 
Hotel and Second Unit of the Santa Fe 
Building, Dallas, Texas. 





Longines-Wittnauer Appoints 
New Division Sales Managers 


Irving Abel, vice president in charge of 
sales at Longines-Wittnauer Watch Co., an- 
nounced recently the appointment of Al H. 
Greene as sales manager of the midwestern 
division, and Stanley Kirk as sales man- 
ager of the western division. 





AL H. GREENE STANLEY KIRK 
Heads Saies Named Sales 
Division in Manager of 


Midwest Western Division 


Both Mr. Greene and Mr. Kirk have been 
leading members of the Longines- Wittnauer 
sales force for many years and are well- 
known throughout the jewelry trade. 
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GEO. BORGFELDT 


CORPORATION 
44.60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA & GLASS ° TABLEWARE 
EARTHENWARE e@ GIFT and ARTWARES 
Domestic and Foreign 








| WINDSOR WARE 


English Earthenware 
U.S.A. Representatives 
FISHER, BRUCE @ CO. 


Phila.: 221 Market St. 
New York: 1107 Broadway 

















Booths 
FINE ENGLISH 
TABLEWARE 
Send for illustrated pamphlets 


MIDHURST IMPORTING CORP. 


129 FIFTH AVENUE, NEW YORK 3, N. Y. 
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MARY RYAN ACCESSORIES 
FURNITURE 


GIFT AND ART 
225 Fifth Aveaue, New York 
Merchandise Mart, Chicago NOVELTIES 











A New Definition of the Chronometer 





Appearing in the supplement to the “Journal Suisse D’Horlogerie Et De Bijouterie,”’ this 


article published by The Watchmakers of Switzerland presents the new official policy of 


the Swiss jeweled watch industry in regards to the use of the word “Chronometer.” 


ONSULT any standard dictionary, and you will find 
that a chronometer is a “precision instrument or 
watch for the measurement of time.” 

Although this definition is exact, it is insufficient, since 
it does not specify what precision is to be expected from 
such an “instrument or watch.” To appeal to individuals 
in setting up a definition would furnish no more satisfac- 
tion, since some persons are satisfied if the watch does not 
vary more than one minute a day, while others are com- 
pletely dissatisfied with such performance. 

The only way, therefore, to reach a universal agreement 
was to set up an official and compulsory definition of the 
word, “chronometer.” And to guide the public on the true 
meaning of the word, it was decided that no watch should 
be so designated without having previously met certain 
important specifications. For example, a timepiece de- 
signed to be worn as a wristwatch, in order to be called a 
“chronometer” must show the following results after tests 
performed in five positions, during 15 days, at tempera- 
tures ranging from 1 to 32 degrees Centigrade: 


For For Certificate 
Standard With Special 
Certificate Commendation 
1. Average daily rate in 5 positions 0 + 15sec. O + 15 sec. 
2. Average daily variation in 5 positions 7 sec. 4 sec. 
3. Greatest variation between two 
consecutive daily rates in the same 
position 12 sec. 8 sec. 
4. Greatest difference between the 


average daily operation and one of 


the operations in 5 positions + 26 sec. + 16 sec. 
5. Variation per degree centigrade + 1.4 sec. + 0.8 sec. 
6. Restarting rate + 14 sec. + § sec. 


The sign (+) indicates fast; the sign (—) slow. 


As you can see, the problem is being met in a purely 
scientific manner. Basically described, the chronometer is 
indeed a precision watch. Its shape, dimensions, number 
of hands or type of escapement have no bearing on its 
accuracy, although today it is recognized that lever or 
detent escapements are, at this time, the surest guarantee 
of lasting precision. In short, the only important factor is 
its working capacity. 


CHRONOMETER NOT SPECIAL TYPE OF WATCH 


The word “chronometer” does not necessarily refer to 
a special type of watch. It is any type of watch which runs 
perfectly. To show its merits, it has to undergo stringent 
tests whose results are recorded on a timing certificate 
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accompanying the watch up to its ultimate destination— 
the retail buyer. 

But this does not imply that all chronometers will work 
exactly alike afterward. Whether it be a watch or any 
other industrial product, the perfect functioning and dura. 
bility of the product depends to a very large extent on the 
care taken during its manufacture and, above all, on the 
particular attention which its owner devotes to it. 

By the time chronometers leave their factories, they can 
be divided into two categories. The first includes a num.- 
ber of outstanding watches which attained their title in 
keen observatory-controlled competition. The second con- 
sists of watches which have been awarded a timing or 
rating certificate delivered either by a factory or a Swiss 
Government Testing Station. 

As the name properly indicates, “Observatory Certif- 
cates” are awarded in Switzerland only by chronometrical 
observatories, i.e., those of Geneva and Neuchatel. In con- 
nection with timing certificates, it should be mentioned 
that until recently, these certificates could be drawn up 
either by the competent services of watch factories, or by 
Swiss Government Testing Stations. 


GOVERNMENT OFFICIALS TO CERTIFY TIMING 


Henceforth, only government employees ranking high 
in horological research will be authorized to authenticate 
timing certificates. This is a result of revised regulations 
recently ratified by the Swiss watch industry. From now 
on, the only recognized definition for the term “chronom:- 
eter” will be: 

“A precision watch regulated in different positions and 
at various temperatures, and awarded an official timing 
certificate.” 

Compared with the superceded description, the new 
definition offers the advantage of eliminating all possi- 
bility of misunderstanding and abuse, although until now 
the certificates delivered by the factories themselves could 
be officially checked, and if found incorrect, sanctions 
could be taken against the responsible parties in order to 
protect the interests of the public at large. However, since 
manufacturing processes in the Swiss horological industry 
are steadily improving, The Watchmakers of Switzerland 
has found it advisable to make more definite the qualifica- 
tions required for “chronometer” certification. 

(Please turn to page 222) 
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j 
Best advertising material and Greatest 
Pp 7 . ¥ 
° choice — to bring customers to your \, 
> S 
; store. Every day, more people are learn- — 
ing about the WATCHMASTER. i 
nee are : 
More are demanding WATCH- 3 
MASTER scientilically tested watch 
repairs. 
So, the WATCHMASTER is a 2-way 
' BEST. Best for building patronage... 
and best at the bench through accurate, 
dependable watch records that enable 
| | 
| you to do MORE and BETTER watch 
: repair work in less time. 
) 
) WRITE FOR 
2-WAY PROFIT PLAN BOOKLET. 
, & MORE WATCHMASTERS ARE 
‘ BEING SOLD THAN ALL 
| & OTHER WATCH-TIMING 
MACHINES COMBINED. 
THERE MUST BE A REASON. 
THERE IS. /T'S THE BEST! 
{ 
.&§ 
| can Time Products, Inc 
- American lime Froductls, . 
; 580 Fifth Avenue New York 36,N. Y. 
, EF OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 
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‘HIME ROD—How should I go about replacing a miss- 
ing chime rod in a small grandfather clock, for which 


we must find or make up a rod that has the proper pitch 
and tone? (Question No. 6133) O. L. 


Answer—A rod of hard nickel, brass or bronze wiil 
always produce some kind of a tone when mounted as the 
original was, and struck with the clock hammer. But to 
get a tone that will be just like that of the original rod, 
and that will harmonize correctly with the other original 
rods of the chime, is a different matter. Not only the 
musical pitch itself must be correct, but also the “timbre,” 
or tone-color. This may require trials of many different 
rods before you would hit the right one by this “shooting 
in the dark” method. 

The easiest way of making sure, without wasting time 
and money, would be, if possible, to obtain the rod from 
the manufacturer of the clock, of course. Or, if you can- 
not identify or locate the maker, the next thing to try 
would be to take off the mounting of the chime rods and 
send it with the remaining rods in place, to your mate- 
rial dealer, who may be able to supply the proper thing 
for the job. Still another thing to do, if the suggestions 
here made do not work out, would be to send the mount- 
ing and remaining rods to J. C. Deagan, Inc., 1770 Ber- 
teau St., Chicago, IIl., who are specialists in chime tubes 
and rods, and could no doubt take good care of your job. 


KIN DISCLOLORING—What can we do in cases in 
which rings made of 10K gold are brought back by 
customers, with the complaint that the rings blacken the 
skin of the fingers where worn? (Question No. 6134) 


R. L. 


Answer—Several things are known to cause this. A 
combination of some abnormal secretion of the skin 
glands, together with gold of low karat, may produce a 
chemical effect on the alloy in the gold that results in a 
dark deposit on the skin. 
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A worth-while experiment would be to have the cus- 
tomer try wearing a ring of higher-karat gold; this might 
do away with the discoloring effect. But cases are known 
in which, even with jewelry of very high karat gold, the 
skin is darkened. In some of these, it seems the skin- 
secretion is so abnormal as to indicate conditions thai 
should be dealt with by medical treatment. Finally, other 
cases are on record in which a remedy was found in sim- 
ply more personal cleanliness: just soap-and-water treat- 
ment! In these, dirt would be rubbed into the skin under 
the jewelry, and not washed off often enough. We must 
leave it to the jeweler, in any such case, as to how safe it 
may be to prescribe the remedy; it depends perhaps on 
using good judgment about the customer’s disposition! 


_ MAGNETIZATION—What should we say to 
a client of our Service Bureau, who has asked us to 
inform him “regarding the possibility of people magne- 
tizing watches from their bodies? (Question No. 6135) 
A. E. 


Answer—This same question frequently occurs be- 
tween jewelers and their customers, so it has been the 
subject of thorough investigation by people in the watch 
industry. Our answer to this question is that there is no 
such thing as magnetization of watches by some physical 
emanation from the body of the wearer of a watch. This 
can be easily proved by a test similar to that which is 
used by watchmakers in detecting magnetism in watches. 
Most of them use for this a miniature magnetic compass, 
about 14 inch in diameter, with a needle on a pivot that 
works like a regular pocket compass. These very small 
ones are of the kind formerly used in watch charms and 
toys, etc. They can be bought of dealers in watchmakers 
supplies. 

In using this compass test, approach the instrument te 
the body of the watch wearer, and move it around ir 
different directions and distances from the body: and yott 
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LOOK! GE has exciting news 
for you this Spring... brand-new gift clocks! 


Rarely have you had such brilliant designs combined 


with such values at *425", $895", and $1350°! 





The Riser (model 7H-208). A new, smart, 
streamlined electric alarm clock. Priced 
right for the budget-minded shopper, 
Large, easy-to-read dial. Brown nu- 
merals and hands with red sweep-second 
and alarm-set hands. Shatterproof crys- 
tal. Smooth, ivory-plastic case. Retail 








The Woodsman (model 7H-212). This 
beauty is every inch a man’s clock ... 
for desk, bedroom, den. Brown mahog- 


any-finish case. Large numerals 
recessed in bronze-tinted bezel. White 
hour and minute hands, red sweep- 
second hand and alarm-set hand. Shat- 
terproof crystal. Retail price, $8.95.* 








The Serenade (model 7H-214). Its ultra- 
modern style makes this beautiful new 
alarm clock a natural for any room in 
the house. Brilliant, light-colored birch 
case surrounds jet-black dial and bronze- 
tinted bezel. Large off-white numerals, 
red sweep-second hand, gold-colored 
alarm-set hand. Retail price, $13.50.* 


price, $4.95.* 


ORDER FROM YOUR GE bistriBuToR |\[(_)\\/ | 


Sa a 


New Sales Helps 


Nationwide Consumer Advertising sells these clocks for you! : 
for your Spring Gift Promotions! ee 


THE GREAT GARRY MOORE SHOW! Watched by 
millions of women daily . . . G-E Clocks are featured 
three times every week. 

LIFE AND WOMAN’S DAY sell G-E Clocks for you . . 
ads appearing regularly, many in color, during April, 
May and June. 


+ New envelope-stuffers for your 
mailings. 


*K New ad mats for your local 
advertising. 





YES, SIR! G-E Electric Clocks 
are self-starting. Never need 
winding. Are quiet, accurate, 
give years of trouble-free serv- 
ice. General Electric Company, 
Small Appliance Division, 
Bridgeport 2, Connecticut. 


ORDER THROUGH 
YOUR G-E DISTRIBUTOR 


NOW! 






ORDER THIS SPECIAL GIFT DISPLAY Now! 


For a limited time only! Order this beautiful new 
mahogany-veneer display . . . the new G-E Shop- 
ette . . . and receive automatically in the same 
carton one 7H-192 Wink Alarm Clock with a 
retail value of $4.95.* 


BOTH FOR ONLY °4.95* 


Sell the Wink and get your investment back! 
Display takes up less than 13 inches of valuable 
window or counter space. Solid, wood construction. 
Holds two clocks. Easy to set up; simply attach 
legs. No nuts or bolts. 





















* , " Mf > 7. > > s . . ‘ 
Plus applicable taxes. Manufacturer’s recommended retait or Fair Trade price. * Prices and specifications subject to change without notice. 
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will see that the approach of the compass, to any part 91 
the person of the subject of the test, does not produce any 
deflection of the compass needle. It is understood, of 
course, that the person being tested must not be wearing 
any metallic objects in or on the clothing, during the 
test. This test indicates the absence of any physical force 
emanating from the body that would magnetize a watch 
or affect its timekeeping. 


OUTH BEND ESCAPEMENT—(1) What is meant 
by South Bend type escapement, as different from El- 

gin type? (2) What is the difference between method of 
handling or holding watch parts, to work on them, in 
watch factories and repair shops? (3) What is the diam- 


eter of a baguette watch? (Question No. 6136) H. G. b. 


Answer—(1) The difference in the escapements 
named is simply that all of the “slide” in the South Bend 
type is represented by the amount by which the banking 
is opened, from the position of pallet stone at the instant 
of drop. In the Elgiin type, the total amount of slide is 
the sum of the amount the banking is opened from drop, 
and three-fourths of a degree. 

(2) There is no difference in how watches should be 
handled in assembling them, whether in a factory or in 
a repair shop. The requirement is, of course, that the 
naked fingers should not touch parts that are finally 
cleaned. In both factories and repair shops, different 
workmen have different ways of accomplishing this. One 
way is to twist pieces of hard-surfaced tissue paper 
around the ends of the fingers, to avoid contact of skin 
with metal; another way is to hold the lower plate in a 
movement holder such as sold by material dealers, and 
handle all parts with tweezers only. 

(3) “Baguette” does not mean a definite size; it means 
a very small movement of long-oblong shape. In other 
words, a small, extremely narrow rectangular movement. 


ee PLATING—I have many complaints on 

sterling identification bracelets and silver discs that 
are rhodium plated. After they begin to wear, the cus- 
tomer wants them polished. They will not polish until this 
rhodium plate is removed. Please tell me if there is any 
kind of acid to dip these articles, for removing this plate. 


(Question No. 6137) M. C. 


Answer—While it is generally somewhat risky to 
judge electrochemical problems without seeing the goods 
involved, we will say that in most cases a “flash” plating 
of rhodium may be removed by boiling the plated article 
in concentrated sulphuric acid. We will make our usual 
suggestion—that if you have not had experience in prac- 
tical handling of acids, etc., it might be a good precau- 
tion to ask the druggist or chemist from whom you buy 
your supplies, how to operate in this case without dangcr 
from the boiling acid, the fumes, etc. 


669 VES” CLOCKS—Would like to know something of 

the history of the several firms of clock makers 
named “Ives” in Connecticut, and particularly of a clock 
made by C. & L. C. Ives, Bristol, Connecticut. (Question 
No. 6138) I. C. 


Answer—The members of this firm were Chauncey 
and Lawson C. Ives. who were in business in Bristol. 
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Conn., between 1830 and 1838. There were numerous 
relatives of the name Ives in the clock business in Bristol, 
all the way from about 1810 until up to about 1865. Their 
names appear in numerous partnerships and local gor. 
porations in the clock industry in Bristol, Conn.; but the 
occurrence of Chauncey and Lawson as partners, 1830. 
1838, fixes the age of your clock quite closely as from 
113 to 121 years old today. 

One of the greatest of the Ives brothers was Joseph 
Ives, great in the sense of being an inventor and designer 
of many improvements in Connecticut clocks that were 
adopted by other clock makers, including his brothers 
Chauncey and Lawson Ives who were not innovators, 
but were successful business men and manufacturers. 

The firm Chauncey and Lawson C. Ives, between 1830 
and 1838, made clocks with wooden movements. In the 
sreat banking panic and business crash of 1837, this Ives 
firm, along with most of the other Connecticut clock 
manufacturers, closed down their business. When several 
of the Ives brothers resumed clock manufacturing in 1839 
under the firm name Ives & Company, they began making 
clocks with brass movements instead of wood. This firm 
finished up some of tue clocks that were partly made by 
C. & L. C. Ives; but the chances are much greater that 
your clock was made not later than 1838, by the earlier 
Ives partnership. 


YLOCK-DOOR PAINTING—Where could we send the 
glass door of an old American shelf clock to repaint 

the scenery on it, as parts of this have peeled off, although 
enough remains to show what the scene should be? (Ques- 


tion No. 6139) W. G. 


Answer—We suggest for this, Jesse E. Coleman, 64 
Arcade, Nashville, Tenn., who does that work, although 
we have heard he gets so much of it to do that his cus- 
tomers have to wait a good while for their turn to get 
service. There are of course in many cities individuals 
who do such work, but of whom we have no list of their 
addresses. You might be able to find someone near home 
to do your job by inquiring among people interested in 
arts and crafts; perhaps some organization of that sort 
could be found in your city? 

It would be an advantage to be able to discuss the job 
directly with a painter. Usually, local associations of 
hobbyists in arts and crafts include members who teach 
decorative painting, who should be perfectly competent to 
do a good job on your clock-door. 


669 E PHARE” WATCH—A customer of ours wants 

us to sell to some collector an 18-size “repeater” 
watch with maker’s name “Le Phare” on the dial. Where 
could we sell it, and what price should be asked? (Ques: 
tion No. 6140) J. S. 


Answer—tThis watch is not old enough to have value 
as an “antique” piece for a collection. A watch of the 
make named would be of relatively “modern” period of 
origin, although watches of that type mechanism, as large 
as 18-size, are no longer in vogue; even chronograph re- 
peater watches up-to-date are made considerably smaller 
and lighter than your customer’s watch. So instead of 
trying to find a buyer among collectors, the best move 
that you could probably make would be to sell the watch 
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Westelov. Prosonta. 


the Wrist Watch deal of the year! 


WRIST BEN 
_ MERCHANDISER 
No. 679 














Contains: 4 Wrist Ben plain 
2 Wrist Ben luminous 
1 Free Display 


DEALER COST = *26.42 
DEALER PROFIT $11.28 


Increase your wrist watch sales with 
this attractive, FREE display! Sup- 
plied without charge, this hand- 
some display, with simulated wood- 
grain effect and acetate cover, 1s a 
colorful and compact merchandis- 
ing unit only 6 inches wide and 11 
inches high. As proof against pil- 
fering, watches slide out from back. 
Comes packed with 6 Wrist Ben 
(4 plain and 2 luminous) Westclox 
fast-selling and popular priced 
wrist watches. Tie in with the broad 
national advertising campaign on eee . 


























- 
Westclox watches—made by the | sckss2 §j 
makers of Big Ben—for quick rec- | WESTCLOX J 
ognition of value. Don’t miss this | al . 
profit-making opportunity. Send | LaSalle-Pery, Illinois . 
this coupon today! | Gentlemen: Please send me through my wholesaler : 
: sets of Westclox Wrist Ben Merchandiser No. 679. 

WESTCLOX (= 0" a 
4 

ADDRESS : 

Made by the makers of Big Ben | | 
GT 7 MY WHOLESALER IS , 

PRODUCTS OF paamapry CORPORATION | HIS ADDRESS IS_ 
TIME | i 
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to some customer who would want it for present use. 

As to a price to ask, you might write one of your whole- 
salers in watches to obtain for you the present wholesale 
prices on watches with similar features, but of course 
these would be of the smaller size now in vogue. Then 
you could figure a price to ask that would be a certain 
amount less than a new modern size watch, so that a buyer 
might to be tempted to “carry more weight” in his watch 
by the difference in price between this one and a small 
up-to-date repeater chronograph. 


ARD WATCH—What is the value of an old watch 
made by John Ward, London? On the movement 
is a number 11,324. There are initials inside the case, 
but not J. W., same as the maker’s would be (Question 


No. 6141) P. F. L. 


Answer—We have data on fourteen different watch- 
makers named John Ward, in business in London, Eng- 
land, during the past three hundred years. Without more 
description than your letter gives us, we have no way to 
tell which one of these John Wards was the maker of 
your watch, which we will have to know in order to form 
an opinion of its value. 

You mention some marks stamped in the case; these 
are probably assay office marks, which would indicate 
the year the watch was made, and would help us deter- 
mine which John Ward made it. Press some hot sealing 
wax into the marks, and send these to us. We would then 
write you everything that this additional data would en- 
able us to tell you about your watch. 


orm BEARINGS—How about ball-bearings in self- 

winding watches, should these be oiled, after cleaning 
the watch? If so, what kind of oil should be used? 
Question No. 6142) A. S. 


Answer—We advise oiling the ball-bearing in these 
watches, if in cleaning the watch you have removed the 
original oil from the bearing. Use regular watch oil; 
the manufacturers of ball-bearing, automatic-winding 
watches do not recommend any special heavy oil or 
grease for this place. 


66 } UDLEY” Watch—I have in for repairs a watch 
with name “Dudley” on dial, and the bridges of 
the movement are shaped like Masonic symbols, trowel, 


Bible, square and compass, etc. Who made this watch, ° 


and when? (Question No. 6143) D. O. 


A nswer—tThe watch described was made by the Dud- 
ley Watch Co., at Lancaster, Pa., between 1923 and about 
1934. William W. Dudley designed the watch and organ- 
ized the company to manufacture it, after he resigned as 
superintendent of the Hamilton Watch Company’s factory 
about 1920. Sales of the Masonic watch were disappoint- 
ing, and the manufacturing company went through sev- 
eral reorganizations after 1930; finally the plant was sold 
to J. F. Apple Mfg. Co., who now occupy it in manufac- 
turing college jewelry. 

Uncompleted Dudley watches and parts were bought by 
the X-L Watch Co., 170 Broadway, New York City, about 
ten years ago. This firm has assembled and finished a 
small number of the watches since then. 


222 





Chronometers 
(From page 216) 


Of course, it is understood that such a measure cannot 
become operative immediately. Allowance had to be made 
for completion of orders received prior to the enactment 
of the new regulation. Therefore, some manufacturers 
have been authorized to advertise and sell for a limited 
length of time “chronometers” that comply with previous 
provisions. However, timing certificates of the type estab. 
lished by the watch factories will soon taper off and open 
a new era of reliability and confidence in the industry, 
However, if such a type of certificate should be issued in 
the future, one can feel assured that it does not indicate 
that the watch meets chronometric standards, since no 
provision has been made for any certificate likely to con. 
vey the impression that a watch has been awarded the 
title of “chronometer” without an official timing certificate 
duly sealed by a Swiss Government Testing Station or 
Observatory. 

It should be realized that steps taken in Switzerland to 
improve even more the quality of the country’s horologi- 
cal products, as well as to safeguard the consumer, would 
be ineffective if they were not sponsored and endorsed by 
the watch trade as a whole throughout the entire world. 
Therefore, we feel it is our special duty to recommend to 
our friends abroad—importers, wholesalers, and retailers 
—to fully utilize the new definition of the chronometer, 
especially when preparing advertising or other text mate- 
rial for publication in the daily press or magazines. 





For the Cause of Good Watches—and 
Satisfied Customers 


Every reputable retailer who looks to the future of his 
business makes it a point to send only a satisfied cus- 
tomer away from his store. One way of doing this which 
is subscribed to by most jewelers is by stocking only 
well-known lines. Advertising this fact to their cus- 
tomers has taken many forms but one of the most spec- 
tacular jeweler ads was that used recently by Harry C. 
Wright & Sons, of Greensburg, Pa. 

In large, bold print the ad began, “Now Let the Watch 
Buyer Beware.” The sub-head ran as follows: “The 
market is being flooded with thousands of ‘unknown’ 
watches—flashy styles at so-called ‘bargain’ prices.” 

The body of the ad was devoted to explaining to the 
public the perils involving an investment in a watch that 
is unknown and difficult, if at all possible, to repair. 

“As jewelers with a reputation to maintain,” the store 
pointed out, “we are interested in seeing that you get a 
dependable timepiece when you buy a watch—not merely 
a trinket masquerading as a watch. That is why we have 
taken this space to warn you against them. . . . You, the 
public, can only be sure of getting your money’s worth 
by putting your trust in well-known, reliable names.” 

Unusual? Yes, but very effective advertising! 





Lee Jewelers of Denver, Colorado, recently began 4 
series of radio programs known as “Happy Birthday.” 
Each Monday from 6:25 to 6:30 p. m., the names of all 
men, women and children celebrating birthdays during 
the week are mentioned. 
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, Let my “Lungs” 
breathe your dusts! 








e Protect your health 
e Keep clothing and workshop clean 
e Recover precious metals 


e Get faster, better grinding 
and polishing 


HE Leiman high-suction system acts as power- 
ful “lungs”, removing all dangerous grinding 
dusts and polishing particles at the source. Sur- 
roundings are clean and safe for you and your 
workers. Put in a modern, inexpensive Leiman 


LEIMAN 


‘““ALL-IN-ONE”’ UNIT 


GRINDER-POLISHER 
DUST COLLECTOR 





MODEL 47F. Needs only 18 x 
29 inches floor space. Ideal ‘ 5. Se 

for small shop, small work or - oF 
restricted space. Has 1/3 
h.p. motor for wheels or buffs 
up to 4°’. Also % h.p. in- 
terior motor, suction fans and 
dust collectors. Adjustable 
dust hoods have wet pumice 
pans and electric light sock- 
ets. Very quiet running. May 
be used with your own polish- 
ing motor. Plugs into any 










MODEL A. Needs only 2 x 4 
foot floor space. Top produc- 
tion machine for all classes of 
jewelry and silver work. Ac- 
commodates two wheels or 
buffs up to 8°’. Dust hoods, 
with electric light sockets. 
Available either with '/2 h.p., 
110 volt motor or 1 h.p., 220 
volt motor. Two dust collect- 
ing cabinets permit separate 
collection of gold, platinum 
or other dust for recovery. 


“all-in-one” unit and enjoy dependable protection 
and production for years and years. 





WRITE FOR FREE DETAILED BULLETIN show- 
ing various models and prices. No obligation. 





standard 110 volt ouflet. 











171 Christie St. 
Newark 5, N. J. 











BE CAUGHT 
NAPPING 


DONT 


When a sales opportunity knocks... 
in the form of a query about a brand 
or a trade mark or who-made-this-and- 
how-can-l-match-it . .. do you have 
the answers—fast? 








TRADE-MARKS 
of the Jewelry 
und Kindred BEgets rere 





You can, if you have the newest edi- 
tion of the handy book that leading 
jewelers have used for half a century 
-- « TRADE MARKS OF THE 
JEWELRY AND KINDRED TRADES. 
The new sixth edition has many new 
trademarks and trade names... 
sterling and silver plate pattern names 
and thousands of watch names, in 
388 pages—carefully indexed and 
cross-indexed so that you cen find 
them quickly. 








~ ORDER YOUR 
COPY NOW 


TRADE-MARKS OF THE JEWELRY 
AND KINDRED TRADES, 


new sixth edition $7.50 


postage prepaid 


Order your copy today and have 
all the resources of the jewelry field 
at your fingertips. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


Enclosed find check money order for my co it Is under- 
stood that if !.am not completely satisfied, t aur celine it oie 
10 days' trial, and receive my full money back. 
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TRIAL OFFER...Momey back if you do not believe this book Is essential to your business. 
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£| 170 BROADWAY | FICE 3 
£| (2Maiden Lane) | ren i 
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: 2600 sq. ft. unit on 2nd floor. * 
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WATCHMAKERS + JEWELERS 


ENGRAVERS e 





INSTRUMENT MAKERS 
MODERN WATCH REPAIRING TO PERFECTION 


Efficient—Fast—Inexpensive Service 
REQUEST TRADE PRICE LIST & FREE SHIPPING LABLES 
Also: Jewelry—Clock Repairing—Special Order Work 


WE CARRY all tools, materials, supplies, books for watchmakers, 
jewelers and engravers; also world-famous ROSBERG BENCHES. 
Request FREE information. 


Catalog on all dress and service watches; all clocks: cuckoo clocks; 
400 Day clocks; watch bracelets. Write for your FREE copy today! 

















Request latest BARGAIN FOLDER ‘52 on imported and domestic tools 
and materials including special sale on GRAVERS. Big Savings! Special 
sale on complete balances. Inquire. 
—aee technical data with charts and tables, containin 
mation vital in your field, through our TECHNICAL BULL 
$1 ONLY—Request special folder TB! 
QUICK MAIL ORDER SERVICE 
Wholesaler & Importer—Member of Jewelers Board of Trade | 


MODERN TECHNICAL SUPPLY CO., Dept. 5-JCK, 55 W. 42nd St., #. Y. 36, N. Y. 
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Flex-Let Display 
Features New Bracelet 


creates an exquisite 
bracelet watch... 
jae og 
¥ Fie art 


aft 
phil band 


290°" 
(ot ee 





A compact, easel back display, designed 
for counter and window use, is now avail- 
able free of charge. Only 9%4” high and 
7” wide, the new Flex-Let display features 
a new fashion story in ladies’ watch brace- 
lets. The four-color display is die-cut to 
hold the Flex-Let “Enhance” expansion 
watch band in a beautiful gift package. 

Specially designed to tell, at a glance, 
the unique story of the “Enhance” watch 
band, the display caption reads: “Creates 
an exquisite bracelet watch . . . Flex-Let 
‘Enhance’ watch band $10.95 F.T.I.” 


Flasher Display Units 
Prepared by Parker Pen 

The Parker Pen Co. has produced new 
window and counter flasher displays for 


dealer use during spring and summer gift 
occasions. Shipments of the display will 


be sent in free kits to retailers during May. 


A feature of the new flashing centerpiece 
is that actual pen and pencil merchandise 
can be integrated in window or interior 
set-ups. Small plaques, a window streamer 
and an easel-back card are also included 





oN 








in the kit scheduled to arrive in time 
for the gift-giving season of May-June 
weddings, anniversaries, graduation and 
Father’s Day. 
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Build-A-Unit System 
Offered by Paulson 


After careful study and consultation with 
hundreds of watchmakers, the Paulson Co. 
now has ready a new Build-A-Unit Stack- 
Up System of watch material, watch 
glasses, etc., prepared for quick, easy selec- 
tion and refilling. 

All material is in numbered bottles 
clearly visible, with carefully prepared 
charts for selection and interchangeability. 
Steel cabinets are strongly constructed with 
easy, safety, sliding drawers. Each cabinet 
has steel pegs on which the next cabinet 
stacks for skyscraper safety construction. 

For complete information regarding these 
systems and how they can be purchased 
on an easy payment plan, write to Henry 
Paulson & Co., 131 S. Wabash Ave., Chi- 
cago 3, Illinois. Ask for the newly pre- 
pared pamphlet on this subject which 
covers in detail as to contents of each 
system and how they can be purchased. 
Information, pamphlets, etc. are sent free. 


-no obligation. 


Speidel 'Give-Away’ Offer 
Sparks June Promotion 


During the Father’s Day and Graduation 
gift buying season only, every customer 
who purchases a Speidel watchband from 
jewelers participating in the promotion will 
receive at no extra cost a “free gift” with 








an advertised value of $6.95. The free gift 
is a “Silent Secretary,” specially designed 
and manufactured for Speidel, with a book 
for telephone numbers, an attached pencil, 
and a note dispenser that automatically 
slides out a piece of note paper when lid 
is raised and lowered. They will be dis- 
tributed free of charge to jewelers who 
stock the new Speidel Assortment SS/12, 
consisting of six men’s and six ladies’ 
watchbands. 

The special promotion will be featured 
as Speidel’s Founder’s Day offer, and will 
be pushed by television, radio, and news- 
paper advertising. Local advertising sup- 
port includes free window displays, free 
electrical transcriptions for local radio 
stations, and free newspaper mats to help 
local jewelers in any community profit 
from this big two-in-one gift offer. 
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Wall Clock Available 
To Omega Dealers 


WORLD RENOWNED 
FOR ACCURACY 





Norman M. Morris Corp., American dis. 
tributors for Omega watches, has just 
made available a custom built bronze and 
walnut wall display clock. It has Omega 
markers with hands and copy cast from 
architectural bronze and is machine fin- 
ished to a high polish. Its overall dimen- 
sions are 26” high by 19” wide by 2” 
deep. 

The creation of this bronze and walnut 
display clock, which is now available for 
franchised Omega dealers, came about as 
a result of creating this handsome clock 
for a few special places such as Braniff 
Airways offices (for which Omega is the 
official timepiece) and other key spots. 
They met with such favorable reaction 
that it was decided to make a unit like it 
available to the trade 


Feature Lock Display 
Available to Dealers 


Feature Ring Co., Inc., heralds the com- 
ing of Spring with new Feature Lock dis- 
play materials. Many of the new displays, 
like the illustrated bride, are turntable 
units operated by two ordinary flashlight 
batteries. 

The matching stairway flasher units 
blend with all of the Feature Lock dis- 
plays, or when used separately are attrac: 
tive in themselves. 





these and 


For information on other 
Feature Lock displays, contact your 
Feature Lock distributor or Feature Ring 
Co., Inc., 130 W. 46 St., New York 36, 
N. Y. 
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Columbia Diamond Rings 
Ties-In with ‘African Queen’ 


One of Columbia “Tru-Fit” Diamond 
Rings’ most successful trafiic-building pro- 
motions has been selected by United 
Artists for a tie-in with their new picture, 
“African Queen.” United Artists’ publicity 
men’are now working throughout the coun- 
try with authorized Columbia distributors 
stressing Columbia’s new “Win A_ Dia- 
mond” promotion and capitalizing on the 
“African Queen” exploitation. 

Columbia “Tru-Fit” Diamond Ring 
salesmen are now calling on their distrib- 
utors with the “Win A Diamond” promo- 
tion, as well as four other traffic-building 
contests and promotions. 





Free Display Case Offered 
By Taunton Pearl Works 


Nicholas Anitole, vice president in 
charge of sales at the Taunton Pearl 
Works, Taunton, Mass., has announced an 
unusual special offer to jewelers by his 
company. 


SREP IS RSS 





One feature of the offer is that a hand- 
some display cabinet is given free with 
each introductory offer of a dozen men’s 
cuff link and tie slide sets in the new 
Squire line, which features bigger mark-up, 
fast selling designs by some of the coun- 
try’s outstanding jewelry stylists. To top 
off this gift of a display case, the order is 
sent out on 30-day approval. 

In addition, an extra set is included as 
a gift to the jeweler whether he keeps the 
order or not. This set is in a clever four 
leaf clover design in genuine hand-carved 


Mother of Pearl. 


Graduation Promotion Aids 
Prepared by Hamilton Watch 


The Hamilton Watch Co. has prepared 
an extensive amount of promotional ma- 
terial aids for jewelers to capitalize on a 
Graduation Gift Campaign. 

Included are newspaper mats, full color 
post cards, folders, sales letters, displays, 
and a special sales planner which is a 
cleverly conceived slide rule device. When 
used according to instructions, the sales 
planner presents a step-by-step advertising 
timetable designed to produce maximum 


sales results during the graduation gift 
season. 
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Freedom Foundation Honors Longines Chronoscope Show 





Another gold medal has been added to 
the collection of the Longines-Wittnauer 
Watch Co. Honored by Freedom Founda- 
tion for their sponsorship of the Longines 
Chronoscope, the presentation was made 
by W. G. Tom Sawyer, vice president of 





ee 


















Freedom Foundation, on the Chronoscope 
program, Monday, April 7. 

Above, William B. Huie, co-editor of 
the Chronoscope, receives the award for 
Longines from Mr. Sawyer, center. At left 
is Frank Knight, the program’s host. 





New Catalog Issued 
By Kimler & Daniel 


An attractive 36-page catalog has been 
prepared by Kimler & Daniel, Inc., 83 
Canal St., New York 2, N.Y. The 1952 
catalog contains 401 items in the firm’s 
line of Marcasite creations. Jewelers are 
cordially invited to write to the company 
for a free copy. 


Zircon Display Tray 
Created by Kimberly 


A new display tray for window-shopper- 
stopping has been created by the Kim- 
berly Gem Co., 62 West 47th St., N. Y. 
Here 18 of Kimberly’s genuine mined 
white zircon rings are shown mounted in 
the rich fabrics that form the background 
of the display. 
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The display comes complete with rings 
ranging in price from $9.95 to $24.95; 
jeweler’s cost is $75. The display stresses 
the fact that zircons are mined and are 
not synthetic. 

















Display Piece Designed 
For Crosby Gold Crosses 






































The Alsten Co., designers and manufac- 
turers of watch, ring and jewelry boxes 
and displays, recently created this display 
piece in conjunction with A. Cohen & Sons, 
for the latter’s Crosby gold crosses. 

The unit is made of champaign karess 
velvet background and maroon velvet trim. 


Craftsman Features 
‘Heraldic’ Billfolds 


Current fashion interest in heraldic de- 
vices is reflected in a new group of Crafts- 
man Heraldic Billfolds now being shown 
by I. Smallman & Sons Co., manufacturers 
The group includes both men’s and 
women’s billfolds. 

The ladies’ billfolds come in a variety 
of leathers with Florentine gold tooled and 
colored designs. 

The Craftsman Heraldic group, and the 
complete line of Craftsman ladies’ and 
men’s billfolds, may be seen at the firm’s 
showrooms, 47 W. 34 St., New York. The 
line is distributed through wholesalers only. 





225 








Florentine Lace Receives Fashion Academy Award 














Col. Arthur Ashworth, President of Reed & Barton, left, accepts the Fashion Academy Gold 
Medal Award for 1952 for the "distinctive design and excellent fashion styling" of Florentine 
Lace, a new, modern pierced sterling flatware pattern. Richard McLanathan of the Boston Fine 
Arts Museum made the presentation in Taunton in presence of the members of the company. 





Rodania Announces Ad 
Program for 1952 


Kurt Schwab, president of Rodania 
Watch Co., Inc., has announced greatly 
increased advertising and merchandising 
plans for 1952. The Rodania schedule will 
be substantially increased to include 
powerful ads in Life magazine which will 
supplment the regular Rodania schedule 
of color inserts in the leading jewelry 
trade papers, window displays, folders, 
and mats as part of a full line of dealer 
aids. 





Motion Display Features 
Keepsake Diamond Rings 


Appearing in the windows of authorized 
dealers across the country this season is 
the ”Bridal Mirror Motion Display” for 
Keepsake diamond rings. The striking 
showpiece, whose revolving turntable in- 
vites attention, is also available with a 
ring box platform replacing the doll bride. 

The new display is one of an outstand- 
ing array of dealer promotional material 
included in Keepsake’s current ad-merchan- 





dising progam. The campaign is spear- 
headed by space scheduled in Life, Look, 
Esquire, Good Housekeeping, Charm, 
Glamour and Seventeen, based on the 
theme: “Your Keepsake . . . Forever.” 
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Hollywood Star Receives 
A Helbros for Cancer Role 


In a simple ceremony on the set of their 
latest Paramount picture, Jan Sterling, on 
behalf of the Helbros Watch Co., pre- 
sented William Holden with a Helbros 
watch for his efforts as a Cancer WATCH- 


man. 





The Helbros Watch Co. has designed a 
series of watches and a portion of the 
proceeds from the sale of these watches 
is to be donated to the Damon Runyon 
Memorial Fund. 


Three Electric Clocks 
Introduced by G. E. 


General Electric Co. is introducing three 
new electric clocks for the spring gift mar- 
ket, it has been announced by Monte M. 
Wheeler, manager of the G-E clock de- 
partment. 


The “Riser” is an electric alarm clock 
with a recommended retail price of $4.95; 
the “Woodsman” retails at $8.95; the 
“Serenade” an ultra-modern alarm clock, 
has a suggested retail price of $13.50. 








| 


Bulova President Series 
Backed by Large Ad Campaign 


Bulova Watch Co. announced that on 
April 24, a coordinated nationwide cam. 
paign presenting the new “Bulova Pregj. 
dent Series” was initiated by its dealers. 


Aptly named the “Bulova Presiden: 
Series,” the watches incorporate beauty, 
value and accuracy. In releasing these 
watches, Bulova has produced a 21 jewel 
wrist watch with matching expansion band 
to retail at $49.50. 


The greatest advertising campaign jp 
Bulova history is being used to help the 
“Bulova President” become unanimously 
elected by the public. In addition, a news. 
paper mat service, radio scripts, radio 
transcriptions, dealer television spots, 
dealer movie films as well as advertising 
literature is being distributed to Bulova 
dealers. 





A new special package, above, has been 
designed featuring the famous dome of 
the nation’s capitol. 


Counter Display Unit 
introduced by Foster 


A new counter display for Fairway multi- 
stretch expansion bands is being offered to 
the trade by Foster Metal Products, Inc., 
Attleboro, Mass. The luxury appeal is 
emphasized in the Karess velvet pad, trim- 
med with rich leatherette. The display can 
be used flat or upright on the counter. 
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Foster designed the display as a complete 
store in itself for, in addition to the six 
bands shown on velvet, the front tilts down 
to reveal compartments for as many as 18 
additional bands. The display is furnished 
without charge with a minimum order of 
24 Fairway bands. 
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Introductory Offer 
For ‘Romance’ Pattern 


As an introduction to Holmes & Ed- 
wards new “Romance” pattern, dealers are 
offering for a limited time only a new 
pierced tablespoon in the pattern at the 
special price of only 98 cents. It will be 
priced- regularly at $1.58. This spoon is 
made for neat, spill-free service of vege- 
tables and other foods likely to drip on 
the table. It is packaged in an attractive 
tarnish-resistant acetate tube. with sift box. 





The company has also announced that 
each of the seven storage chests in its 
1952 line is a brand new design. Styles 
include Colonial, traditional, and modern; 
and finishes on the different models—ma- 
hogany, walnut and light-toned natural ash 
—are varied enough to suit all decorating 
tastes. A choice of one of these new chests 
is offered with every “Romance” set com- 
bination for six, eight or 12 persons, at no 
extra cost. 


Prince Gardner Co. Offers 
Special '2 for 1° Deal 


For the first time, Prince Gardner Co.. 
St. Louis, announces a special value “2 
for 1” deal. The special offer is for im- 
mediate selling and will continue through 
the Father’s Day and Graduation period. 

The offer consists of a Prince or Princess 
Gardner Registrar with matching Key 
Gard in saddle cowhide to retail at the 
price of the Registrar alone. An unusual 
feature of the offer is an advertising rebate 
of 20 cents per set which is given to 
retailers for advertising. 

Both the “Registrar” and “Key Gard” 
are in saddle cowhide. The men’s Key 
Gard has six hooks and the women’s has 
four hooks and zipper. 


Eddie Cantor Presented 
Carvel Hall Knife Set 





Eddie Cantor gets Carvel Hall fruit knife 

set from Charles D. Briddell, Inc., sales vice 

president, Tom Briddell, during Southwestern 

Gift and Jewelry Show at Dallas. The gift 

congratulated Eddie Cantor on the arrival 
of his first grandson. 
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Jacoby-Bender Offers 
Watch Band Trade-in Sale 


Retailers have been offered an opportu- 
nity to conduct a trade-in sale on watch 
bands by Jacoby-Bender, Inc., manufac- 
turer of J-B Watch Bands. All of the ma- 
terial for running such a sale is being 
supplied free by the firm. Since all of the 
window streamers, display cards, mailing 
cards and newspaper mats feature J-B 
watch bands, the sale is necessarily limited 
to those jewelers who carry this product. 

During the trade-in sale, jewelers offer 
an allowance of one dollar on any old 
leather strap, cord or watch band. This 
dollar allowance is credited against the 
purchase of a new J-B Watch Band. 

Any jeweler, featuring J-B Watch Bands, 
who wants to conduct this sale may direct 
his request to Jacoby-Bender, Inc., 161 
Sixth Ave., New York 13, N. Y. 


Ascot Midget Lighter 
Styled to Fit Any Purse 


For distinctive styling, American Safety 
Razor Corp. has created a midget pocket 
lighter to fit any purse. Only 1%” high, 
these lighters are made in precious metals, 
genuine leathers and mother-of-pearl. The 





chrome ASR Ascot Midget retails at $6.95, 
Rhodium at $8.95, and brown alligator, 
black pin seal, red alligator, tan ostrich at 
$11.50, and the mother-of-pearl at $12.50, 


tax included. 


Gruen Plans Extensive 
Spring Graduation Promotion 


Coast-to-coast television and magazine 
advertising plus a wide variety of dealer 
selling aids are backing Gruen jewelers’ 
graduation promotions this Spring. 

A double page Gruen ad in the May 3 
Saturday Evening Post launches the grad- 
uation campaign. At the same time, 
Gruen’s TV show “Gruen Playhouse” will 
carry hard-selling messages to millions of 
video viewers. 

For the jeweler’s local advertising, 
Gruen has issued its big Spring-Gradua- 
tion promotion kit containing nearly 100 
newspaper ads, window streamers, dis- 
plays, postal cards and a selling idea book 
showing suggestions for windows, direct 
mail and contests. 





Swivel Display Case 
Designed by Kreisler 


Vertical swivel-case by Jacques Kreisler, 
for the display of Kreisler women’s and 
men’s watchbands, is designed to conserve 
space, keep merchandise neat and clean, 
and attractively present a wide variety of 
Kreisler watchbands. 





One unit, above left, displays ten wom- 
en’s bands: the other, right, displays 
seven men’s. 





Rhea Shields To Direct Arvin 
Home Economics Department 


Appointment of Miss Rhea Shields as 
director of the newly created home aco- 
nomics department of Arvin Industries, 
Inc., has been announced by Gordon T. 
Ritter, director of sales for the company’s 
electric housewares division. 

Miss Shields will organize and develop 
a home economics operation for the ex- 
panding Arvin appliance line, Mr. Ritter 
said. Among her duties will be coordina- 
tion of sales and consumer information, 
assistance in training retail sales personnel, 
and contact work with home economics 
teachers, extension workers and home ser- 
vice staffs of public utilities. 


Jewelers Conduct National 
Diamond Ring Contest 





Milton Berle, above, is a girl’s best friend, 
especially with a big diamond ring. Sur- 
rounding Uncle Miltie are four of the five 
candidates in the 1952 Miss Lovebright 
Diamond Ring Contest. 


The contest is being conducted nation- 
ally by jewelers. Jewelry store patrons are 
invited to cast a vote for their favorite 
candidate. Those persons who vote for the 
ultimate winner will receive special gifts. 

The Miss Lovebright Diamond Ring Con- 
test closes July 1, 1952. For further details 
on how you can tie-in with the contest, 
write to A. Edward Fisher & Co., Inc., 580 
Fifth Ave., New York. 
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Irons & Russell Co. 
Launches New Emblem Line 


During May, Irons & Russell Co. will 
launch an entirely new and completely dif- 
ferent line. This merchandise is being pre- 
sented to the trade after considerable re- 
search and because of the company’s belief 
that there exists a need and a definite mar- 
ket for higher quality, higher priced type 
of emblem merchandise. 





All the items in this line are produced 
in 14Kt. white or yellow gold and palla- 
dium only. The merchandise will not be 
available in any lesser quality as it is not 
felt practical to attempt the extremely fine 
detailed hand engraving and _ stonesetting 
involved on any less expensive metals. 

Another departure will be a beautifully 
styled hinged gift box for every emblem. 
The entire line will be boxed as a direct 
approach to the gift trade. 


Joseph Aquilino Studies 
Newest Parisian Designs 


Joseph Aquilino, president of Anthony 
Creations, recently made a trip to France 
to look over newest styling trends in gift 
jewelry. This is an annual trip for Mr. 
Aquilino, whose company prides itself in 
original designs keynoting Paris inspired 
creations. 


New Dealer Display 
For Osterett Mixer 


A new dealer display card pointing up 
the sales features of the Osterett portable 
electric mixer ($16.95) is being distrib- 
uted to retailers throughout the country 
by the manufacturers, John Oster Mfg. 
Co. of Racine, Wisconsin. 





Easel-backed, the display is 10” wide 
and 12” high, small enough to be effective 
without taking up much counter space. 
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Four Television Stars 
Ring the (Vulcain) Bell 


Vulcain “Cricket” alarm wrist watches 
—like the one which is seen and heard on 
the “Pantomine Quiz” TV show—are worn 


by the four “regular” team members. 
Hans Conreid, Mike Stokey, master of 
ceremonies, Adele Jergens and Jackie 
Coogan are owners of “Crickets.” 

The Vulcain “Cricket” rings to signal 
successive phases of the program. Its 
“chirp” invariably arouses much comment; 
a “Cricket” is awarded to each member 
of the winning team. 





Easel Display Features 
Multi-Facet Advertisements 


A new window and counter display 
piece is now being offered to franchised 
dealers of the Multi-Facet Co. This hand- 
somely gold-lettered easél will be used to 
display regularly Multi-Facet’s current 
four-color national advertising campaign. 

Reprints of advertisements from the 
company s current campaign can be easily 
inserted into the easel as they are received 





from Multi-Facet. At present, the ads be- 
ing supplied are those appearing in four 
colors in the Saturday Evening Post. Alex 
Kopstein, president of the Multi-Facet Co., 
reports that plans are under way to extend 
this campaign to other publications this 


fall. 


National TV Coverage Planned 
For Fall Political Campaign 


Americans will take part in the greatest 
“town meeting” the world has ever known 
this fall when television brings them the 
national political campaign, Sig Mickelson, 
director of news and public affairs for 
CBS Television, said recently. 

Westinghouse will sponsor the CBS tele- 
vision and radio coverage of the political 
conventions and election night returns. In 
addition, the company will sponsor a 13- 
week series of Lincoln-Douglas type de- 
bates between leaders of the Republican 
and Democratic parties over CBS television 
and radio networks. 

“More than 60 million people will watch 
and hear the political events this fall,” 
Mickelson said. 











"World's Greatest Athlete’ 
Receives Hamilton Watch 


Jim Thorpe, Sac and Fox Indian and 
recognized “greatest athlete in the world” 
was presented a gold Hamilton watch and 
a check for $1000 by 703 friends and ad. 
mirers in Canton, Ohio, recently. 

The occasion for the presentation was 
a testimonial dinner honoring Thorpe, now 
65 years old, who played professiona] foot: 
ball with the Canton Bulldogs from 1915 
to 1920 and again in 1926, 





Above, Jim Thorpe is presented a Hamil- 
ton watch and a check for $1000 by Lester 
Higgins, chairman of the civic committee 
in charge of the dinner. 


Cyma Adds Television Spots 
To ‘52 Advertising Program 


Cyma Watch Co., Inc., New York, has 
contracted for radio and telecasts spots 
directly before and after the Brooklyn 
Dodgers home baseball games. 

Last year Cyma featured such prominent 
personages as General MacArthur, Mrs. 
Eleanor Roosevelt and J. Edgar Hoover in 
its “Honor Award” series of watch ads in 
Life, Saturday Evening Post, and New 
York Times Magazine. The program is 
continuing during 1952. 


Kate Smith TV Show 
Sponsored by Anson 


Anson, Inc., recently concluded arrange: 
ments to sponsor the high-rated “Kate 
Smith Evening Hour” over 45 stations of 





the NBC-TV network. Above, from left to 
right, William Coulthrust, administrative 
assistant to the president, Ted Collins, 
Miss Smith, and Olaf Anderson, president 
of Anson, Inc. 

The first program, scheduled for April 
16th, was accompanied by intensive promo 
tional follow-through by retail outlets fea- 
turing Anson merchandise. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





ee Te 











o* = 





Dason Offers Dealers 
Opportunity for Life Tie-In 





Davidson & Sons Jewelry Co., Inc., an- 
nounces an advertising program in Life 
magazine. tied-in with an unusual dealer- 
aid program. A line of 14 diamond and 
stone rings will be featured in a series 
of Life advertisements. Dealers will be 
helped to bring the public’s attention to 
themselves as the source with newspaper 
advertising and window display material 
prepared for the purpose. 

Displays will consist of modern fur- 
nished wood forms containing removable 
display cards in multi-color, each featuring 
rings tving-in directly with specific Life 
ads. 


Father's Day Ribbon 
Created by Taffel Bros. 





George A. Taffel, a leading gift-wrapping 
expert and president of Taffel Bros., Inc., 
has created a new ribbon for Father’s Day. 
Designed in a #9 width with 50 yards to 
the bolt to suit the taste of every Dad in 
existence, it comes either in white with a 
royal print or brown with a gold print 
design. ° 








Five additions to the growing sales staff 
of the Flex-Let Corp. have been announced 
by Jules Hochman, sales manager. These 
new members include Milton Cohen, who 
will cover northern California, Arizona and 
Nevada; Edward Kurtz for the Washing- 
ton, D. C., Virginia, West Va. and North 
Carolina territory; Jack Jacobson in 
Penna., Maryland, Delaware, and southern 
New Jersey; Maurie Gotkin for Wiscon- 
sin, Minnesota and Iowa: and Herbert 
Seligman, all of New Mexico, part of 
Texas and Oklahoma. 
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News of Personnel 





Longines-Wittnauer Adds to Sales Staff 








Irving Abel, vice president in charge of sales of Longines-Wittnauer Watch Co., announces 

the appointment of seven sales representatives for the midwestern and southern states. The 

new group includes, from left to right, Larry Katz, Joseph Wernick, Harris Burrow, Roy Weber, 
Evald Lofgren, Arthur Silver and James Mowry. 





J. H. Burnham, former branch repre- 
sentative in the central division working in 
the Milwaukee area for General Mills home 
appliances, has been appointed Wolverine 
district manager with headquarters in De- 
troit, Michigan. 





M. E. BRANDA 
General Mills Elgin 


J.N. BURNHAM 


Meryl! E. Branda, Denver, has been 
appointed field representative for Elgin 
National Watch Co. in the Denver-Salt 
Lake City area, it has been announced by 
W. D. Evans, general sales manager. Mr. 
Branda resides at 2895 Leyden St. in Den- 
ver. 


Walter N. Schneider has been named 
regional representative by Hamilton Beach 


Co., Division Scovill Mfg. Co., for Mich- 


igan. 


W. N. SCHNEIDER 
Hamilton Beach 





Daniel Ostrof is the newly appointed 
midwest representative of Manchester Sil- 
ver Co., Providence, R. I. He will operate 
out of newly opened showrooms at 22 W. 
Madison St., Chicago. Mr. Ostrof succeeds 
Frank Ollayos. 

















Appointment of new distributors te 
handle Arvin radios has been announced 
by Raymond P. Spellman, radio and tele- 
vision sales manager of Arvin Industries, 
Inc. 

The appointments include: Smith Bros. 
of Clarksburg, W. Va.: U. S. Electrical 
Supply Co, New York City; Thelsen, Inc., 
Syracuse, N. Y: Albany Hardware & Iron 
Co., Albany, N. Y.: Southwestern Drug 
Corp., Wichita Falls, Texas; Henry O. 
Berman Co., Inc., Baltimore; and Oak- 
man Electric Supply, Inc., Rutland, Vt. 

The Adams Sales Co., Inc., San Antonio, 
Texas, was appointed a distributor for Ar- 
vin radios and television sets in San An- 
tonio and surrounding communities. 


Announcement of the appointment of 
Leonard Horwitz as New York sales 
representative was made recently by the 
Fuller Box Co., North Attleboro, Mass. Mr. 
Horwitz was associated for the past five 
years with the Oscar Trilsch Co., White- 
stone, N. Y. His New York offices are lo- 
cated at 230 Fifth Ave. 





LEONARD HORWITZ E. T. O'REILLY 


Fuller Box Co. 


Edward T. O’Reilly has established 
headquarters in Oakland, Cal. Formerly of 
the International Silver Co., Mr. O’Reilly 
has announced the addition of Lador, Inc., 
of New York City, to the manufacturers’ 
lines which he now represents on the 
Pacific Coast. He also represents the Reeve 
& Mitchell Co. and their new “Silverfile” 


case for flatware. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted” and “Side 
Lines”’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additional words, 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 


Name, address, initials and abbreviations 
eount as words and are charged for as part of 
the advertisement. If answers are to he for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence mem- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads. do not enclose original 
letters of re endations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 





ENGRAVER ; first class, experienced ; best 
references ; 
ferred. Address “C., 44,” care J C-K. 





PAWNBROKER; all around salesman, 
appraiser, top flight; age 46; first class 
reference. Address “N., 286,” care J C-K. 








WATCHMAKER;; six years’ experience, 
capable of doing good work. Robert Olen 
Greene, 29 W. Main St., Cartersville, Ga. 





POSITION wanted as first class watch- 
nage = —_ nag ou~ preferred ; 
e at once. O. B. Freed, 100 N. 

Main St., Tuscumbia, Ala. “i 





WATCHMAKER; young man, 10 years’ 
experience, expert repairman, wishes 
position. Rolf Mellquist, 7005 Seventh 
Ave., Brooklyn 9, N. Y. Te 6-3249. 





WOMAN, experience with ring manufac- 
turers; full charge of orders, sample 
lines and general detail work; refer- 
ences. Address “B., 246,” care J C-K. 





BOOKKEEPER, full charge, accounting 
background; heavy experience; highly 
efficient, above average. Address . = 
2926,” care J C-K. 





WATCHMAKER, registered chronograph 
technician; a'so school training: 30 
years’ experience at the bench: avail- 
yt May 1. Address “L., 313,” care 





SALESLADY; experienced for retail or 
showroom, assistant buyer or brokerage, 
fine and antique jewelry, silverware, 
gifts; managing ability, best references. 
Address “G., 299,” care J C-K. 





ENGRAVER; first class, 25 years’ experi- 
ence in all branches, lettering, ornamen- 
tal, carving; best references; available 
ra May 1. Address “M., 256,” care 


WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
got concern. Address “C., 1035,’’ care 








HEAD watchmaker, wants position in 
large fine store in warm climate; high- 
est references; Florida preferred; no 
seven jewel watchmaker. Address “J., 
2991,” care J C-K. 


Southern California pre- 





REGISTERED jeweler; wants position in 
Florida as salesman; minimum $100 
week ; only large fine stores will be con- 
sidered ; no borax; long experience; fine 
references. Address “A., 12,”’ care J C-K. 





DIAMOND MAN, ambitious and energetic, 
experienced all phases buying and as- 
sorting, seeks position with reliable 
firm, chain organization; presently em- 
ployed. Address “A., 300,” care J C-K. 





WATCHMAKER, salesmap, clock, jewelry 
and chronograph repairman; 18 years’ 
experience; capable of managing a re- 
pair department; reliable and sober; 
Tau graduate. Address “L., 212,’’ care 





MANAGER-salesman; progressive; crea- 
tive and promotional credit jewelry op- 
erations; take full charge; minimum 
$7,500 plus profit sharing towards “buy- 
in’; will relocate. Address ‘M., 287,” 
care J C-K. 





ENGRAVER-jeweler, 49, now employed, 
desires change; 32 years’ experience; 
15 and eight years respectively in last 
two positions; Middle or South Atlantic 
States preferred. Address “B., 301,’’ care 
J , 





JEWELER; experienced, presently em- 
ployed, desires change; jewelry repair- 
ing, diamond setting ; hand engraving or 
machine; watch repairing experience 
also; moderate salary. Address “N., 
166,” care J C-K. 





MANAGER-salesman; retail credit jewel- 
ry ; thorough knowledge all phases cred- 
it business, sales, display, advertising, 
collections; promotional minded; look- 
ing for a permanent future; age 35; 
married. Address “‘N., 218,” care J C-K. 





FIRST class watchmaker, experienced and 
competent; can sell watch repairing, 
can do engraving; do not drink; age 57; 
married; wants permanent position be- 
tween Michigan and Florida or nearby 
States. Address “‘K., 235,” care J C-K. 





WATCHMAKER;; competent and reliable ; 
good estimator and salesman; capable 
of taking complete charge of repair de- 
partment; 30 years’ retail experience ; 
best of references. Address “D., 227,” 
care J C-K. 





MANAGER; 14 years’ experience in credit 
jewelry business, thorough knowledge in 
sales, collections, promotions, window 
trimming and personnel supervision; go 
anywhere; minimum guarantee $7,000. 
Address “R., 258,’’ care J C-K. 


BOOKKEEPER-accountant, 





office man- 


ager, correspondence, credits, collec- 
tions; extensive experience office, fac- 
tory; exceptionally capable, proven 


background. Address “B., 2937,’’ care 
J C-K 





WATCHMAKER;; first class; 48 years 
old, with over 30 years’ experience in 
all kinds of complicated watch repair; 
sober, good habits: excellent references ; 
seeks position; will go anywhere; sal- 
ary or commission. Address “B., 221,” 
care J C-K. 


WATCHMAKER, salesman, sales promo- 
tion, window dresser, buyer, take charge 
of department; good education; 25 
years’ experience in all branches of jew- 
elry business; personal interview ar- 
ranged. Address, “Watchmaker,” 7 Oak 
St., Albany, N. Y. Phone 4-5427. 


WATCHMAKER; 25 years’ experience, 
desires permanent position with reliable 
business where honesty, integrity and 
ability are appreciated and desired; if 
you are in need of a man far above the 
average with finest reference, address 
“Tr, 242,” care J C-K. 











YOUNG man, 30, 11 years’ experience 
with leading diamond jewelry manufac- 
turer and familiar with all phases of 
manufacturing, buying and sales pro- 
cedure, desires sales or office position 
with good future. Address “F., 250,” 
care J C-K. 








TOP notch diamond expert buyer-as. 
sorter-salesman, extremely capable 
and personable, wishes permanent 
position with fine house; willing to 
travel; finest references; 12 years’ 
experience. Address “A., 272,” care 
J C-K. 











—.. 


BUYER; diamonds and precious stones, 
has connections with finest retail stores 
in nation; knows all phases of manv. 
facturing; 14 years with top platinum 
diamond manufacturer; presently em. 
ployed; seeks position with future. Ad. 
dress “C., 247,” care J C-K. 





MANAGER; 30 years’ experience, top 
salesman, creative, aggressive, thor. 
oughly versed in all phases of merchan- 
dising, promotions, personnel manage. 
ment, collections, display; presently 
employed in unit doing over $300,000; 
locate anywhere. Address “E., 268,” 
care J C-K. 








ENGRAVER; first class, lettering, orna- 
mental, carving, also worked about 
seven years, platinum diamond setting, 
but have not done any setting for 10 
years; would like opportunity to get 
back into setting again, in order to be 
able to do both. Address “P., 257,” care 
J C-K 





nm 


UNLOAD your tough retailing problems 
on this uniquely qualified department 
store and lease operations supervisor- 
merchandiser; diamonds, watches, sil- 
verware, jewelry; solid evidence of all 
inclusive knowledge, experience, ability; 
immediately available anywhere. Ad- 
dress “L., 254,’’ care J C-K. 





WATCHMAKER;; Elgin graduate in June 
1952; married, 32 years old, desires 
position with established concern; will 
only accept position in a first c'ass shop 
doing quality work; prefer Midwest or 
West; have own tools; good habits and 
best of references. Write direct to Paul 
L. Collins, Route 3, Box 99, Elgin, IIl. 





WATCHMAKER-Ssalesman, 30 years old, 
married, desires position in Florida or 
other Southern State having healthful 
climate; will also accept salaried posi- 
tion with option to buy into established 
business where owner required semi- 
retirement. Bernard Oliner, 1024 Thomp- 
son Ave., Roselle, N. J. 





GENERAL manager; large, reputable 
non-credit store; 25 years’ managerial 
experience; I will develop greater sales 
volume without harming your prestige; 
I am expensive but will make money 
for you; college graduate; associate 
gemologist. Address “V., 2869,” care 
J 





MANAGER-salesman, retail store; desires 
to change position; thorough knowledge 
of diamonds, buying, grading, apprais- 
ing; gem testing and _ identification; 
special order work; window dressing: 
28 years’ experience; high grade estab- 
a only. Address “P., 2934,” care 








LADY buyer-manager; high class sift 
shop jemeiour directly imported items 
including jewelry, semi-precious stones, 
desires similar position, preferably 
Houston, Texas, or New Orleans, La.; 
good linguist; fine foreign connections; 
recognized sales personality ; good win- 
dow displayer; references. Address “G., 
195,” care J C-K. 








PRODUCTION manager; nine years’ 
experience, at present employed: 
reliable, ambitious, capable, expe 
rienced contract work all phases 
ring manufacturing, special orders, 
personnel supervision, inspection; 
can take complete charge; desires 
contact New York firm; references: 


Address “K., 211.” care J C-K. 
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| 


MANAGER-salesman; are you looking 
for some means to increase your busi- 
ness; I can do it for you; I have the 
knowledge and confidence ; 35 years old; 
married; personable; complete knowl- 
edge of retail stores; have covered all 
phases of the jewelry industry ; will be 
willing to start at $7,000 for right con- 
tact with a future; New York or vicin- 
ity. Address ‘‘A., 220,’’ care J C-K. 





—_— 


WATCHES; a thoroughly experienced 
and qualified man who has been as- 
sociated with the industry for many 
years will consider a_ proposition 
with a reputable organization; have 
complete knowledge of merchandis- 
ing, styling, etc.; close relations with 
Swiss and domestic channels. Ad- 
dress “T., 260,” care J C-K. 





MAN with excellent horological and pre- 
cision instrument background wishes to 
make connections with reliable firm in 
proper capacity; experience includes 
headwatchmaker, teacher, precision in- 
struments (experimental assembly) ; 
acquainted with machine shop proce- 
dures, writing of technical artic'es; 
consider location only in New York 
City, northern New Jersey or New York 
State adjoining Bergen County. Address 
“N., 215,” care J C-K. 





EXECUTIVE; 20 years’ thorough ex- 
perience in installment jewelry busi- 
ness; buyer, general manager, ad- 
vertising promotions, credit and col- 
lection; was with chain of 12 stores, 
volume running into seven figures; 
at present employed in above ca- 
pacity; best of references and fine 
appearance; will travel anywhere. 


Address “‘T., 65,” care J C-K. 





SALESMAN, advertising manager (news- 
paper and manage live television show), 
display manager, and buyer, now em- 
ployed, desires change; past seven years 
with Carolina’s leading jeweler, thor- 
oughly familiar with retail selling ; 
associate member American Gem So- 
clety, married, dependable; location, 
South, Southwest, or West, retail or 
wholesale; opportunity for future es- 
sential; no credit chain operations. 
Address “K., 253,” care J C-K. 


a 





HIA certified Master watchmaker, 18 
years experience, repair calendars, 
automatics, chronographs; good _ en- 
graver, ring sizing, some stone setting 
and jewelry repairing: fast, accurate 
worker, steady, sober and dependable; 
stress efficient operation of department; 
age 38, married, one child; presently 
employed, but desire to make change; 
wish to make connection with fine, old 
line store where top ability, appearance 
and personality are required; perma- 
nent position only: Florida preferred ; 
all past experience has been in fine o’d 
Stores in charge of repair department: 
top salary required: best of references. 
Address “K., 163,” care J C-K. 








WHY worry about 1952 sales; top level 
Chicago jewelry sales executive seeks 
another company that wants to increase 
its sales another six or seven figures ; 
now selling jewelry wholesalers, syndi- 
cates, mail order, general wholesalers, 
catalog firms, premium companies, 
credit jewelers,. and key department 
Stores; interested in sales manager’s 
Position directing sales force with op- 
portunity to sell my own key accounts; 
not a seat warmer: no side lines; com- 
pensation draw vs. commission with 
opportunity to earn five figure remuner- 
ation; answer immediately as I will 
accept | first opportunity offered. Ad- 
dress “T,,, 201,” care J C-K. 











Lines Wanted 








SALESMAN; experienced, desires estab- 
lished line for Pennsylvania, New Jer- 
sey, Delaware and Maryland. Address 
“W., 185,” care J C-K. 





FACTORY line wanted for the wholesale 
trade, Pacific Coast territory. J. S. 
on 305 W. 8th St., Los Angeles, 

alif, 





JOBBER interested in costume jewelry 
and novel items, etc., to retail for $1 to 
$5. Address #532 B, 103 E. llth St., 
Kansas City 6, Mo. 





LINE of loose diamonds and precious 
stones wanted to sell wholesalers and 
manufacturers, Pacific Coast territory. 
J. S. Alexander, 305 W. 8th St., Los 
Angeles, €alif. 





ANTIQUE or antique reproductions in 
14K gold; New York, Phi-adelphia and 
Middle West; now employed in this line 
but desire change; best references. Ad- 
dress “H., 273,” care J C-K. 





SALESMAN, now covering Southern 
States, selling top line of compacts, 
wants non-conflicting line; only a well 
established line will receive attention. 
Address “F., 229,” care J C-K. 





PACIFIC COAST salesman, well known 
and established, desires line 14K jewel- 
ry, genuine stones, or platinum line for 
vo i ne Address “F., 2608,’’ care 





OHIO; manufacturers’ representative, 
well established, desires outstanding 
line for his jewelry and department 
store trade. Address “K., 283,” care 


J C-K. 


MANUFACTURERS’ representative, now 
calling on the finest wholesalers in the 
South and Southwest, desires gold 
plated costume line; can produce vol- 
ee Address “J., 311,’’ care 


SALESMAN, covering South and South- 
west, interested in representing manu- 
facturer of popu'ar priced rhinestone, 
gold and silver plated earrings; can 
produce volume business. Address “H., 
310,” care J C-K. 


SALESMAN, with long established fol- 
lowing, with the best wholesalers in the 
South and Southwest, is looking for a 
line of rhinestone pins and earrings, at 
the popular price level. Address “K., 
312,” care J C-K. 


ESTABLISHED representative, Midwest 
territory; Chicago residence, wants 
reputab'e line; material, jewelry, cos- 
tume jewelry; jobbers; references. Ad- 
dress Circular 243, 1415 Heyworth Bldg., 
Chicago 2. 


SALESMAN, with large fol'owing in IIli- 
nois, Wisconsin, Michigan and Minne- 
sota, wants connection with firm that 
has national acceptance; draw against 
commission. Address Circular 245, Room 
1415, Heyworth Building, Chicago 2. 




















WANTED ; silver plated or sterling silver 
line, by manufacturers’ representative 
for Midwest department stores, jobbers 
and better retailers; excellent refer- 
ences. Address Circu’ar 247, Room 1415, 
Heyworth Building, Chicago 2. 





SALESMAN: Southeastern States, now 
selling vanities to jewelers, gift shops 
and department stores; well known to 
trade: will only consider top line that is 
established in above territory. Address 
“E., 228,” care J C-K. 


SALESMAN; well known and well re- 
ceived, with large following through- 
out East and Midwest, desires nov- 
elty earring line to wholesalers only; 
strictly commission. Address “A., 
295,” care J C-K. 








SALESMAN, with good following, calling 
on wholesale jewelers, costume and pre- 
mium jobbers; covering the Midwest 
with Chicago office, seeking non-con- 
flicting lines from well established man- 
ufacturer. Address Circular 246, Room 
1415, Heyworth Building, Chicago 2. 


DIAMONDS wanted by West Coast 
wholesaler; we wish to contact a repu- 
table, competitive diamond cutter and 
importer; we are interested in melee 
and sizes up to about 1% ct.; we buy 
outright but also wish to get some goods 
on consignment basis. Address “E., 304, 
care J C-K. 


MANUFACTURERS’ __ representative; 
large following with wholesale jew- 
elers, novelty jobbers, desires fast 
moving line of rhinestone pins, scat- 
ter pins, earrings; over 175 active 
accounts throughout Eastern and 
Midwestern states; commission basis 
only. Address “E., 297,” care J C-K. 


WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006, 


care J C-K. 


WELL known salesman selling highly re- 
garded nationally advertised line, to 
wholesalers and watch importers in 
Metropolitan Area; wants side line of 
fine leather straps or kindred items: 
excellent representation assured ; please 
give full details in confidence, Box ‘Pa, 
200,” care J C-K. 


WANTED; new promotional items to 
wholesalers and jobbers only; heavy 
coverage throughout following 
States: New York, Massachusetts, 
Pennsylvania, Ohio, Michigan, Illi- 
nois Wisconsin Minnesota; commnuls- 
sion only. Address “C., 296,,” care 


J C-K. 
SALESMAN; I have no following, I am 


not a hot shot, I cannot sell re- 
frigerators to Eskimos, but if you 
want an intelligent man of person- 
able appearance, married, 40 years 
of age, who can present your line 
in a persuasive, yet ethical manner, 
a man who knows jewelry and the 
jewelry business thoroughly, Ad- 
dress “*J., 207,” care J C-K. 


LINES WANTED for school consump- 
tion California and Oregon; ex- 
panding manufacturer’s representa- 
tive business, established 1925, sell- 
ing to schools exclusively, would 
like to add a few outstanding lines 
to its present representation; plan- 
ning strong direct mail promotions 
to supplement personal contact. Ad- 


dress “A., 328,” care J C-K. 























Side Lines 








SIDE line of pearl and other stones, 14K 
guard rings, compact, 10% commission ; 
state territory, references and particu- 
lars first letter. Address “V., 262,” care 





JEWELRY salesman with jobber and 
large retail chain fo'lowing, covering 
Middle West, carry fine line of ladies’ 
14K gold watch attachments; commis- 
sion. Address “D., 123,” care J C-K. 





SALESMAN: promotionally priced cos- 
tume jewelry and gift wares for man 
with following among gift stores, de- 
partment stores and Post Exchanges; 
priced right for volume sales. Address 
“P., 167,” care J C-K. 





(Continued on page 232) 
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SIDE LINES—Continued 





SALESMAN; Southwestern States; pre- 
fer resident of Dallas, with follow- 
ing among retail jewelers; fine line 
of Scarab jewelry and identification 
bracelets. Address “Y., 176..’’ care 
J C-K. 


SALESMAN wanted to cover Mid West 
for New York manufacturer; line con- 
sists of 14K semi-precious stone jewel- 
ry; can be sold to finest stores; com- 
mission basis only. Address “D., 248,” 


al 


care J C-K. 








SALESMAN; southeastern states; pre- 
fer resident of Atlanta, with follow- 
ing among retail jewelers; fine line 
of Scarab jewelry and identification 
bracelets. Address ““W., 175,” care 
J C-K. 





SALESMAN: Pacific Coast, Southwest: 
prefer man who carries a watch line, 
calling on the better jewelry stores, 
department stores and specialty stores; 
attractive, established, fine imported 
cleck line; commission. Address “C., 
302,” care J C-K. 





DO you want a special promotion side 
line; this is an exceptional oppor- 
tunity; men’s jewelry line, to be na- 
tionally advertised on half hour tele- 
vision program. Bert Kaufman, 9 
Maiden Lane, New York City. 





MANUFACTURER of smart 14K gold 
bracelets, bracelet watches and attach- 
ments, seeks salesman for East and 
South who has excel'ent following 
among first class trade, to carry our 
line as a side line, on commission basis. 
Address “T., 292,” care J C-K. 





REPRESENTATIVES wanted: new line 
quality key tags, lighters, money clips, 
ete., encrusted with heraldic auto em- 
blems: Buick, Cadillac, Ford, etc. : com- 
mission basis; give lines carried, terri- 
gis references. Address “D., 320,” care 





SIDE line: commission and bonus ar- 
rangement; compact line of ladies’, 
misses’ and men’s stone rings, by a 
manufacturer of quality made rings; 
most territories open; give full particu- 
lars in first letter. Address “F., 194,” 
care J C-K. 





SALESMEN; importer and manufacturer 
of watch bracelet and jewelry, wants 
salesmen to call on jewelry, watch ma- 
teria’, premium, drug, etc., jobbers and 
chain stores; New York City, West 
Coast, South territory open; 10% com- 
mission; details please. Address “E., 
249,” care J C-K. 

SALESMAN to carry side line of diamond 
mounted rings, mountings, wedding 
rings, pearl rings, ladies’ and gents’ 
stone rings; to sell to retail stores in 
New York, Philade'phia, Baltimore, 
Washington, ete., also a man for Cali- 
fornia, Washington, Oregon and adj>in- 
ing states. Address “J., 326.” care J C-K. 








SALESMAN: unusual opportunity for ag- 
gressive and experienced man with car, 
to cover New York and suburban area, 
with line of wedding rings, ladies’ and 
gent’s stone rings, signet and zircon 
rings; side line; commission and bonus. 
Durastyle Jewelry Mfg. Co., 12 John 
St., New York, N. Y. Ba 7-5360. 





WELL established manufacturer, exclu- 
sive line of quality costume jewe'ry, 
attractively boxed, has opening for ac- 
tive salesmen with following, retail 
jewelers; territories open: Ohio, Michi- 
gan, South Atlantic, East South Central 
and Mountain Regions. Address “A., 
245."’ care J C-K. 





JEWELRY salesman; ladies’ well known 
gold and platinum mounting manufac- 
turer has the Boston to Washington, 
D. C., territory open for a volume pro- 
duction salesman, with following among 

_ wholesa‘ers and large users; no objec- 
tion to side lines; commission basis. 
Address “L., 57,” care J C-K. 





SALESMAN wanted to call on established 
better retail jewelry accounts through 
Kentucky, Tennessee, Carolinas and 
Virginia, with a high grade gold and 
gold filled line; non-conflicting line ac- 
ceptable; car necessary; give full de- 
tails; replies confidential. Address “B., 
15,” care J C-K. 





SALESMAN; for Texas, Oklahoma and 
tributary States, calling on fine retail 
trade, to handle as side line, small, but 
exclusive line in 14K and genuine 
pearls, authentic antique reproductions 
of pins, earrings, bracelets, etc.; other 
lines must not conflict; 15% straight 
commission; give full details in first 
letter. Address “C., 226,’’ care J C-K. 





SALESMAN; long established Eastern 
manufacturer of gold rings, se!ling di- 
rect to better retail stores, has opening 
for experienced and competent man of 
high calibre, to carry with other highly 
rated non-conflicting lines; commission 
basis; give complete experience, details 
in letter; replies strictly confidential. 
Address “R., 61,’’ care J C-K. 





SALESMAN, with a non-conflicting side 
line on a strictly commission basis, to 
represent a manufacturer of wedding 
rings, mountings, diamond rings, em- 
blems, etc.; territory Indiana and Illi- 
nois; also one for Pennsylvania and 
Virginia; a fine product and a quick 
selling line; state reference, experience 
-— ' es Address “G., 230,” care 
J C-K. 





THREE protected territories open; 
rare opportunity, by distributor of 
one of the industries’ most cxten- 
sive filled and silver ring lines to 
jewelry, pawn, specialty and depart- 
ment stores; two additional afhili- 
ated lines also avaliable if desired; 
give full details in first letter. Ad- 
dress ““H., 2686.” care J C-K. 





SALESMAN, side line, with established 
following, wanted by manufacturer of 
gold wedding rings, unusually designed 
and finished; excellent potential repeat 
business, to cover the following terri- 
tories: Midwest, New England, South 
Central including Texas, also South 
East; commission basis, plus bonus; 
please give full details: replies confi- 
dential. Address “E., 192,” care J C-K. 





AGGRESSIVE salesmen wanted by 
well established manufacturer of 
modern sterling silver jewelry for 
ladies and men, to call on depart- 
ment stores, specialty shops and 
gift stores; most territories open, 
including Alaska, Hawaii and Can- 
ada; no objection to non-conflicting 
lines; give particulars in first letter; 
state lines being carried and refer- 
ences. Address “J., 162,” care J 
C-K. 





NATIONALLY advertised concern of- 
fers attractive line of 14K gold and 
sterling silver charms and bracelets, 
as a side line to a live wire sales- 
man with a good following among 
retail jewelers; commission basis; 
territories open: Middle West, Pa- 
cific Coast and Southern territories; 
give full particulars and references 
in first letter. Aetna Creations, Inc., 
199 Canal St., New York City. Rec- 
tor 2-3418. 





ee 
Help Wanted 





WANTED; A-1 jeweler, who can repair 
~ - stones. Address “‘V., 1461,” care 
C-K. 








ee 
WANTED, two A-1l watchmakers: per- 
centage basis only. Address “T., 1469” 
care J C-K. . 





TT 

RETAIL jewelry saleslady ; state age, ex. 

perience, salary expected in first letter: 

send photo; position permanent. Pea. 
cock Credit Jewelers, Wichita, Kans. 








FINE jeweler and setter; opportunity for 
a top grade combination man to locate 
in this healthful climate. Gruenwald & 
Adams, Box 270, Tucson, Ariz. 








JEWELER, with factory experience, who 
is capable of taking charge of a smal] 
shop; good practical man; write in de- 
tail. Address “Z., 203,’ care J C-K, 








RETAIL jewelry salesman; state age, 
experience, salary expected in first let- 
ter; send photo; position permanent, 
Peacock Credit Jewelers, Wichita, Kans, 


MANUFACTURER wants salesman to go 
to the retail trade with an excellent 
costume jewelry line; all territories 
open. Address “E., 224,”’ care J C-K. 














JEWELRY polisher who is able to do 
jewelry production work; good position 
for a capable man; answer in detail of 
past experience. Address “B., 205,” care 
J C-K. 





SALESMAN wanted; better grade cos- 
tume jewelry side line for department, 
chain and jewelry stores: commission 
only. A. C. Rehberger Co., 2134 N, 
Magnolia Ave., Chicago 14, Ill. 





JEWELER, with knowledge of stone get- 
ting: $2 per hour, plus bonus; pleasant 
place to work; give information in de- 
tail, experience, age, married or single, 
etc. Address ‘“‘V., 202,’’ care J C-K. 








DIAMOND setter and jewelry repair man; 
must be good workman, sober and 
honest; one-man shop for high grade 
store; give references and experience. 
J. Ralph Tobin & Son, Springfield, Il. 





TWO watchmakers, experienced on Amer- 
ican and Swiss watches; permanent 
position; for Midwest; write full par- 
ticulars in first letter. Address ‘‘J., 275,” 
care J C-K 





SALESMAN; Metropolitan area; experi- 
enced in industrial insignia and em- 
blems; good draw against commission; 
all replies confidential. Address “W., 
263,’’ care J C-K. 


COSTUME jewelry designer wanted for 
leading jewelry manufacturer; good 
opportunity for a man with good ideas. 
For particulars write to, ““M., 165,’’ care 
J C-K. 














WATCH repairer for jewe'ry department; 
best location in Newark, N. J.; must be 
progressive and promotionally minded; 
percentage basis; unlimited possibilities. 
Address “S., 259,” care J C-K. 


NEW ENGLAND representative wanted 
by general line wholesale jeweler; man 
experienced with following preferred; 
commission basis. Address “A., 177,” 
care J C-K. 


SALESMAN; loose diamonds; expe 
rienced, with established following, 
to represent well known New Yor 
diamond cutters and importers. Ad- 


dress “S., 291,” care J C-K. 


SALESMAN wanted for Metropolitan 
Area for well known line of rhinestone 
watch cases; commission basis; no ob- 
jection to non-conflicting line; must 
have following. Address “G., 308,” care 
J C-K. 
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-AELP WANTED—Continued 





1IFACTURER, many years estab- 
MANUT would like to correspond with a 
good jeweler and a practical man; age 
about 30 to 45; write full particulars in 
first letter. Address “J.. 2o1,” care 


J C-K. 











MANUFACTURER wants two good sales- 
“men to go to wholesalers; one, to cover 
the West Coast and one, to cover the 
Middle West, for a very good costume 
jewelry line. Address “C., 223,” care 


J C-K. 











WATCHMAKER, experienced ; ideal 
working conditions in Central Florida ; 
must understand Watchmaster read- 
ings; permanent; state age, experience 
salary expected in first letter. Address 
“D., 190,” care J C-K. 











WATCHMAKER-manager; 40%; guar- 
antee $60 weekly, vacation and legal 
holidays; five day week; requires grad- 
uate of school, two years’ experience ; 
immediate opening East Coast, warm 
climate. Address “R., 169,” care J C-K. 








WATCHMAKER, experienced; five day 
week; ideal working conditions, in 
Northern Ohio city; permanent job; 
state age, experience, salary expected in 
——e- Address “R., 2165,’ care 
J C-K. 


—_— —- 


SALESMAN, on a strictly commission 
basis, with a non-conflicting line, to 
represent a manufacturer of mountings, 
wedding rings, diamond engagement 
rings, etc.; state territory you cover. 
Address “Y., 204,’ care J C-K. 











SALESMEN wanted; leading manufac- 
turer of silver plated hollowware has 
several territories open for top notch 
salesmen; please submit complete ré- 
sumé; all replies will be treated in 
strict confidence. Address “G., 157,” care 
J 











A NATIONALLY known diamond ring 
house has several territories open for 
active salesmen with established follow- 
ing ; very liberal drawing against com- 
mission; all information kept in strict 
confidence; our salesmen know of this 
ad. Address “A., 122,” care J C-K. 





SALESMAN; to represent outstanding 
manufacturers, to cover the Middle 
West, selling to the jobbers and large 
operators; state if married or sing'‘e; 
$10,000 year; reply in detail experience 
and lines represented; strictly confiden- 
tial. Address “A., 278,” care J C-K. 





SALESMEN; manufacturer of leading 
promotional line of sterling and sil- 
ver plated hollowware has choice 
Southern and Western territories 
open; give resume in strict confi- 
dence. Address Box J C-K 539, 221 
W. 41st St., New York. 








DISSATISFIED with your present earn- 
Ings and position; investigate this 
spendid opportunity; leading jewelry 
wholesaler of best selling brands needs 
salesman to cover West Virginia and 
Surrounding territory: established ac- 
counts. Address “A., 315,” care J C-K. 








SALESMAN, for representation of na- 
tionally known ring concern, dia- 
monds and colored stones; with fol- 
lowing in Southwest, such as Texas. 
Oklahoma, etc.; have following too; 
all replies held in strict confidence. 


Address “P., 290,” care J C-K. 








STORE manager, to take complete charge 
of credit store in central part of 
Florida; good salary to qualified man; 
must be top salesman, trim windows, 
and be aggressive; send all details in- 
cluding small snap; rep'ies confidential. 
Address “N., 238,” care J C-K. 

eee 





SALESMEN; to sell manufacturer’s 
line of ladies’ diamond set gold 
rings; a $100 draw against com- 
mission will be considered for the 
right man; give personal and busi- 
ness history in first letter. Address 
**A., 16,” care J C-K. 





TWO, silverware top flight salesmen 
wanted by well Known manufacturer of 
silver-plated hollowware, to cover job- 
bers and retailers; one, for Chicago and 
vicinity ; one, for the Mid-West; no ob- 
jections to non-conflicting line. Address 
“V., 174,” care J C-K. 





WANTED; young man, experienced in 
selling and window display : good salary 
and steady employment in retail jewelry 
store located Southern Ohio; give ref- 
erences and full detail of experience and 
training in first letter. Address “B., 
222,” care J C-K. 





SALESMEN wanted; to represent manu- 
facturer of ladies’ fine jewelry and 
ladies’ and gent’s genuine stone and 
cultured pearl rings, all 14K for better 
retail jewelry and department stores; 
commission basis only; all territories 
open. Address “N., 255,’’ care J C-K. 





METAL and rubber mo:d maker, who can 
take charge of casting department and 
file up cast rings and assemble die 
struck rings; give references, experi- 
ence and salary desired in first letter. 
Clein Bros., 7% Edgewood Ave. S.E., 
Atlanta, Ga. 





BECAUSE of expanded facilities, one of 
the foremost manufacturers in his fie!d 
has available one New England and 
two Midwest territories; products sold 
by most department and jewelry stores; 
protected territories. Write fully to, “B., 
100,” care J C-K. 





SALESMEN, calling on Post Exchanges 
and Ship Stores only, with foremost 
line of dresser sets and musical boxes 
and sterling silver items; only experi- 
enced men need apply; commission 
only; all territories open except South- 
west. Pereline Mfg. Co., Ine, 1261 
Broadway, New York City. 





JEWELRY salesman; New England, 
Middle West, Southeastern States in- 
cluding Philadelphia, Baltimore, 
Washington, protected territories; 
most unusual line of 14K necklaces, 
bracelets, pins, rings and earrings; 
active repeat husiness; commission. 


Address “G., 274,” care J C-K. 





SALESMAN, to carry side line of loose 
diamonds quarter to two carats, di- 
rectly from importer, priced exceedingly 
low ; cover middle and southwest (Kan- 
sas, Oklahoma, Texas, Kentucky, Mis- 
souri and others); must have excellent 
~—— Address “T., 183,” care 





WATCH salesmen with good retail fol- 
lowing wanted in Texas, West Coast, 
and Michigan; (existing accounts wi'l 
be turned over) by established importer 
with complete low priced fine Swiss 
watch line; commission basis: no ob- 
jection to non-conflicting line. Address 
“P., 216,” care J C-K. 





DIAMOND setter; experienced on rings 
and watch cases, a’so set synthetic 
stones; we are established manufactur- 
ers and not a trade shop; top salary 
paid for the man who can produce; 
state references and salary desired in 
first letter. Clein Bros., 7% Edgewood 
Ave., S.E., Atlanta, Ga. 





SALESMAN, with established following 
among department stores, jewelers and 
gift shops, to represent well known 
manufacturer of silver p'ate and chrome 
hollowware and electric coffee makers, 
in Ohio and Michigan, on commission 
basis: give full details in strict con- 
fidence. Address “P., 2959,” care J C-K. 








WANTED, general and timer salesmen; 
earn $10,000 and more a year; if you 
are ambitious and energetic, some ex- 
perience in selling watch material, per- 
haps a knowledge of our line, here is 
an opportunity of a lifetime. Henry 
Paulson & Co., 131 S. Wabash Ave., 
Chicago 3, Il. 





TO A TOP FLIGHT jewelry man; we 
want several aggressive jewelry store 
managers capable of producing big fig- 
ures; excellent salary, profit sharing 
arrangement and a brilliant future; 
give full details about yourself, age and 
previous experience; replies confiden- 
tial. Address “C., 317,” care J C-K. 





SALESMEN, with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands ; 
covering Southern and Western terri- 
tories; residing in vicinity; travel by 
car; drawing against commissions; ref- 
erences. Address “‘R., 2622,” care J C-K. 








SALESMAN, with established following 
among department stores, jewelers and 
gift shops, to represent well known 
manufacturer of silver plate and chrome 
hollowware and electric coffee makers 
for West Coast, on commission basis; 
give full details in strict confidence. Ad- 
dress “S., 2961,” care J C-K. 





WELL rated firm, operating three high 
class credit stores, on the West Coast, 
is planning on expansion and is looking 
for an outside supervisor with actual 
experience in establishing and handling 
all details of opening new branches; 
please send complete history of your 
experience and references in your first 
letter. Address “T., 173,” care J C-K. 





SALESMEN:; all territories open, prefer 
presently employed; strong following 
among jobbers, wholesalers and quan- 
tity buyers; ladies’, gents’ 10 and 14K 
color stone, onyx and diversified ring 
line; profit sharing plan can double 
your present income; only salesmen 
able to produce quantity need apply. 
Address “B., 316,’’ care J C-K. 





SALESMAN; for outstanding promo- 
tional diamond ring line; must have 
well established following with re- 
tail jewelers; one non-conflicting 
side line acceptable; Midwest and 
Mid-Atlantic States preferred; high 
volume; good commission; drawing 
account if desired. Address “V., 
243,” care J C-K. 





rr 


SALESMAN, with established following 
among department stores, jewelers and 
gift shops, to represent well known 
manufacturer of silver plate and chrome 
hollowware and electric coffee makers 
in New York State and part of Metro- 
politan area, on commission basis: give 
full details in strict confidence. Address 
“R., 2960,” care J C-K. 





SILVER plated hollowware; manufac- 
turer’s representative wanted for 
long established very fine quality 
line of silver plated hollowware; ex- 
cellent opportunity for right men 
traveling mid-west and southern ter- 
ritories; no objection to non-con- 
flicting line. Address “V., 184,” 
eare J C-K. 





—— — 


FACTORY superintendent: well known 
progressive gold ring and jewelry fac- 
tory in Providence, R. I.: must have 
very practical experience and ability to 
take ful’ control; starting salary $8,000 
to $10,000, and later profit sharing; ex- 
cellent life-time position; give full par- 
ticulars in confidence. Address “V., 
2966,’’ care J C-K. 








(Continued on page 254) 
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WATCHMAKER; 45 year old estab- 
lished firm desires the services of an 
additional watchmaker; absolute 
permanent position ; individual 
should be presentable, capable of 
meeting customers; desire quality 
and not speed in work; salary de- 
pendent upon previous experience. 
— M. Meyer, Jeweler, Marion, 
nd, 





MANUFACTURER, established over 25 
years, has popular priced sterling si!ver 
hollowware line, wishes to expand pres- 
ent sales force with experienced men 
calling on wholesalers, department 
stores, and large jewelers; all terri- 
tories are open; give complete details 
of territory covered, experience, and 
present lines; commission. Address “E., 
321,” care J C-K. 





SALESMEN wanted to call on retail 


jewelers and department stores with 
non-conflicting side line of tadies’ 
and men’s stainless steel and gold 
filled expansion watch bands direct 
from established manufacturer; 
generous commission arrangements ; 
monthly settlements; territory pro- 
tected. Address “H., 160,” care 
J C-K. 





SALESMEN (two) for West Coast and 


midwest areas, with established follow- 
ing among department stores and fine 
jewelers, to represent well known man- 
ufacturer of low end as well as fine ster- 
ling hollowware; also manufacturer of 
excellent quality plated ware line; both 
on commission basis; reply will be held 
in the strictest confidence. Address _ * 
170,” care J C-K. 





SALESMAN, for southwest; opportu- 
nity to connect with manufacturer 
of one of country’s accepted and 
most progressive lines of gold 
mountings and engraved wedding 
rings; we are seeking top-notch man 
only with extensive experience and 
following among wholesalers and 
chain stores; replies confidential. 
Address “B., 151,” care J C-K. 





WELL established watch importer inter- 


ested in representative, with or without 
side line for Wisconsin, Minnesota, 
Iowa, North and South Dakota and 
Nebraska or Kansas, Arkansas, Mis- 
souri, Alabama, Tennessee, Oklahoma 
territory ; splendid opportunity for ex- 
perienced salesman with good follow- 
ing; high commission; write giving all 
details. Address “E., 155,” care J C-K. 





SALESMAN wanted, to represent well 
known distributor of nationally ad- 
vertised flatware, clocks, electrical 
appliances, jewelry and other lines 
in Eastern Shore, Virginia, West 
Virginia, North Carolina and South 
Carolina; drawing account against 
commission; answer giving expe- 
rience. Address “B., 187,” care J 


C-K. 








WE have exceptional opportunities for 
several experienced salesmen to sell 
nationally known diamond rings to bet- 
ter stores; firm name has long been 
recognized as one of the most respected 
in diamond rings; constant advertising 
coverage in selling areas and generous 
commissions make this a splendid prop- 
osition for men who have followings 
among retail jewelers. Write or tele- 
phone, Barnett Davis, Inc., Clark Bldg., 
Pittsburgh, giving full details of past 
association and territories. 





SALESMAN; experienced in selling 
settings and findings to mannufac- 
turing jewelers; large established 
territory in major U. S. cities; rep- 
resenting well known, highly re- 
garded producer, operating out of 
Eastern area; must be willing to 
travel nine to 10 months a year; 
reply with resume of experience, 
salary requirements and age. Ad- 
dress “D., 303,” care J C-K. 





WANTED loose diamond and diamond 
jewelry salesman; here’s a job to hang 
your hat on; this is not just another 
job; this is a substantial position with 
a leading firm; we must have a man 
who makes his home in the South who 
has mature seasoned experience, who 
wants to work hard and be rewarded 
for it; we repeat that this job is only 
for a high calibre man who can stand 
on his own feet, and really build; all 
replies will be confidential; our em- 
ployees know of this ad. Address “C., 
217,” care J C-K. 





WANTED, diamond ring salesmen; we 
are rearranging our well established 
territories, East, Midwest and [ast- 
ern South; we are in need of two 
representatives starting in July; ap- 
ply only if you are a top notch sales- 
man with a following; a wonderful 
opportunity to make ready money; 
commission with guaranteed draw- 
ing account. H. Hamburger Co., 22 
W. 48th St., New York 36, N. Y. 





TWO salesmen wanted; large manufac- 
turer of popular priced line of silver 
plated ho!lowware and electrical table 
appliances is open for good representa- 
tion for States of Virginia, West Vir- 
ginia, North Carolina, South Carolina, 
Georgia and Florida; also for States of 
Ohio, Kentucky, Missouri, Kansas and 
Nebraska; only those who have a fol- 
lowing and can produce results need 
apply; drawing account or straight 
commission basis; no objection to one 
or two side lines. Address “F., 156,” 
care J C-K. 





SALESMAN, wanted by nationally 
known diamond and _ stone ring 
manufacturer; high calibre man 


with following to take over estab- 
lished territory, Alabama, Georgia, 
Florida, Louisiana, Texas; must have 
consistent record of five figure earn- 
ings; interviews will be arranged 
conveniently; give full details in 
first letter; commission; our men 
know of this ad. Address “L., 284,” 
eare J C-K. 





SALESMEN wanted; manufacturer of 
nationally known diamond ring line, 
wants an experienced and aggressive 
salesman, with good following of his 
own, to cover the State of Texas and 
the adjoining Rocky Mountain States, 
a'so for Midwest territory; we have 
well established accounts among the 
retail jewelers in this territory, afford- 
ing an excellent opportunity for the 
right man; liberal commission; give 


full details, experience and territory in 
first letter; all inquiries held confiden- 
tial. Address “J., 251,” care J C-K. 





BUYER-manager; fine jewelry depan. 
ment owned and operated by lead. 
ing department store Midwester 
city; must have thorough know). 
edge and experience in buying, sel. 
ing, managing, quality operation. 
apply by letter outlining Personal 
and business qualifications, salary 
desired; all correspondence confi. 
dential. Alice Groves Agency, |] y 
42nd St., New York City. (Fee pai 


by management.) 





—______ 


JEWELRY salesmen; if you are looking 
for a jewelry line with the real Jewelry 
look in styling, craftsmanship, eye ap. 
peal, at costume jewelry prices, if yoy 
have an established following among 
jewelry, specialty and department 
stores; if you are a plugger and cap 
give us intensive coverage, write giving 
full details, territory, etc.; we are long 
established manufacturers and whole. 
salers of smart costume jewelry retail. 
ing from $1 to $15 and have severga] 
good territories currently available ona 
protected basis; straight commission, 
Address “A., 149,”’ care J C-K. 








SALESMEN, having following with re. 
tail jewelers, to represent one of the 
old established firms carrying one 
of the largest lines of diamond 
rings, wedding rings and sets, com- 
petitively priced; one for Minne. 
sota, Iowa, North and South Da. 
kota, Montana; one for Ohio, Indi- 
ana, Illinois, Kentucky; one for 
Southwestern States; give full de. 
tails; held confidential. Address 
“N., 237,” care J C-K. 





ASSISTANT manager, with ability and 
ambition; leading jewelry store in a 
large Eastern Pennsylvania city has an 
unusual opportunity for capable man 
with executive ability and sound knowl. 
edge in the operation and leadership of 
modern, progressive organization; 12- 
person staff; center location; excellent 
morale; if you know diamonds, precious 
gems, watches and silverware (at least 
10 years’ experience) and want to earn 
a liberal salary and a good future, you 
may be the one we need; write with full 
résumé of experience, present earnings, 
ete. Address “F., 225,’ care J C-K. 


—— | 





WATCHMAKING and engraving may 
now be learned advantageously by 
home study; to meet the demand to 
learn these trades at home in spare 
time, the Kansas City School of 
Watchmaking has adapted its out 
standing course in watchmaking 
and engraving to home study trait 
ing. Write for information: Kan- 
sas City School of Watchmaking, 
Dept. C, Admiral & Tracy, Kansas 
City 6, Mo. 








WANTED; young, aggressive man 
capable of taking over complete 
management of large credit jewelry 
store in southern town of 250,000 
population; store in_ better than 
average town with diversified indus 
tries; to invest $25,000 for one 
third interest in corporation that 
has over $100,000 paid in capital; 
must take active management; 40 
not apply unless qualified for this 
position. Address “VAH., 182,” 
care J C-K. 
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HELP WANTED—Continued 





D, credit merchandising man; 
ewe jewelry store in New York 
City never before selling on credit and 
anxious to develop the credit-merchan- 
dising phase of its business, is inter- 
ested in obtaining services of a man 
with a successful background in pro- 
moting credit business; preferably with 
a high class retail credit jewelry store 
or organization ; this is an excellent and 
unusual opportunity for man who can 
recognize the opportunity which exists 
here for the promotion of credit sales in 
a manner which will capitalize upon 
and not jeopardize the prestige this 
store enjoys; our organization knows 
of this ad and all replies will be kept in 
strict confidence. Address “Box A, 150,” 
care J C-K. 








MANUFACTURER of one of the most 
complete and outstanding gold ring 
lines in America, requires two top 
representatives with strong current 
following of credit stores for pro- 
tected territories, South Atlantic and 
West Coast; rare opportunity for the 
promotional minded salesman to 
offer very impressive line of highly 
styled, popularly priced wedding 
rings, diamond _ rings, fraternal 
rings, stone rings, mountings, etc.; 
will only consider men accustomed 
to earnings over $15,000; we have 
accounts in these territories; in- 
quiries treated confidentially; no 
side lines permitted. K. Polishook 
& Son Corp., 31 W. 47th St., New 
York City. 


For Sale 


Stores, Stocks and Businesses 








JEWELRY store, in most prosperous town 
and county in Oklahoma; pay to in- 
vestigate. Address “J., 234,” care J C-K. 





JEWELRY business,’ established five 
years, only jeweler 12,000 population, 
within 100 miles New York; $1,000 
takes fixtures, stock, good will. Address 
“B., 271,” care J C-K. 





LONG established upstairs Maiden Lane 
business with modern fixtures, Voland 
diamond scale, safe with vault, other 
compete equipment, $6,500. Address 
“F., 306,” care J C-K. 


JEWELRY repair, special order shop: 
setting, engraving, for the trade and 
private customers; located one of larg- 
est cities Florida. Address “K., 198,” 
care J C-K. 








TRADE watch repair shop, doing large 
volume business; choice accounts; clean 
work; this is a wonderful opportunity 
iy? a. party. Address “D., 266,” care 


Ee 


SMALL, modern jewelry store, good loca- 
tion, New Mexico town of 6000; inven- 
tory, fixtures, $9000; willing reduce: 
very healthy, sunny, dry climate. Ad- 








MODERN, Central Florida jewelry store; 
fine 'ocation in small town: clean stock 
and fixtures; excellent repair business: 
$13,000 cash; owner wishes to retire. 
Address “J., 197,” care J C-K. 


FOR SALE: established jewelrv store and 
watch repair, in southwest Texas town 
of about 4000: low overhead ; nationally 
advertised lines; gond clean stock. For 

_ietails write, “L., 236," care J C-K. 


YEWELRY store; low overhead; ideal 
cae ann: 2300 population ; grossed $16,- 
+ in 1951; sell for inventory: about 

500 will cover stock and fixtures. 








Don Reese, Minneapolis, Kans. 
ttm: 





SMALL modern store in Montana; Mil- 
waukee railroad watch inspection; good 
volume growing; health, reason for 
selling; $30,000; can reduce. Address 
““H., 2915,” care J C-K. 


—_—-- a 











ULTRA modern jewelry store; finest, 
most exclusive shop in Central Indiana 
city, doing best cash business with 
wealthy clientele; owner ill; $65,000; 
ue brokers. Address “S., 241,” care 





MODERN jewelry store, located in at- 
tractive beach city in southern Califor- 
nia; reasonable rent with lease avail- 
able ; excellent repair business; estab- 
lished seven years; priced at $8,500. 
Address “‘A., 186,” care J C-K. 





MODERN jewelry store, Toledo, Ohio; 
100% location; new fixtures, clean mer- 
chandise; $3,000 plus stock; will sell 
with or without stock; sickness forces 
me to sell; will sacrifice for quick sale. 
Address “C., 152,’ care J C-K. 





SMALL jewelry store, excellent location, 
sma'l industrial city of South Carolina; 
minimum stock and fixtures, low over- 
head; gross 1951 increased over 1950; 
good repair volume. Address “F., 322,’’ 
care J C-K. 





JEWELRY store for sale; due to ill 
health, I must sell my store; very mod- 
ern and well established; selling price 
reasonable. Michael Mignella, Santa Fe 
—— Inspector, 135 N. Cortez, Prescott, 
Ariz. 





THE most beautiful jewelry store in the 
South for sale, with stock or without 
stock; 100% location, on Lincoln Road, 
Miami Beach, Florida; retiring from 
business because of ill health. Address 
“G., 25," care J C-K. 





RETAIL jewelry store, northern New 
Jersey; main street; modern front; 
leading sterling and watch franchises; 
excellent repair income; $5,000; inven- 
bys * Address “N., 148,” care 





LEADING retail jewelry store in fast 
growing Long Island town, established 
over 20 years; completely remodeled 
last fall: moderate rent: long lease; 
more repairs than can handle; good 
prices; price $40,000 cash. Address “H., 
323,” care J C-K. 





OLD, ESTABLISHED jewelry store, with 
excellent reputation, located on the west 
side of Manhattan; fine repairing trade; 
nice, clean stock; closing 6 P.M.; price, 
cost of inventory only; about $8,000 
will take all; owners retiring. Phone 
AC 2-1483 New York. 





FOR SALE; small credit jewelry store 
located in central Pennsylvania; town 
of 10,000 population; low rental; all 
fixtures and accounts receivables, $4,- 
500; stock optional; established seven 
years; perfect set-up for watchmaker. 
Address “T., 171,” care J C-K. 





OLD, established jewelry store, all mod- 
ern, in the heart of Hollywood: low 
rental; all nationally advertised lines; 
owner wishes to retire; price $30,000 
includes inventory, fixtures and equip- 
ment; some terms. Address “M., 206,” 
care J C-K. 





CHICAGO: opportunity for credit or 
chain operator to add valuable store; 
excel'ent location and reputation: es- 
tablished over 22 years; 36 foot front, 
at transfer corner; fine clean stock: 
plenty repairs; price $30,000 if sold at 
once. Address “B., 298,’’ care J C-K. 





MODERN jewelry store in Southern Cali- 
fornia, near Los Angeles; 19 years in 
same location: stock, fixtures and ac- 
counts receivable, about $30,000; popu- 
lation 52,000; 100% location, good 
lease; some terms; wish to retire. Ad- 
dress “C., 17,’’ care J C-K. 


JEWELRY concession; Southern Califor- 


nia, Los Angeles area; 25 foot section 
in chain drug store; excellent repair 
business; nationally advertised brands; 
gross approximately, $30,000; inventory 
approximately, $15,000; total price, 
$18,000; commission rent. Address “M.., 
213,”" care J C-K. 





SUNNY California; long’ established 
jewelry store, in Long Beach; living 
quarters; Hamilton watch franchise; 
gross approximately $30,000 year; 
elderly couple retiring ; modern fixtures 
$2800, plus $11,000 inventory; excellent 
opportunity for watchmaker. Inquire, 
5300 Atlantic Ave., Phone 201439. 








MOST beautiful jewelry corner in north- 
eastern Michigan; building $50,000; 
clean advertised stock $10,000; fixtures 
$10,000; collectible accounts $5,000; 
quick sale $55,000; owner wants to re- 
tire after 15 years in Bay City, Michi- 
gan. Hart Credit Jewelers, Cor. Mid- 
land-Henry Sts., Bay City, Mich. 





FOR SALE: near Chicago; modern air- 
conditioned store, complete optical de- 
partment, all sterling lines, also crystal 
and china: excellent opportunity for 
high grade jeweler; will consider liberal 
terms to responsible party. Address 
Circular 244, Room 1415, Heyworth 
Building, Chicago 2. 





ULTRA modern, air-conditioned jewelry 


store, established 20 years in heart East 
Texas oil fields; 100% location; long 
lease; low rents; leading lines, includ- 
ing sterling: $20,000 inventory; will 
reduce to suit; $12,000 will handle fix- 
tures, etc.; population 6800 with large 
trade territory; owner wishes to retire. 
Address “B., 178,” care J C-K. 





FOR SALE; old established jewelry fac- 


tory since 1893; owner will retire; new 
building in fine location; trained me- 
chanics; all necessary machinery: 8000 
dies; over 2000 hubs and same amount 
of master dies for die cutting machine; 
high school jewelry, colleges, hospitals, 
service pins, army, navy, air corps, em- 
blems of all kinds. J. F. Apple Co., 
Lancaster, Pa. 





FOR SALE: established jewelrv store, 


stocked with national'y advertised 
franchised lines; modern display win- 
dows and fixtures; fully equipped repair 
department doing volume business: best 
location in busy town, located north- 
western corner, state of Connecticut: 
price $24,000 cash, including accounts 
— Address “B., 2886,” care 
J C- 





IN Winter Haven, Florida, home of 


Florida Cypress Gardens; only store 
carrying all top franchises; Gorham, 
Towle, Wallace, International, Heir- 
loom, Duncan Miller, Fostoria, Jabel, 
Hamilton, Omega, Bulova, Elgin, etc. ; 
no finer fixtures available anvwhere; 
can reduce stock to suit purchaser; 
$45,000: have other interests; if inter- 
ested, better fly down. Frank Angle. 
Jeweler. 136 Second St. N.W., Winter 
Haven, Fla. 





FOR SALE: Southern California; one 


of Southern California’s finest 
stores, established nearly 50 vears; 
a real jewelry store; ideal father 
and son combination: owner is tired 
and wants to enjoy life for a few 
years; will take about $75.000 to 
handle; please do not answer un- 
less you mean business and have 
cash to handle. Address “H., 233,” 
care J C-K. 
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FOR SALE—Continued 





FOR SALE; established jewelry store, 
with nationally advertised merchandise, 
including leading lines of china, crystal, 
and sterling silver; fixtures included; 
building has built-in vault; best loca- 
tion in town; exce!lent repair business ; 
store is situated in Tennessee town 
where huge government project is in 
full force ; $25,000; can reduce stock; 
this is a golden opportunity for the 
right person; owner has interests out 
of the State, and must devote full time. 
Address “C., 181,” care J C-K. 








For Sale 


Tools, Equipments 





WATCHMASTER ; perfect; newest model; 
one year old, $500. R. Buchmeyer, 1906 
Fowler St., Fort Myers, Fa. 





USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. ; 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif, 





PATEK PHILIPPE, 12 size, 18 jewels, 
eight adjustments, movement #165448; 
original 0.750 double back case #271221: 
excellent condition. Kisers Jewelers, Box 
484, Hebbronville, Texas. 





JEWELRY store fixtures for sale; four 
mahogany wall cases with alcoves, and 
four mahogany jewelry show cases; one 
diamond show case; two pen cases: 
cash register and various other jewelry 
store cases. Address “C., 13,” care 





Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 




















AUCTIONS; successfully and tactfully 
conducted anywhere in the country. 
Write or wire, Murray Kahn, 766 Third 
Ave., New York 17. 











AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
= Blackstone Avenue, Chicago 








M. C. MAXWELL, exclusive jewelers 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phones 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





AUCTIONEER: 10. successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





DIAMOND setter and special order 
jeweler would appreciate informa- 
tion from retail jeweler in regard 
to a city in need of high class trade 
shop, or shop in an A.G.S. store to 
be had on percentage basis. Address 
“H., 196.” care J C-K. 





IF you operate established jewelry store 
located in a Summer resort area, you 
have chance to liquidate undesirable 
stock, make large profits and widen 
clientele among out-of-town patrons 
through medium of an ethical auction 
sale; all correspondence strictly confi- 
dential. Alvin Freemount and Associ- 
ates, 4750 York Road, Philadelphia, 
Penna. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044., 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





DO YOU need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses ; we have accomplished this 
amazing result for over 200 jewelers 
in the past two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 


CASH for you immediately; R. A, Zap. 
one & Co. will solve your problem 
by paying cash for your store now 
or conducting a successful auction 
or flat sale; more than 25 year,’ 
experience; your reply held in stric 
confidence; references: Dun & 
Bradstreet; Union & Planters Na. 
tional Bank & Trust Co., Memphis 
Tenn. Write, wire or phone today, 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-660, 








I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en. 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit .stores; 1 have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 





SN 


ONE OF AMERICA’S foremost auc. 
tioneers, Louis Lenhoff; Lenhoff’s 
contribution to the cause of honest 
retailing is the Lenhoff auction, a 
dignified sale, the advertising value 
of which and the stimulation of your. 
self and your clerks to better sales. 
manship and more up-to-date mer: 
chandising, following the sale, will be 
worth 10 times its cost; you can 
prove my leadership by investigat- 
ing my record; Lenhoff sells only 
your stock, no inferior merchandise 
sold under your reputation; will call 
on you in person at my expense; all 
correspondence in strict confidence; 
write, wire, phone Louis Lenhoff, 
3010 W. Chicago Blvd., Detroit 6, 
Mich. Phone Tyler 6-0439. 








Wanted to Purchase 





SALESMAN seeks tray of diamond rep- 
lica sets of famous diamonds, for lec- 
ture purposes; state price for immediate 
purchase. Address “F., 269,” care J C-K. 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





IF you have a store or stores for sale, at 
a fair price, located in the Southeast, 
we are interested in buying; all infor- 
mation confidential. Address “R., 168,” 
care J C-K. 








WANTED: small established jewelry 
store; prefer Southeastern States; town 
of 6000 to 45,000 population; replies 
— Address “J., 110,” care 








CHAIN store operator wi!l purchase for 
cash, a reputable cash, credit store 
doing yearly volume of $30,000 or bet- 
ter: North Carolina only. Address “C., 
2839,” care J C-K. 


a 





WILL buy small unit jewelry stores, lo- 
eated in Virginia, North or South Caro- 
lina; interested only in stores with pur- 
chase price of $5,000 to $15,000; please 
give complete information on inventory, 
fixtures, accounts receivable and pay- 
able. Write “Advertiser,” 311 N. Spring 
St., Greensboro, N. C. 
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WANTED TO PURCHASE—Cont. 





WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry, 
rings, diamonds, etc.; correspon- 
dence invited; references: Houston 
National Bank, Houston, ‘Texas, Dun 
& Bradstreet, Inc. Diamond Jewelry 
Co., 6th floor M & M Bldg., Housion 


2, Texas. 








CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 


SARE LEAR STE NTE LATS ISA TET NT, RT 


Watch Work, etc., for 
the Trade 








SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





WATCH repairing for the trade; work 
guaranteed; five-day service; ask for 
price list. P. Schemichen, 56-13 Catalpa 
Ave., Brooklyn 27, N. Y. 





THIRTY-FIVE years’ experience in watch 
repairing, and prices right, satisfactory 
work; guaranteed good service. M. J. 
Kruse, 7219 Lake St., River Forest, IIl. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 








COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


EE 





KNOW your vibrator; mail direct; 
same day service; economical, de- 
pendable, vibrating service. Hair- 
spring Vibrating Co., 406 32nd St., 
Union City, N. J. 








BOSTON, Mass.; guaranteed trade watch 
repairing; chronographs a specialty ; 
excellent service; electronic timing; 
prices on request. Charles L. Birdsall, 
603 Jewelers’ Bldg., 373 Washington St. 





BOSTON, Mass.; expert and guaran- 
teed watch repairing; prompt ser- 
vice; prices on request; mail orders 
invited. David Migdal & Co., 109-B 
Summer St., Telep. Hu 2-9547. 








NORTH CAROLINA; specialists in fine 
watch repairing; fast service; any 
amount of work accepted; chrono- 
graphs, automatics, calendars a special- 
‘ys price list on request. Eastern Caro- 
ina Precision Works, Goldsboro, N. C. 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gadly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los Angeles 
14, Calif. 





RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 





HIGH grade watch repairing; all makes, 
all models; five days’ service; all re- 
pairs Watchmaster rated; guaranteed 
dependable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, Ill. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





ALL style beads restrung, plain or 
knotted; prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. 





DIAMOND repairing and recutting. Joseph 
Hunt, 74 W. 46th St., New York City 36, 
N. Y., specialist diamond cutter, using 
good commercial judgment. 





PHOTOGRAPHY, on gold, si'ver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





ENGRAVING; monogram, lettering; fine 
inscription work a specialty; 30 years’ 
experience; quick service. C. W. Do- 
enges, 921 S. W. 17th St., Ft. Lauder- 
dale, Fila. 





EASY profits; ring stone replacements; 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y. 





APOLLO & Son, established 1910; dia- 
mond setting, stone setting, all types; 
finest workmanship and quality; satis- 
faction guaranteed. 185 Canal St., New 
York City. 





PEARL and _ bead restringing; plain, 
knotted, simulated, cultured; quality 
work at lowest cost, 35¢ up; mail orders 
promptly filled. Rubee, 68 Nassau St., 
New York 38. 





SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service: 29 
years’ experience. John G. Cronin, Coal 
Exchange Bldg., Scranton, Penna. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I. 





SILVERWARE replated, repaired like 
new also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 
lumbus, Ohio. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on siding and minor 
repairs; mail orders’ accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





DIAMOND and precious stone setting; 
mail order work; quick service; rea- 
sonable prices; fine quality work; 
best references. A. & L. Diamond 
Setting Co., 62 W. 47th St., Room 
1509, New York 36, N. Y. Tel. Lu 
2-1857. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; _ stone 
cameos up to mm size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 





COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling; 
specializing in diamond melee, Ru- 
tile (Titania), all sizes, cameos, all 
colors and sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etc.; servicing the 
jeweler for over 35 years. Max 
Stern & Co., Inc., 17-23 John St., 
New York 38. 


To Let 








FOR RENT; 113 N. 19th St., Birming- 
ham; 1950 census, 326,000, trading area, 
969,000; directly opposite Pizitz, largest 
department store in Alabama; space 
13 ft. 4 in. wide by 95 ft. depth in clear, 
plus 24 ft. balcony; alley corner; new 
building never occupied ; owner will pay 
toward new front; rental $475 per month, 
long lease available. Apply, P.O. Box 3, 
Birmingham, Ala. I also own and offer 
store room in very best, central retail 
block, Mercedes, Texas; 1950 popula- 
tion, 10,065; for rent at only $65 per 
month. 


—_——— a eee 
Miscellaneous 








WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. At'antic Avenue, Day- 
tona Beach, Fla. 





A COMPLETE design and model service 
is available on a part time basis to an 
organization desiring the help of long 
experience in planning, developing and 
production of sterling and plated lines. 
Address “J., 27,” care J C-K. 
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FOOD — FOR THOUGHT 


We have just returned from a luncheon with five retail 
jewelers, five eminently successful retail jewelers. These 
men are all subscribers to JC-K. One alone counted 
eighteen subscriptions within his stores. 

We have never met these men before. Yet, each was 
able to recall specific stories in recent issues of JC-K 
and to cite some particular idea obtained from the maga- 
zine which he had lately applied to the profit of his 
business. 

Naturally, we had an exhilarating luncheon. 

After bidding them good-bye, we waved aside the 
doorman’s suggestion for a taxi, preferring to walk back 
to the office and bask in the warming reflections from the 
flattering revelations of the luncheon table. 

But our buoyancy disappeared rapidly. Perhaps it was 
the realism of a spring drizzle which dampened our spirit 
and caused our mind to drift from these five jewelers 
to the thousands of others who subscribe to our maga- 
zine. Did they all read their copies so thoroughly ? 

This question brought to mind a jeweler we had 
visited in his store, some time back. This jeweler made 
the suggestion that, “JC-K should publish a book, not too 
technical, on gem stones. Jewelers would surely buy it,” 
he said. 

Yet that jeweler was a subscriber to JC-K, which dur- 
ing the preceding fourteen months had published four- 
teen authoritative feature articles on fourteen different 
jewelry stone gems. He didn’t know it! 

Too, we thought of the letter we received last week from 
a subscriber asking us if we had any information we 
could send him on remodelling. Yet our February issue 
had carried twenty-three pages devoted entirely to various 
phases of store modernization! 

Depressing thoughts for an editor? 

No! For these two cases are not typical of JC-K sub- 
scribers, as our heavy mail (and our subscription renewal 
rate, of three-out-of-four) attests. On the other hand 
why should every jeweler read his JC-K thoroughly? Only 
a certain percentage of people in any industry REALLY 
wish to improve their position. The others only want 
whatever information is necessary to maintain their 
present status. 

This fact is a constant challenge to every business 
magazine. It is a challenge to obtain and publish mate- 
rial that can be instantly adopted by those jewelers who 
are receptive, prepared, and equipped to apply the ideas. 
AND it is a challenge to prepare that material and offer 
it in such a manner that it will inspire the young and the 
ambitious to strive for the fruits of our industry, which 
with integrity and intelligence and effort can be theirs. 

We shall continue to edit and publish for the progressive 
segment of our industry. We will aim to meet this chal- 
lenge in a manner that will earn the continued confidence 
of those jewelers who want to be leaders in the industry 
today and tomorrow. 
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Thus, we believe we shall also insure the present capac. 
ity for leadership, enjoyed by JC-K. 


AS SIMPLE AS... 


In our 26-page “ABC” presentation of successful dia- 
mond selling, in this issue, one section is devoted to 
suggestions for the jewelers’ answering of ten typical 
questions found in the minds of most diamond prospects, 
Of necessity, the suggestions are limited by available 
space—and—by the virtually unlimited scope of the 
subjects touched upon. 

Regular reading of JC-K, study of books on the sub. 
ject, and the reading of advertising and literature pre. 
sented by manufacturers, are additional sources for your 
adding to your knowledge of diamonds, diamond cus- 
tomers and diamond selling. Few people get rich in 
knowledge or power, overnight. 

But every jeweler can add to his possession of both, 
today, by turning to “The ABC’s of Diamond Selling,” 
(starting on page 83) in this issue. 


WHAT YOU WANT — WHEN YOU WANT IT 


The fact that so many jewelers keep a complete file 
of back issues of JC-K for reference, and that many also 
keep scrap books of JC-K editorial material, raises the 
question as to why more don’t do likewise. 

But that’s human nature. We all have occasion to — 
say to ourselves, when we have need for certain informa- 
tion we read previously, “Why didn’t I save that—or 
clip it out.” ; 

That’s why it has been the custom of JC-K to present — 
in every January issue, an editorial index of material © 
published in the 12 preceding issues. This makes it — 
convenient to check back at the time you have need for | 
it, on available information according to subjects. | 

Another JC-K editorial service that makes it easy for © 
you to have “the information you want—when you want — 
it,” is the series of books-within-books, which are cur- 7 
rently being presented. | 

In January was a section on Retail Advertising. © 
In February a presentation on Store Modernization. In — 
March a Ring Merchandising “book.” In April organ-~ 
ized material on Selling Silverware—and also on Elec: | 
trical Appliances. In the current issue we present The” 
ABC’s of Diamond Selling. 

Use the material as it is applicable in your store each | 
month, but also keep the volume available for future use.” 

Thus you may have on hand material for reference” 
rather than cause for regret. . 


THE JEWELERS’ CIRCULAR-KEYSTONS: 
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